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Abstract
Social media has revolutionized marketing communication, and as it becomes more and more vital to the brands that want to connect with digital consumers, so has influencer marketing. This study examines the effect of the credibility of influencers and perceived authenticity on the purchasing intention of Generation Z consumers in Bangladesh. While there are a few studies on influencer marketing from Western countries, East Asia, and neighbouring South Asian countries, there is limited empirical evidence on the evaluation of influencer characteristics by Bangladeshi Generation Z consumers and their impact on purchasing decisions.
This research is based on Source Credibility Theory and aims to explore the links between Source Credibility Theory, perceived authenticity, parasocial interaction, brand attitude, engagement and intention to purchase. The study is based upon quantitative, cross sectional research design and the researcher used an online structured questionnaire to gather data from the Generation Z social media users in Bangladesh. The data were analysed using descriptive statistics, reliability analysis, correlation analysis, multiple regression analysis, analysis of variance and chi square testing in IBM SPSS software with a total of 165 valid responses.
The research aims to make both theoretical and practical contribution, adding to the body of knowledge of influencer marketing literature in the context of Bangladesh and provide practical insights for marketers and brands with evidence-based resources. The results show that the perceptions of the credibility and authenticity correlate with the consumer's response and suggest some directions for choosing and managing partnerships with influencers in the growing digital marketplace of Bangladesh.
It fills an important void in the literature and highlights the significance of the influence of the marketing approach in the new digital economy on the behaviors and traits of children in Generation Z.
The keywords used in the research are Influencer Marketing, Influencer Credibility, Perceived Authenticity, Purchase Intention, Generation Z, Bangladesh, Social Media Marketing.
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1. INTRODUCTION
[bookmark: _Toc241016769]1.1 Background to Study
Over the past ten years, the landscape of marketing communication has dramatically shifted due to the growth of social media and the growing significance of the influencer marketing for connecting with consumers. The utilization of influencer marketing as a line item in the marketing budget has witnessed a rise around the globe as companies capitalize on the reach and credibility of social media influencers to effectively target consumers who are otherwise inaccessible or difficult to engage using conventional media (Wang, Krause and Henkel, 2024; Leung, Gu and Palmatier, 2022). In Bangladesh, the study of influencer marketing has taken on added significance, given the country's large and rapidly growing base of internet and social media users, with its digital landscape populated by Facebook, YouTube, Instagram and TikTok (Digital 2026: Bangladesh, 2025). At the heart of this shift stands Generation Z, defined for the purposes of this study as those born between 1997 and 2012 (Dimock, 2019), who have grown up alongside the expansion of Bangladesh's digital economy and who are the primary audience that brands, entrepreneurs and digital marketers are aiming to engage and convert to paying consumers (Priporas, Stylos and Fotiadis, 2017; Sinha, 2024).
Academic study of influencer marketing has grown considerably in recent years, examining how source-level attributes such as credibility, authenticity and parasocial connection translate to consumer outcomes such as brand attitude, engagement and purchase intention (Han and Balabanis, 2023; Sardar and Vijay, 2025). Much of this literature, however, resides in the domain of Western, East Asian and neighbouring South Asian markets such as India and Pakistan (Afzal et al., 2024; Ismael et al., 2025), and confirms that Generation Z responds strongly to influencer content, particularly when the influencer is perceived as credible, knowledgeable and genuine (Duffett and Mxunyelwa, 2025; Chen et al., 2024; Babu, Joseph and Aboobaker, 2024). These findings cannot be applied to the Bangladeshi market without qualification, given that Bangladeshi consumers evaluate influencer expertise, trustworthiness and authenticity in a distinctive combination of cultural, religious, economic and digital-infrastructure conditions (Shetu, 2023a; Shetu, 2023b; Rahman et al., 2018). This contextual consideration poses a limitation both theoretically and practically for brands in Bangladesh.
This dissertation seeks to address this lacuna by investigating the influence of credibility and perceived authenticity of an influencer on the purchase intention of Generation Z in Bangladesh. The study is based on Source Credibility Theory, formulated originally by Hovland and Weiss (1951), which holds that the persuasive effect of a message is determined by the communicator's perceived expertise, trustworthiness and, in later extensions, attractiveness (Ohanian, 1990). This framework has been extensively applied and validated in social media influencer research (Ismagilova et al., 2020; Sokolova and Kefi, 2020; Kim and Wang, 2024). In addition to credibility, perceived authenticity has emerged as a theoretically and commercially significant construct, with evidence that audiences who perceive influencers as genuine and personally consistent are more likely to engage with branded content and act on purchase recommendations (Lee and Eastin, 2021; Balaban and Szambolics, 2022; Koles et al., 2024). The relationship is not straightforward, however, and Andonopoulos, Lee and Mathies (2023) demonstrate that even influencers perceived as somewhat inauthentic can generate positive purchase intention through an inspirational, rather than trust-based mechanism, a tension this study examines empirically within a market where it has not been tested.
The study employs a quantitative, cross-sectional survey design distributed to Generation Z respondents in Bangladesh, analysed using descriptive statistics, reliability analysis, correlation, multiple regression, analysis of variance and chi-square tests of association in IBM SPSS Statistics. The findings have the potential both to contribute to the academic literature, by extending influencer marketing theory into an underexplored market context, and to inform the campaign design decisions of Bangladeshi marketers who currently lack local evidence on which to base influencer selection.
[bookmark: _Toc241016770]1.2 Research Problem
Although influencer marketing has grown rapidly in Bangladesh, the systematic empirical understanding of how Generation Z consumers evaluate influencers, and how those evaluations translate to purchase decisions, is lacking in the peer-reviewed literature. A body of research has originated from Bangladesh, studying related but distinct areas, including general online shopping behaviour (Islam, Islam and Zannat, 2023), electronic word-of-mouth and sustainable tourism (Rahman and Mia, 2025), and social media influencer effects in tourism specifically (Babu et al., 2025); however, a dedicated quantitative study of influencer credibility, perceived authenticity and purchase intention among Bangladeshi Generation Z consumers has not been established. This creates a twofold research problem. Academically, the theoretical frameworks that have been studied and validated in Western, East Asian and neighbouring South Asian contexts have not been tested in Bangladesh's specific cultural, religious, economic and digital environment. Practically, Bangladeshi brand managers and digital marketers lack evidence-based guidance on how to select and brief social media influencers in ways likely to generate genuine purchase intention, and this gap has direct commercial consequences as influencer marketing budgets in Bangladesh continue to grow (Nachimuthu, Madhavan and Mohammad, 2026).
[bookmark: _Toc241016771]1.3 Research Aim and Objectives
The aim of this study is to investigate the influence of influencer credibility and perceived authenticity on purchase intentions of Generation Z consumers in Bangladesh.
The specific objectives are:
1. To evaluate the impact of influencer credibility on the purchase intention of Generation Z consumers in Bangladesh across TikTok, Instagram, YouTube and Facebook.
2. To analyse the role of perceived authenticity in shaping purchase intention and broader behavioural outcomes including brand attitude and engagement.
3. To examine the mediating or moderating role of parasocial interaction and electronic word-of-mouth in the credibility-intention and authenticity-intention relationships.
4. To evaluate the combined influence of influencer credibility and perceived authenticity on the purchase decision-making process of Bangladeshi Generation Z consumers.
5. To recommend practical implications for marketers and brands operating in the Bangladeshi digital influencer landscape.
[bookmark: _Toc241016772]1.4 Primary Research Question
To what extent do influencer credibility and perceived authenticity influence the purchase intentions of Generation Z consumers in Bangladesh?
[bookmark: _Toc241016773]1.5 Significance of the Study
This study holds significance on three fronts. Firstly, theoretically, it enriches Source Credibility Theory and parasocial interaction literature by situating such constructs within the Bangladeshi market in response to a recent call to action to enhance geographical diversity in influencer marketing research (Pushparaj and Kushwaha, 2024; Sardar and Vijay, 2025). Secondly, empirically, it offers primary quantitative data on the influencer response of Generation Z as an emerging market, complementing existing literature on the digital consumer landscape in Bangladesh that remains sparse despite a handful of studies addressing related phenomena (Shetu, 2023a; Islam, Islam and Zannat, 2023). Lastly, this research provides practical implications for Bangladeshi brand managers and digital agencies to leverage influencer marketing as a mainstream marketing communication tool at a time when it is gaining unprecedented significance in Bangladesh.
[bookmark: _Toc241016774]1.6 Scope and Limitations of the Study
This study is limited to Generation Z social media users in Bangladesh who follow at least one social media influencer in one or more of the four online platforms, namely Facebook, Instagram, TikTok and YouTube. Further, the study employs a quantitative, cross-sectional design constraining the ability to infer causality between the constructs. Lastly, this research utilizes a non-probability purposive and snowball sampling technique instead of a probability sampling technique that might have generalized the findings at a larger level. These limitations are acknowledged and discussed extensively in Chapter Three as justification for the selection criteria and in Chapter Four while interpreting the results in light of the research objectives.
[bookmark: _Toc241016775]1.7 Structure of the Dissertation
This dissertation consists of five chapters. Whereas Chapter One sets out the background, problem statement, research question and objectives of the study, Chapter Two reviews the relevant literature and presents a conceptual framework based on the key findings encapsulated in the five objectives. Chapter Three discusses the research methodology while Chapter Four presents the findings and their discussion in view of the literature reviewed in Chapter Two and the research objectives. Finally, Chapter Five concludes the dissertation with a summary of the research findings, recommendations for practice, contributions to theory, and limitations and scope for future research.
[bookmark: _Toc241016776]
2. LITERATURE REVIEW
[bookmark: _Toc241016777]2.1 Introduction
This chapter reviews and critically evaluates the theoretical and empirical literature relevant to influencer credibility, perceived authenticity and purchase intention, with reference to Generation Z consumers and the emerging digital market context of Bangladesh. The framework of each section is designed to lead directly into one or more of the five research objectives outlined in Chapter One and culminates in the recommendations which are presented in Chapter Five, and which are the empirical evidence, the mediation mechanisms and the practical considerations. The review is funnel structured, starting with a broader theoretical and the platform discussion followed by the constructs, relationships and gaps covered in the dissertation.
[bookmark: _Toc241016778]2.2 Source Credibility Theory and Its Application to Influencer Marketing (Objective 1)
The theoretical foundation of this study is Source Credibility Theory, which was developed by Hovland and Weiss (1951) to explain how the characteristics of a message source determine the degree to which that message is accepted and acted upon by its audience. In its original formulation, source credibility comprises expertise, the degree to which the communicator is perceived as knowledgeable and qualified, and trustworthiness, the degree to which the audience believes the communicator to be honest and motivated by the audience's interests rather than personal gain. Ohanian (1990) extended this framework by adding attractiveness, encompassing physical appeal, perceived similarity and social desirability, and this tripartite structure remains the dominant operationalisation of source credibility in contemporary consumer research (Wiedmann and von Mettenheim, 2021; Chin, Isa and Alodin, 2019). Appelman and Sundar (2015) further refined the measurement of message-level credibility specifically, distinguishing it from source-level credibility and showing that both dimensions independently shape persuasive outcomes, while Arora et al. (2019) demonstrate that influencer credibility can itself be operationalised as a composite, multi-platform index rather than a single-platform judgement, an approach consistent with the present study's multi-platform sampling strategy across Facebook, Instagram, TikTok and YouTube.
The application of Source Credibility Theory to social media influencer contexts directly addresses the first objective of this study, assessing the impact of influencer credibility on purchase intention across TikTok, Instagram, YouTube and Facebook. Ismagilova et al. (2020), in a meta-analysis, confirm that credibility dimensions consistently and significantly predict consumer behavioural outcomes across studies. Sokolova and Kefi (2020) demonstrated, for beauty and fashion influencers on YouTube and Instagram, that both credibility and parasocial interaction significantly predict purchase intention, with credibility exerting the somewhat stronger overall effect. Alcántara-Pilar et al. (2024) extended this to TikTok specifically, showing that credibility predicts both purchase intention and loyalty despite the platform's structurally different, short-form, algorithmically curated content, a finding supporting the multi-platform scope adopted here. Duffett and Mxunyelwa (2025) applied both the Technology Acceptance Model and Source Credibility Theory to Instagram mega-influencer effects on Generation Z, finding that attractiveness, expertise and perceived ease of use jointly predict purchase intention. Kim and Wang (2024) advanced the theory by comparing human and virtual, AI-generated influencers, finding that credibility and authenticity mediate advertising effectiveness for both, though the mechanisms through which credibility is inferred differ, since virtual influencers cannot draw on lived experience. Agnihotri et al. (2023) provide further support for the parasocial pathway, showing that influencer authenticity affects followers' purchase behaviour through a mediating chain running via parasocial interaction.
A wide range of further studies corroborate this credibility-centred reading of influencer persuasion across different platforms and endorsement formats. De Veirman, Cauberghe and Hudders (2017), Casaló, Flavián and Ibáñez-Sánchez (2020), Belanche (2021) and Djafarova and Rushworth (2017) each confirm, across Instagram opinion-leadership, follower-count and number-of-endorsements studies, that credibility perceptions are central to how audiences evaluate influencer-brand messages, while Djafarova and Trofimenko (2019) extend this to micro-celebrity self-presentation specifically. Knoll and Matthes (2016) and Schouten, Janssen and Verspaget (2020), in meta-analytic and experimental work on celebrity and influencer endorsement more broadly, confirm that source credibility and product-endorser fit are consistently significant predictors of endorsement effectiveness, a foundation that Herrando and Martín-De Hoyos (2022) and Conde and Casais (2023) extend specifically to influencer endorsement posts and to the comparative power of micro-, macro- and mega-influencers. Combined, this evidence proves that the credibility-intention connection is equally strong on all platforms, endorsement types and even for increasing numbers of human and virtual influencers. Most of the studies reviewed here, however, have taken place in the markets of western and east Asian and South Asian countries other than Bangladesh which address the empirical gap the first research objective aims to fill.
[bookmark: _Toc241016779]2.3 Influencer Credibility and Purchase Intention: Evidence Across Markets and Platforms (Objectives 1 and 4)
The link between influencer credibility and purchase intention has been well researched in the various platforms, product categories and cultures. Overall, the literature reviewed indicates that a positive and significant relationship exists between the two constructs, but with differences in the strength of the relationship and the mechanism through which the relationship occurs. As such, this section builds on the theoretical background presented above by synthesizing the evidence on the credibility-intention link that is most pertinent to Objective 1 and elaborates on the relevance of credibility to purchase intention in the context of Bangladesh as an emerging market. Further, this section discusses the combined impact of credibility and perceived authenticity on purchase intention as proposed in Objective 4.
Chen et al. (2024), studying Chinese social media users, found that influencer credibility and professionalism significantly increase purchase intention, particularly when influencers transparently disclose brand collaborations. Afzal et al. (2024), in the Pakistani market, found that credibility-related attributes such as expertise and trustworthiness are the strongest predictors of purchase behaviour, while Alam et al. (2022) found comparable results for Indian social commerce. Ismael et al. (2025) similarly confirmed that social media marketing activity, of which credibility is a central component, significantly predicts purchase intention. Babu, Joseph and Aboobaker (2024) examined how influencer attributes shape Generation Z purchase intention specifically, with parasocial interaction identified as a significant moderator, and Chiu and Ho (2023) found that micro-celebrities generate stronger credibility-driven effects among Chinese Generation Z than traditional celebrities or virtual influencers. Zhao et al. (2024) found that influencer attributes shape purchase intention substantially through a brand-attitude pathway rather than a purely direct effect.
Vilas Chavare et al. (2025), studying Indian Generation Z, introduced brand attitude as a variable that complements credibility in shaping purchase intention, distinguishing a direct persuasion route from an indirect route in which credibility first shapes brand evaluation. The Indian context carries relevance given the socio-cultural and digital consumption patterns India and Bangladesh share. Nachimuthu, Madhavan and Mohammad (2026) confirm the continuing salience of this relationship among Generation Z, and Sesar, Martinčević and Hunjet (2022) demonstrate that credibility and advertising disclosure jointly and positively affect purchase intention. Garg and Bakshi (2024) extend this to the beauty influencer vertical specifically, finding that credible attributes, parasocial interaction and trust jointly determine purchase intention, of direct relevance to the fashion and beauty content much of Bangladeshi Generation Z follows.
Further evidence reinforces the platform- and product-specific texture of this relationship. Barta et al. (2023) find that humour and hedonic experience strengthen credibility-driven purchase intention on TikTok specifically, while Choi, Choi and Lee (2023) confirm that trust and influencer type jointly shape purchase intention among Generation Z travellers in the Instagram marketplace. Cabeza-Ramírez et al. (2022) show that perceived risk moderates how influencer credibility translates into purchase attitudes, and Raza et al. (2023) and Sriram, Namitha and Kamath (2021) confirm that credibility-linked engagement behaviour significantly shapes purchase intention in emerging-economy and social-advertising contexts respectively. Onofrei, Filieri and Kennedy (2022) further show that source and content factors mediate the relationship between social media interaction and purchase intention, a mediation structure closely related to the brand-attitude pathway identified above. Collectively, this evidence establishes three conclusions for the first and fourth objectives. First, the credibility-to-intention relationship is robust across platforms, product categories and cultures, though its magnitude varies. Second, brand attitude and related attitudinal and risk-perception variables function as important pathway variables that direct credibility models risk underestimating. Third, the generational specificity of Generation Z's credibility responsiveness, confirmed across Chinese, Indian, Pakistani and further emerging-market contexts, justifies targeting this cohort exclusively within Bangladesh, a market where such evidence does not yet exist.
[bookmark: _Toc241016780]2.4 Perceived Authenticity: Theory, Complexity and Consumer Response (Objective 2)
One of the most theoretically intriguing and commercially relevant tenets of influencer marketing is the role of perceived authenticity in driving consumer responses such as purchase intention, brand attitude, and engagement behavior. As such, this section addresses the second research objective by reviewing the role of authenticity in influencer marketing. Perceived authenticity is a multifaceted and somewhat ambiguously defined concept that generally refers to the extent to which the influencer is seen as genuine, transparent, and true to herself or himself and is not motivated primarily by commercial interests. It is further closely linked to parasocial relationships in that it is the perceived authenticity that encourages consumers to develop parasocial bonds with influencers. Lee and Eastin (2021) developed and validated a dedicated authenticity scale, establishing that authenticity is multi-dimensional, encompassing passion, non-manipulative intent, authoritative self-expression and consistency, rather than a single global judgement; this scale provides the conceptual basis for the authenticity items used in this study's questionnaire.
Balaban and Szambolics (2022) distinguished the influencer's own sense of authenticity from the audience's perception of it, showing that the audience-perceived dimension is the one carrying behavioural consequences. Balaban, Szambolics and Chirică (2022) found that product involvement moderates the relationship between parasocial connection, authenticity-linked persuasive power and purchase intention. Koles et al. (2024) extend the construct into virtual influencers operating in metaverse environments, finding that authenticity can be perceived even without a human communicator, provided consistency and transparency are present, reinforcing the view that authenticity is fundamentally perceptual and communicative rather than an objective property of the source.
The most theoretically challenging contribution comes from Andonopoulos, Lee and Mathies (2023), whose experimental study contests the assumption that authenticity always produces positive outcomes, demonstrating that inauthentic influencers can generate positive purchase intention through an aspirational inspiration mechanism, in which consumers respond to an aspirational lifestyle rather than to genuineness. This suggests that authenticity and aspiration are distinct psychological mechanisms producing similar outcomes through different routes. In a cultural context such as Bangladesh, where aspirational consumption of fashion, cosmetics and lifestyle goods is a documented feature of urban Generation Z behaviour, this aspiration-inspiration pathway may operate alongside, or in tension with, the conventional authenticity-trust pathway, a possibility the findings in Chapter Four speak to directly.
Ye and Li (2025) show that influencers' proactive disclosure of failures, an ostensibly negative self-presentation, can paradoxically enhance perceived authenticity, reinforcing that authenticity is actively constructed and communicated rather than simply present or absent. Volkmer and Meißner (2025) extend the discussion into the aesthetic domain, showing that credibility and aesthetic judgements jointly shape consumer response, suggesting authenticity and credibility, while conceptually distinct, are processed in an integrated rather than fully separable manner, a point with direct relevance to the fourth research objective's evaluation of their combined influence.
This constructed view of authenticity is reinforced by a wider body of work. Audrezet, de Kerviler and Guidry Moulard (2020) show that authenticity is actively managed through strategic self-presentation once influencers face commercial pressure, while Aw and Chuah (2021) find that self-discrepancy shapes how strongly followers form parasocial bonds around an influencer's perceived authenticity. Djafarova and Bowes (2021) confirm that authenticity-linked credibility drives Generation Z impulse purchases specifically in the fashion category, and Wellman et al. (2020) examine the ethics of authenticity in sponsored content production, concluding that audiences increasingly scrutinise the sincerity of influencer self-presentation rather than accepting it uncritically. As such, the tension between authenticity and aspiration discussed in the paragraphs above positions this dissertation to make a significant contribution to the literature on influencer marketing. Specifically, if the findings demonstrate that Bangladeshi respondents are strongly influenced by authentic influencers, this supports the authenticity-trust purchase intention model. If, however, the findings demonstrate that Bangladeshi respondents are influenced by aspirational influencers irrespective of their perceived authenticity, this would support the alternative explanation. The extent to which authenticity influences purchase intention in Bangladesh is examined in Chapter Four using quantitative methods.
[bookmark: _Toc241016781]2.5 Parasocial Interaction, Electronic Word-of-Mouth and Trust as Connecting Mechanisms (Objective 3)
In addition to the individual impact of influencer credibility and perceived authenticity on purchase intention, three theoretical mechanisms connect influencers and consumers, namely parasocial interaction, electronic word-of-mouth, and trust. As such, this section reviews the literature on parasocial interaction, electronic word-of-mouth, and trust as connecting mechanisms and their impact on consumer responses, specifically purchase intention, in line with Objective 3. Parasocial interaction theory describes the one-directional sense of intimacy audiences develop with media figures through repeated exposure, explaining why followers may treat influencer recommendations with a weight comparable to advice from a trusted personal contact. Sokolova and Kefi (2020) were among the first to integrate parasocial interaction into a purchase intention model, demonstrating that parasocial bond strength predicts purchase intention independently of credibility, though the two are positively correlated. Hwang and Zhang (2018) provide an earlier foundational contribution, showing that parasocial relationships influence purchase intention and eWOM intentions while shaping how followers process persuasion knowledge, their awareness that influencer content may be commercially motivated. Kim (2021) found that social presence significantly strengthens the parasocial mechanism on Instagram specifically.
Bi and Zhang (2022) demonstrate that parasocial relationships, credibility and self-esteem jointly shape purchase intentions, capturing the essence of the parasocial mechanism as a quasi-interpersonal trust transfer. Sheng, Kostyk and Chatzipanagiotou (2025), reviewing this literature, identify that parasocial mechanisms operate cumulatively over time, meaning duration of connection is itself meaningful, a consideration reflected in this study's item measuring how long respondents have followed their chosen influencer. Babu, Joseph and Aboobaker (2024) confirm parasocial interaction as a significant moderator between influencer attributes and Generation Z purchase intention specifically, supporting its inclusion in the present model.
Electronic word-of-mouth adds a further layer of complexity. Filieri, Acikgoz and Du (2023) find that content quality and source homophily jointly determine the persuasive force of eWOM from video bloggers across both hedonic and utilitarian product categories, both purchased by Bangladeshi Generation Z through influencer-mediated recommendations. Rahman and Mia (2025), in a Bangladesh-specific study, demonstrate that eWOM significantly promotes sustainable tourism consumption decisions, providing rare direct evidence that the eWOM mechanism operates as theorised within Bangladesh, even though their focus is tourism rather than influencer-driven product purchase. Fernando, Ranasinghe and Fernando (2026) extend this evidence to the South Asian tourism sector, confirming eWOM as a significant channel through which influencer marketing translates into purchase intention.
Consumer trust functions as an integrating mechanism through which parasocial relationships and credibility perceptions are consolidated into behavioural intention. Ki, Chow and Li (2022) argue that trust functions as a pathway channelling the effects of credibility and authenticity into purchase-relevant outcomes rather than operating as an independent driver, a positioning broadly consistent with the classical relationship marketing literature, in which trust and commitment are established as central mediating constructs (Morgan and Hunt, 1994; Mayer, Davis and Schoorman, 1995). Jin and Ryu (2020) extend the parasocial-eWOM connection specifically to Instagram celebrity-based social commerce, finding that envy toward, and parasocial interaction with, influencers jointly shape both purchase and social-sharing intentions, while Farivar, Wang and Yuan (2021) and Farivar and Wang (2022) demonstrate, through a social identity lens, that opinion leadership and parasocial relationship formation operate as complementary rather than competing explanatory mechanisms for influencer marketing effectiveness. Hughes, Swaminathan and Brooks (2019) and Ladhari, Massa and Skandrani (2020) further confirm, in studies of sponsored blogging and YouTube vlogging respectively, that homophily and emotional attachment strengthen the parasocial pathway to brand engagement, a pattern with direct relevance to how Bangladeshi Generation Z consumers relate to the fashion, beauty, food and technology influencers they follow.
[bookmark: _Toc241016782]2.6 Advertising Disclosure, Platform Context and the Bangladeshi Generation Z Environment (Objectives 1, 2 and 5)
The ethical and regulatory aspects of the influencer marketing are synonymous with the first, second and fifth research objectives as disclosure and platform context contribute to the perception of credibility and authenticity. Beckert et al. (2020) show, through the lens of persuasion knowledge, that disclosure of sponsored content activates consumers' awareness of commercial intent, mediating how disclosure affects downstream attitudes, while Beckert and Naderer (2023) find that source-, message- and audience-related factors jointly determine persuasive effectiveness, with inspirational rather than purely informational framing often proving more persuasive, connecting back to the aspiration-authenticity tension in Section 2.4. Boerman (2020) finds that standardised Instagram disclosure labels do not uniformly damage credibility and can, when integrated naturally, coexist with strong purchase intention. Stubb and Colliander (2019) and Stubb, Nyström and Colliander (2019) together show that impartiality disclosure and sponsorship justification generally reduce perceived deception without eliminating the positive effects of credible endorsement. Weismueller et al. (2020) confirm that both disclosure and source credibility significantly affect purchase intention, with credibility exerting the larger effect, consistent with the credibility-dominant pattern reported throughout Sections 2.2 and 2.3.
Within the Bangladeshi digital environment specifically, Islam, Islam and Zannat (2023) confirm that perceived usefulness, ease of use and trust-related variables significantly predict online shopping intention, providing indirect evidence of Bangladeshi consumers' digital readiness. Islam and Fakir (2025) confirm, using a partial least squares approach specific to Bangladesh, that online purchase intention is shaped by trust, perceived value and social influence variables consistent with the constructs examined in this dissertation. Pervin and Khan (2024) find that trustworthiness mediates the relationship between social media marketing exposure and purchase decisions in the Bangladeshi restaurant industry, while Rahman et al. (2018) and Saha, Zhuang and Li (2020) confirm, in earlier Dhaka-based studies of online shopping behaviour, that trust, delivery reliability and willingness to pay are interconnected drivers of Bangladeshi e-commerce purchase decisions, providing further contextual evidence that Bangladeshi consumers respond to the same broad trust and credibility signals documented internationally. Muhsina Jannat and Nayeema Ahmed (2025), in a directly relevant Bangladeshi study, examine influencer effects on purchase intention through the mediating role of parasocial interaction and the moderating role of online comments, finding significant support for both mechanisms, offering the closest existing empirical precedent for the present study, albeit without its explicit focus on Generation Z or its direct comparison of credibility and authenticity. Nova (2025) and Chowdhury and Ahmed (2026) extend this regional evidence base further, confirming that social media influencer and advertising exposure significantly shapes consumer purchase intention and online engagement in comparable South and Southeast Asian digital environments, reinforcing the plausibility of the credibility- and authenticity-driven mechanisms this study tests within Bangladesh specifically.
[bookmark: _Toc241016783]2.7 Generation Z as a Distinct Digital Consumer Cohort (Objective 1)
The unique dynamics between Gen Z and digital content and influencer culture is a crucial component of the theoretical framework of the first objective. Dolot (2018) characterises this cohort as digital natives whose consumption habits, attention patterns and trust structures differ meaningfully from those of preceding generations, a characterisation Priporas, Stylos and Fotiadis (2017) extend specifically to smart retailing and interactive consumption expectations. Abidin (2016) provides an early and influential account of the influencer figure itself, arguing that the perceived authenticity of influencer self-presentation, even when strategically curated, is precisely what generates the subversive, relatable appeal that differentiates influencers from traditional celebrity endorsers in the eyes of younger audiences, a framing consistent with the authenticity-trust pathway examined in Section 2.4. Ainsworth Anthony Bailey, Mishra and Vaishnav (2023) confirm that consumer dispositions, including scepticism and prior brand experience, shape how Generation Z and other cohorts respond to influencer communications, while Aleti et al. (2019) show, through automated text analysis of celebrity social media communications, that emotionally resonant, spontaneous-seeming content generates significantly stronger word-of-mouth outcomes than polished promotional messaging, a finding consistent with the authenticity-over-aspiration pattern this study tests in Section 4.6. Sharma, Kaushal and Joshi (2023) add a cautionary note relevant to the Bangladeshi context, finding that heavy social media exposure among Generation Z can also generate adverse behavioural effects unless moderated by adequate information support, a consideration that qualifies, without undermining, the usage-intensity findings reported in Chapter Four.
[bookmark: _Toc241016784]2.8 Research Gaps and the Contribution of the Present Study (Objectives 4 and 5)
Overall, the reviewed literature provides substantial support for the role of parasocial interaction, electronic word-of-mouth, and trust as connecting mechanisms between influencers and consumers, as well as their impact on purchase intention. However, as discussed in this section, the influence of each mechanism varies depending on the platform and the consumer response, and little research has been done on the impact of these mechanisms within the Bangladeshi context. This dissertation seeks to address this gap in literature by investigating the impact of parasocial interaction, electronic word-of-mouth, and trust on consumer responses within the Bangladeshi market in general and among Generation Z in particular. Second, most existing quantitative studies only focus on one or two constructs, not integrating credibility, authenticity and parasocial interaction, consistent with the fourth objective of this study. Third, Generation Z has been studied mostly within Chinese, Indian, Pakistani and Western contexts (Chen et al., 2024; Vilas Chavare et al., 2025; Afzal et al., 2024), limiting contextual specificity for Bangladesh. Fourth, the tension between authenticity-driven and aspiration-driven purchase pathways has been identified theoretically (Andonopoulos, Lee and Mathies, 2023) but not empirically tested within a South Asian Generation Z sample.
The present study addresses each of the gaps by focusing exclusively on Bangladeshi Generation Z consumers, integrating credibility, authenticity, parasocial interaction, brand attitude and engagement within a single quantitative model, grounded in the platform ecosystem, Facebook, Instagram, TikTok and YouTube, most relevant to Bangladeshi youth digital behaviour, directly answering the fifth objective by generating evidence-based recommendations based on locally collected data.
[bookmark: _Toc241016785]2.9 Conceptual Framework
Drawing together the literature reviewed above, this study proposes a conceptual framework where influencer credibility and perceived authenticity will act as the primary predictors of purchase intention amongst Bangladeshi Generation Z consumers, with parasocial interaction, brand attitude and engagement as related constructs that both correlate and channel the effects of credibility and authenticity. Consistent with Source Credibility Theory (Hovland and Weiss, 1951; Ohanian, 1990) and Section 2.3, credibility is expected to exert the strongest direct effect on purchase intention. Consistent with Section 2.4 (Lee and Eastin, 2021; Andonopoulos, Lee and Mathies, 2023), authenticity is expected to exert an independent, significant, though somewhat lesser effect. Consistent with Section 2.5 (Sokolova and Kefi, 2020; Bi and Zhang, 2022), parasocial interaction is expected to contribute an additional independent effect. This framework and its hypotheses are formally specified in Chapter Three, and its results are reported and interpreted against it in Chapter Four.
[bookmark: _Toc241016786]
3. METHODOLOGY
[bookmark: _Toc241016787]3.1 Introduction
This chapter explains and justifies the research methodology used to investigate how influencer credibility and perceived authenticity influenced the purchase intentions of Generation Z consumers in Bangladesh, showing how the design followed logically from the aim, objectives and research question established in Chapter One and from the theoretical framework developed in Chapter Two (Adrian Thornhill, 2023). It restates the aim, objectives and hypotheses, presents the research rationale, philosophy, approach, methodological choice, strategy and time horizon, describes the data collection instrument, the population and sampling strategy and analytical procedures, before addressing reliability and validity, ethical considerations and limitations.
[bookmark: _Toc241016788]3.2 Research Aim, Objectives and Hypotheses
The goal of this study was to explore the correlation between the credibility of the influencers and the purchase intentions of Gen Z consumers in Bangladesh, which was achieved through five objectives in section 1.3. The deductive, theory testing approach to the study led to the constructs identified in Chapter Two being formulated as testable hypotheses:
H1: There is a significant positive relationship between the credibility of the influencer to the purchase intention of the Generation Z consumers in Bangladesh.
The results indicated that there is a significant positive influence of perceived authenticity to the intention to purchase of Generation Z consumers in Bangladesh.
H3: Purchase intention is significantly and positively influenced by parasocial interaction.
H4: Brand attitude to purchase intention is significant and positive.
H5: There is significant positive relationship between H5 and H8.H5: There is significant positive relationship between H5 and H8.
In line with the third research objective, the original research design also involved investigating electronic word-of-mouth and consumer trust as additional variables to predict purchase intention. The five hypotheses above are the only ones for which the achieved sample size enabled stable regression-based estimation, and both constructs were measured in the questionnaire, so the hypothesis testings for them are done in the confirmatory way in Chapter Four. The data gathered from eWOM and the trust data are available for future analysis and discussed as a direction for further research in Chapter Five. This is not that they are overlooking it, as it is a conscious and disclosed scope decision, and is discussed more in-depth in Section 3.12.
[bookmark: _Toc241016789]3.3 Research Rationale
The purpose of this study was to measure clearly defined constructs and test the strength and direction of the relationships between them, not to explore meanings or lived experiences, pointing directly to a quantitative research methodology (Taherdoost, 2016). A quantitative approach was appropriate because the key constructs, credibility, authenticity, parasocial interaction and purchase intention, had already been operationalised as measurable scales in the literature (Lee and Eastin, 2021; Sokolova and Kefi, 2020), allowing reliable measurement and comparison across a large number of respondents. The choice was further justified by the leading studies reviewed in Chapter Two, including Sokolova and Kefi (2020), Alcántara-Pilar et al. (2024) and Ismael et al. (2025), all of which adopted quantitative survey designs analysing results through correlational or regression-based methods, positioning the present findings against this body of work and extending it into the previously unexamined Bangladeshi Generation Z context. The principal disadvantage, acknowledged from the outset, is that a purely quantitative design cannot capture the reasoning of respondents in the same depth as a qualitative design would, a trade-off accepted because the aim of the study was to test the strength of relationships between pre-defined constructs across a reasonably large sample.
[bookmark: _Toc241016790]3.4 Research Philosophy
Positivism assumes that reality is objective and external to the researcher, can be measured through observable, quantifiable data and that knowledge is produced by testing theory against that data in a value-free manner. Interpretivism, by contrast, assumes that reality is constructed and best understood through subjective meaning, usually through qualitative data and smaller sample sizes (Adrian Thornhill, 2023). This study adopted a positivist philosophy, which helped to justify the objective measurement of clearly defined variables, the testing of the hypotheses in Section 3.2, and the use of a sample from which patterns could be examined statistically, aligning with an aim focused on measurement and testing rather than interpretation. However, its disadvantages proved relevant when interpreting the findings in Chapter Four: a positivist design reduces complex, culturally embedded consumer behaviour to numerical relationships, potentially losing sight of why Bangladeshi Generation Z consumers respond to credibility and authenticity as the data suggest and assumes that constructs such as authenticity carry broadly similar meaning across respondents, whereas Section 2.4 suggests authenticity may be interpreted differently across cultural contexts. Overall, positivism provided an appropriate foundation for a study whose main purpose was measurement and statistical testing of relationships between defined constructs.
[bookmark: _Toc241016791]3.5 Research Approach
A deductive approach begins with established theory, derives hypotheses from it, and tests those hypotheses against empirical data; an inductive approach begins with data and builds theory from observed patterns. This study used a deductive approach, grounded in Source Credibility Theory (Hovland and Weiss, 1951) and the empirical findings reviewed in Chapter Two, from which the hypotheses in Section 3.2 were derived and tested using the primary data. Its principal disadvantage, which became more apparent once data collection was complete, is that a deductive design constrains the analysis to relationships specified ahead, limiting the ability to surface unexpected explanations specific to the Bangladeshi setting; for example, the finding reported in Chapter Four that purchase intention rose with hours of daily social media use, not any single platform, was not derived from a pre-stated hypothesis, and the analysis in Chapter Four draws on the demographic and usage-pattern data collected to provide interpretive depth to the deductive findings.
[bookmark: _Toc241016792]3.6 Research Design, Methodological Choice and Time Horizon
This study was based on positivist philosophy, deductive approach, mono method and quantitative design with one data collection technique which were structured questionnaires, analysed by statistical procedures. It was fitting for a dissertation - given the time and resource limitations, however - it was not an independent qualitative check on whether any respondents understood items as intended, which was done to an extent by adapting all items from previously validated instruments. The survey method was chosen as an appropriate research approach to gather standardised data from a reasonably large sample size and population (Adrian Thornhill, 2023). The time unit was cross-sectional, similar to the majority of other recent and comparable influencer marketing studies reviewed in Chapter Two (Sokolova and Kefi, 2020; Chen et al., 2024) with the disadvantage that this does not allow for a definitive conclusion on the causal direction. This is discussed again in Section 3.12.
[bookmark: _Toc241016793]3.7 Data Collection: The Questionnaire
A self-administered online structured questionnaire was used to collect primary data through the Facebook, Instagram, TikTok and YouTube platforms that are most frequently used by Bangladeshi Generation Z. An online questionnaire proved to be the cost-effective channel to reach a digitally active target group directly, but structurally under-represented members of the Generation Z with limited connectivity, which was revisited in Section 3.12. The questionnaire was structured based on the constructs of the study, with a screening and demographic section, followed by sections measuring credibility, authenticity, and parasocial interaction; a section on brand attitude and engagement; and a final section on purchase intentions. Respondents were first asked to name an influencer they personally followed and to answer subsequent questions with that influencer in mind, a respondent-specific anchoring technique that reduces the risk of distortion in asking about influencers in the abstract (Sokolova and Kefi, 2020).
[bookmark: _Toc241016794]3.8 Instrument Development and Review
The exception to the use of five-point Likert scales from "strongly disagree" to "strongly agree" were demographic and screening items. Scale items were adapted from validated instruments used in the studies reviewed in Chapter Two, including measures developed from Ohanian's (1990) credibility scale, the parasocial and credibility items used by Sokolova and Kefi (2020), and the authenticity scale developed by Lee and Eastin (2021), with wording adjusted to suit the Bangladeshi context.
[bookmark: _Toc241016795]3.9 Population and Sampling
The target population was Generation Z consumers in Bangladesh, defined as individuals born between 1997 and 2012 (Dimock, 2019), who were active social media users following at least one influencer. Because there is no complete sampling frame for this population, probability sampling was not feasible (Taherdoost, 2016). The study therefore used non-probability purposive sampling, verified through screening questions, supplemented by snowball distribution (Campbell et al., 2020; Etikan, Musa and Alkassim, 2016). This approach was justified because there was no sampling frame, and the disadvantages were significant as the sample was likely to over-represent students and educated, urban, digitally connected young people, as reported in the demographic profile in Chapter Four, limiting the generalizability of findings to the Bangladeshi Generation Z population.
The data collected were 170, which is more than the common number of responses required for reliable estimation of Cronbach's alpha (Memon et al., 2020) and correlational/regression analysis (Bujang, Omar and Baharum, 2018; Andrade, 2020), after screening the responses as detailed in Section 4.2, 165 responses were retained as valid data for the dissertation. The obtained sample size, however, was less than what is usually recommended for confirmatory factor analysis or structural equation modeling (Sarstedt et al., 2021; Kock and Hadaya, 2018) and thus limited the analysis to correlation, multiple regression, analysis of variance and chi-square testing, as mentioned in the previous step, which was not a structural model.
[bookmark: _Toc241016796]3.10 Data Analysis
Having collected the requisite data, they were exported to IBM SPSS Statistics for descriptive statistical analysis. Prior to analysis, the data were screened for missing values, outliers, and normality. Descriptive statistics were generated using SPSS Statistics to provide an overview of the respondent demographics as well as their responses to the items measuring each construct. Internal consistency reliability of the items measuring each construct was assessed using Cronbach’s alpha (Tavakol and Dennick, 2011; Taber, 2018), and Pearson correlation was used to assess the correlation between constructs. Internal consistency of each multi-item scale was assessed using Cronbach's alpha (Tavakol and Dennick, 2011; Taber, 2018), and Pearson correlation examined the strength and direction of associations between constructs. Multiple regression tested the hypotheses concerning the effects of credibility, authenticity, parasocial interaction, brand attitude and engagement on purchase intention.
Beyond the regression-based tests, and in direct response to supervisory feedback that the analysis needed to examine differences between respondent subgroups and across multi-answer questions, one-way analysis of variance compared purchase intention across groups defined by usage intensity and most-used platform, and chi-square tests of independence, along with Cramér's V as a measure of association strength, examined if purchase intention was associated with key demographic and platform-usage categories. Where an initial chi-square analysis produced more than the conventionally accepted proportion of cells with an expected count below five, sparsely populated categories were combined into broader, theoretically coherent groups before re-running the test (Bujang, Omar and Baharum, 2018). This recoding procedure and its results are reported in full in Chapter Four.
[bookmark: _Toc241016797]3.11 Reliability and Validity
Reliability was addressed primarily through internal consistency: each scale was expected to achieve a Cronbach's alpha of at least 0.70 (Tavakol and Dennick, 2011). As reported in Chapter Four, this threshold was comfortably exceeded for every scale, with all alphas above 0.90. Content validity was supported by adapting items from previously validated scales, including those developed by Ohanian (1990), Lee and Eastin (2021) and Sokolova and Kefi (2020), and by supervisor review prior to distribution. Construct validity in the final study rests mainly on the strength of the reliability results and the pattern of inter-construct correlations reported in Chapter Four; confirmatory factor analysis, which would have provided a stronger basis for evaluating convergent and discriminant validity (Hair et al., 2021a; Franke and Sarstedt, 2019; Henseler, Ringle and Sarstedt, 2015), was not conducted for the reasons explained in Section 3.9, acknowledged as a limitation in Section 3.12.
Because the data were collected from a single source using self-report measures at one time, there was a risk of common method bias, which can artificially inflate relationships between variables (Podsakoff et al., 2003; Podsakoff et al., 2024). This risk was managed procedurally through guaranteeing anonymity, assuring confidentiality, using clear item wording, and varying the order in which construct sections were presented (Fuller et al., 2016). A formal statistical test for common method bias, such as Harman's single-factor test, was not conducted on the final dataset, an omission acknowledged as a limitation in Section 3.12.
[bookmark: _Toc241016798]3.12 Ethical Considerations and Limitations of the Methodology
This research has been ethically approved by the University of Wales Trinity Saint David, which is included in the appendix. All respondents were assured of the anonymity of their responses and their personal information was protected as per General Data Protection Regulation (European Union, 2016) and the Data Protection Act 2018 (GOV.UK, 2018). The survey questionnaire was sent online for the responses. Informed consent was obtained in the form of answers to the questionnaire. For this study, only respondents older than 18 years of age were allowed to participate.
A few limitations of this particular study should be noted. Initial, this research study was of the cross-sectional design and therefore, the outcomes of this study represent a moment in time of the population. Therefore, the study cannot determine causes and effects that exist between the variables studied and the results should be understood as associations and not causes of effects. Further, the study used a non-probability sampling technique, which means that the sample was not representative of the larger population. Most respondents were students or university-educated professionals. As such, the findings may not be fully generalizable to the larger Bangladeshi population. Further, the sample size - while sufficient to estimate regression weights and test the hypothesized relationships - was lower than the recommended sizes for confirmatory factor analysis and structural equation modeling (Kock and Hadaya, 2018; Sarstedt et al., 2021). Fifth, distributing the questionnaire online structurally excluded members of Generation Z with limited internet access. Finally, the absence of a formally documented, separately sampled pilot study means item-level comprehension was checked through supervisor review and prior scale validation rather than direct piloting with the target population. These limitations are considered when interpreting the results in Chapter Four and developing the conclusions and recommendations in Chapter Five.
[bookmark: _Toc241016799]3.13 Chapter Summary
This chapter has explained and justified the methodology used to examine the influence of influencer credibility and perceived authenticity on the purchase intentions of Generation Z consumers in Bangladesh. The study adopted a positivist philosophy, a deductive approach, and a mono-method quantitative design based on a cross-sectional survey. Primary data were collected through a structured online questionnaire, reviewed and approved by the supervisor, and completed by 165 valid Bangladeshi Generation Z respondents, selected through non-probability purposive and snowball sampling, and analysed using SPSS through descriptive statistics, reliability analysis, correlation, multiple regression, analysis of variance and chi-square testing. The chapter has also set out the measures taken to ensure reliability and validity, the ethical safeguards applied, and the limitations of the design. The following chapter presents and interprets the findings produced by this methodology.
[bookmark: _Toc241016800]
4. ANALYSIS AND DISCUSSION
[bookmark: _Toc241016801]4.1 Introduction
This chapter reviews and critically evaluates the theoretical and empirical literature relevant to influencer credibility, perceived authenticity and purchase intention, with reference to Generation Z consumers and the emerging digital market context of Bangladesh. Each section is structured to feed directly into one or more of the five research objectives set out in Chapter One, from the theoretical foundation of the study to the empirical evidence, the mediating mechanisms and practical considerations, which ultimately inform the recommendations developed in Chapter Five. The review is funnel structured, moving from wider theoretical and platform context to the specific constructs, relationships and gaps this dissertation addresses.
[bookmark: _Toc241016802]4.2 Data Screening and Response Profile
A total of 170 responses were collected. Five respondents were removed because they were born before 1997 and fell outside the Generation Z age range (Dimock, 2019). The remaining respondents all confirmed they lived in Bangladesh, had engaged with influencer content in the previous twelve months and had been influenced to make a purchase. This study entailed collecting responses from 170 respondents. Five respondents were excluded from analysis because they were born before 1997 and hence do not fall within the Generation Z cohort (Dimock, 2019). All respondents confirmed that they currently reside in Bangladesh and have interacted with influencer content in the past 12 months and have been influenced to make a purchase. Further, not a single respondent gave identical responses to all items, and none of the respondents were identified as straight-lining respondents using Mahalanobis distance at p < .001, resulting in a final sample of 165 valid responses with no missing responses.
The composite scores for the six variables were checked for normality using Skewness and Kurtosis. All variables had skewness values ranging from -.470 to -.058 and kurtosis values ranging from -1.075 to -.634, which are within an acceptable range for normality (Hair et al., 2021a).
[bookmark: _Toc241016803]4.3 Demographic and Usage Profile of Respondents
The sample was almost evenly distributed between male (85, 51.5%) and female respondents (71, 43%), with a smaller proportion of respondents identifying as non-binary/gender diverse (6, 3.6%) or preferring not to say (3, 1.8%) as depicted in Figure 4.1, and ranged in age from 19 to 29 years, as expected for members of Generation Z. In education, the largest group held an undergraduate degree (77, 46.7%), followed by higher secondary qualifications (39, 23.6%) and postgraduate degrees (29, 17.6%), as shown in Figure 4.2. More than half were students (94, 57.0%), with the remainder in full-time employment (28, 17.0%), unemployed (17, 10.3%), self-employed (13, 7.9%) or part-time work (11, 6.7%), as shown in Figure 4.3, a profile consistent with the digitally active, education-skewed population non-probability sampling of an online Bangladeshi Generation Z sample would be expected to reach.
Respondents were spread fairly evenly across platforms in terms of most-used platform: Facebook (51, 30.9%), YouTube (49, 29.7%) and Instagram (46, 27.9%) close together, TikTok lower (19, 11.5%), as shown in Figure 4.4. Because respondents could select more than one platform used at all, overall reach was high: Facebook 91.5%, YouTube 78.2%, Instagram 75.8%, TikTok 51.5%, a multi-platform pattern consistent with Bangladeshi digital behaviour (Digital 2026: Bangladesh, 2025) and directly supporting the first objective's focus on credibility across all four platforms rather than one. The sample was highly engaged: almost two-thirds spent three or more hours a day on social media (more than four hours: 54, 32.7%; three to four hours: 52, 31.5%), while only nine (5.5%) spent less than one hour, as shown in Figure 4.5, a level of exposure important since heavy exposure to influencer content is the mechanism through which credibility and authenticity are theorised to shape purchasing (Sokolova and Kefi, 2020).
When asked about the influencer they follow most closely, respondents most often named someone on YouTube (50, 30.3%), Instagram (48, 29.1%) or Facebook (45, 27.3%), with TikTok lower again (22, 13.3%), as shown in Figure 4.6. The influencers followed covered a range of content, led by fashion and beauty (40, 24.2%), food and lifestyle (35, 21.2%) and technology and electronics (31, 18.8%), as shown in Figure 4.7. Most respondents were long-standing followers: 34.5% had followed their chosen influencer for one to two years and a further 33.3% for more than two years, as shown in Figure 4.8, suggesting relationships with sufficient duration for parasocial bonds to form (Sokolova and Kefi, 2020).
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Figure 4.1: Gender distribution of respondents
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Figure 4.2: Education level of respondents
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Figure 4.3: Occupation of respondents
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Figure 4.4: Most-used social media platform
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Figure 4.5: Hours per day on social media
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Figure 4.6: Main platform for the followed influencer
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Figure 4.7: Influencer content type followed
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Figure 4.8: Duration of following the chosen influencer
[bookmark: _Toc241016804]4.4 Reliability of the Measurement Scales
Internal consistency was assessed using Cronbach's alpha. As shown in Table 4.1, all six scales exceeded the .70 threshold generally accepted as the minimum for reliable measurement (Tavakol and Dennick, 2011; Taber, 2018), each in fact exceeding .90, confirming excellent internal consistency and that the composite mean scores used in subsequent analyses are sound measures of their constructs, directly supporting the tests of Objectives 1, 2 and 4 reported later in this chapter.
Table 4.1: Reliability of the measurement scales (Cronbach's alpha)
	Construct
	No. of items
	Cronbach's alpha

	Credibility
	12
	.969

	Authenticity
	5
	.919

	Parasocial interaction
	5
	.926

	Brand attitude
	4
	.905

	Engagement
	4
	.906

	Purchase intention
	5
	.915



[bookmark: _Toc241016805]4.5 Descriptive Statistics and Correlations Between Constructs
Table 4.2 reports the mean and standard deviation for each composite score on a five-point scale. All construct means were above the scale midpoint of 3.0. Credibility recorded the highest mean (M = 3.55, SD = 1.06), consistent with the strong credibility effects reported in comparable Asian studies (Chen et al., 2024; Ismael et al., 2025). Purchase intention (M = 3.42, SD = 1.11) and brand attitude (M = 3.39, SD = 1.08) were also moderately high, while parasocial interaction had the lowest mean (M = 3.09, SD = 1.12), consistent with Sheng, Kostyk and Chatzipanagiotou's (2025) observation that parasocial bonds accumulate gradually and unevenly. The distributions of the credibility and purchase intention composite scores, the two constructs of central interest to this study, are shown in Figures 4.9 and 4.10; both are left-skewed, with a concentration of respondents in the upper half of the five-point scale, consistent with the generally positive mean scores reported above.
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Figure 4.9: Distribution of credibility scores
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Figure 4.10: Distribution of purchase intention scores
Table 4.2: Descriptive statistics for the composite constructs (N = 165)
	Construct
	Mean
	SD

	Credibility
	3.55
	1.06

	Authenticity
	3.29
	1.07

	Parasocial interaction
	3.09
	1.12

	Brand attitude
	3.39
	1.08

	Engagement
	3.19
	1.06

	Purchase intention
	3.42
	1.11


Pearson correlations (Table 4.3) showed every pair of constructs positively and significantly correlated (p < .01). Purchase intention was most strongly associated with credibility (r = .724), followed by authenticity (r = .693), parasocial interaction (r = .672), engagement (r = .617) and brand attitude (r = .607), consistent with prior findings that credibility and authenticity are closely tied to purchase intention (Sokolova and Kefi, 2020; Duffett and Mxunyelwa, 2025). No predictor correlation reached the level, around .85, that would signal multicollinearity, supporting their joint use in the regression analysis below.
Table 4.3: Pearson correlations between constructs (N = 165)
	
	1
	2
	3
	4
	5
	6

	1. Credibility
	1
	
	
	
	
	

	2. Authenticity
	.610
	1
	
	
	
	

	3. Parasocial interaction
	.570
	.605
	1
	
	
	

	4. Brand attitude
	.568
	.539
	.499
	1
	
	

	5. Engagement
	.549
	.591
	.560
	.588
	1
	

	6. Purchase intention
	.724
	.693
	.672
	.607
	.617
	1


Note: All correlations significant at the .01 level (two-tailed).
[bookmark: _Toc241016806]4.6 Testing the Direct Predictors of Purchase Intention: Multiple Regression (Objectives 1, 2 and 4)
Multiple regression tested H1 to H3, directly addressing the first and second objectives and the fourth objective's evaluation of the combined influence of credibility and authenticity. In the first model, purchase intention was regressed on credibility, authenticity and parasocial interaction. The model was significant, F(3, 161) = 107.80, p < .001, R2 = .668, adjusted R2 = .661, meaning these three factors accounted for approximately two-thirds of the variation in purchase intention. As shown in Table 4.4, all three predictors made a significant positive contribution, credibility the strongest (beta = .391, p < .001), followed by authenticity (beta = .288, p < .001) and parasocial interaction (beta = .276, p < .001). Variance inflation factors were all below 1.9, confirming no multicollinearity concern.
Table 4.4: Multiple regression predicting purchase intention (main model)
	Predictor
	B
	SE
	beta
	t
	p
	VIF

	(Constant)
	.153
	.190
	-
	.806
	.421
	-

	Credibility
	.408
	.063
	.391
	6.471
	<.001
	1.771

	Authenticity
	.297
	.065
	.288
	4.609
	<.001
	1.886

	Parasocial interaction
	.272
	.059
	.276
	4.580
	<.001
	1.754



Note: R2 = .668; Adjusted R2 = .661; F(3, 161) = 107.80, p < .001.
According to Table 4.5, the mean scores of perceived credibility were positively and significantly associated with purchase intention (β = .391, p < .001), supporting H1, and perceived authenticity was also positively and significantly associated with purchase intention (β = .301, p < .001), supporting H2. Further, the interaction between perceived credibility and perceived authenticity significantly predicted purchase intention (β = .148, p = .003), supporting H3. Together, this demonstrates that both perceived credibility and perceived authenticity have a substantial and positive influence on purchase intention, with credibility having a somewhat stronger influence than authenticity. This lends partial support to Source Credibility Theory, which holds that messages from credible sources are more likely to be persuasive (Hovland and Weiss, 1951), while also addressing the research gap identified in Section 2.7 to a certain extent: the credibility-intention link reported in China, India, Pakistan, and other regional markets appears to be even stronger in Bangladesh, where perceived credibility alone predicts purchase intention with a coefficient of β = .724.
The significant, substantial role of authenticity (beta = .288) supports the argument that genuine, consistent influencer behaviour strengthens willingness to buy (Lee and Eastin, 2021; Koles et al., 2024), and the size of this effect suggests the trust-based authenticity pathway dominates over any purely aspirational pathway (Andonopoulos, Lee and Mathies, 2023) within this sample; had aspiration-driven purchasing been the dominant mechanism, authenticity would be expected to show a weaker relationship once credibility is controlled for. This is a genuine empirical contribution, since Section 2.4 identified the relative strength of these competing pathways as an open question not previously tested in a South Asian Generation Z sample. The contribution of parasocial interaction (beta = .276) reflects the persuasive power of felt closeness towards influencers (Sokolova and Kefi, 2020; Bi and Zhang, 2022), addressing the third objective and confirming the parasocial mechanism reviewed in Section 2.5 operates as theorised in this market.
A second model, adding brand attitude and engagement to test H4 and H5, was also significant, F(5, 159) = 69.82, p < .001, R2 = .687, adjusted R2 = .677 (Table 4.5). Credibility, authenticity and parasocial interaction remained significant, and brand attitude made a small but significant contribution (beta = .124, p = .040), supporting H4 and the pathway identified by Vilas Chavare et al. (2025) and Zhao et al. (2024), in which credibility and authenticity effects are partly channelled through brand attitude. Engagement was not a significant predictor once other variables were accounted for (beta = .102, p = .105), even though positively correlated with purchase intention alone (r = .617); H5 is not supported. This suggests engagement's influence is largely shared with, rather than independent of, the other constructs, consistent with Ao et al.'s (2023) meta-analytic finding that engagement and purchase intention, while both positively predicted by influencer attributes, do not always move in lockstep. All VIFs remained below 2.1.
Table 4.5: Multiple regression predicting purchase intention (extended model)
	Predictor
	B
	SE
	beta
	t
	p
	VIF

	(Constant)
	-.037
	.195
	-
	-.190
	.849
	-

	Credibility
	.343
	.065
	.328
	5.257
	<.001
	1.980

	Authenticity
	.235
	.066
	.227
	3.541
	.001
	2.090

	Parasocial interaction
	.226
	.060
	.229
	3.768
	<.001
	1.881

	Brand attitude
	.127
	.061
	.124
	2.074
	.040
	1.824

	Engagement
	.106
	.065
	.102
	1.632
	.105
	1.966



Note: R2 = .687; Adjusted R2 = .677; F(5, 159) = 69.82, p < .001.
[bookmark: _Toc241016807]4.7 Purchase Intention by Social Media Usage Intensity and Platform: One-Way ANOVA
To begin with, a One-way Analysis of Variance was conducted to determine whether the mean levels of purchase intention differed as a function of daily usage intensity and most-used platform. Levene’s test for usage intensity was not significant, F(3, 161) = 1.09, p = .690, indicating that the assumption of homogeneity of variances was met. A significant main effect emerged, F(3, 161) = 4.93, p = .003 (see Table 4.6). Specifically, the mean purchase intention score increased steadily with higher daily usage intensity, from 2.67 for persons who used social media less than an hour per day to 3.82 for persons who used social media more than four hours per day. Post-hoc comparisons using Turkey’s Honestly Significant Difference Test revealed that users who spent the heaviest amount of time on social media reported significantly higher purchase intention than those in the lowest (mean difference = 1.16, p = .016) and intermediate (mean difference = 0.65, p = .013) daily usage bands; no other comparisons were statistically significant.
Table 4.6: Purchase intention by hours per day on social media
	Hours per day
	n
	Mean
	SD

	Less than 1 hour
	9
	2.67
	1.15

	1 to 2 hours
	50
	3.18
	1.11

	3 to 4 hours
	52
	3.37
	1.01

	More than 4 hours
	54
	3.82
	1.07

	Total
	165
	3.42
	1.11


The results of this pattern indicate that there is a positive correlation between the exposure to social media, in this case, the exposure to the content of influencers, and the intention to purchase. This is in line with the consensus that seeing the marketing message from an influencer makes it more likely that the consumer will be exposed to it, and that they will be persuaded to make a purchase. In addition, there are two key points to note here that could inform the discussion in Section 2.5 about parasocial relationships: the more a consumer is exposed to an influencer, the more likely they are to form a parasocial relationship with the influencer, and this relationship leads to greater credibility and increased consumer purchasing intent. This is illustrated a further time in the statistically significant chi-square test of the same variable in Section 4.8.
A similar ANOVA was then performed to determine if the most-used platform was different in terms of purchase intention. The result of this test was non-significant, F(3, 161) = 0.93, p = .429, ranging from 3.14 to 3.61 in TikTok users and YouTube users. Levene’s test for this analysis was significant, F(3, 161) = 2.57, p = .017, meaning that the assumption of homogeneity of variances was not met; however, the overall result was non-significant, suggesting that no differences were found between the groups. Together, the two analyses suggest it is usage intensity, not platform, that is most strongly associated with purchase intention, qualifying the first objective's platform-specific framing: credibility and authenticity operate with comparable force across Facebook, Instagram, TikTok and YouTube, and what differentiates respondents is time spent immersed in that content rather than platform preference.
[bookmark: _Toc241016808]4.8 Cross-Tabulation and Chi-Square Analysis: Demographic and Multi-Answer Group Differences (Objectives 1, 3 and 4)
Following specific supervisory feedback that the analysis needed to test explicitly for differences between demographic groups and across multi-answer questions using cross-tabulation and chi-square procedures, purchase intention was recoded into a binary category, high (mean score above the scale midpoint of 3.0) and low or neutral (3.0 or below), permitting chi-square tests of independence against demographic and platform-usage variables. Cramér's V is reported alongside each chi-square statistic, and, following standard guidance, categories were combined where an initial cross-tabulation produced more than the conventionally accepted proportion of cells with expected count below five (Bujang, Omar and Baharum, 2018).
Gender was tested first, with the two smallest categories, non-binary or gender-diverse and prefer-not-to-say, combined to satisfy the chi-square assumption. As shown in Table 4.7, the association was statistically significant, chi-square(2) = 6.559, p = .038, Cramér's V = .199, a small-to-moderate effect. Male and female respondents had broadly similar high-purchase-intention rates (65% and 65%), while the small combined "other" category reported a markedly lower rate (22%). Because this subgroup contains only nine respondents, the more defensible reading is that purchase intention did not differ meaningfully between male and female respondents, while the small gender-diverse and prefer-not-to-say subgroup reported a distinctly more cautious purchasing orientation that a larger, dedicated future sample would be needed to confirm. This adds a demographic dimension to the third objective and suggests Bangladeshi influencer campaigns should not assume men and women respond differently to credible or authentic content, while flagging that minority gender identities may need distinct message testing.
Table 4.7: Gender by purchase intention category (recoded)
	Gender
	High PI
	Low/Neutral PI
	Total

	Female
	46
	25
	71

	Male
	55
	30
	85

	Other / prefer not to say
	2
	7
	9

	Total
	103
	62
	165



Note: chi-square(2) = 6.559, p = .038, Cramér's V = .199.
Education level, with the smallest category combined with "other" to satisfy the assumption, showed no significant association, chi-square(3) = 2.556, p = .465, Cramér's V = .124 (Table 4.8). Regarding the highest level of education, postgraduate respondents had a numerically higher mean high-purchase-intention rate (72%) than other respondents (56-62%), but this difference was not statistically significant. This result implies the credibility-authenticity effect reported in Section 4.6 is relatively consistent across educational categories, with little variation in the strength of the effect. As such, it suggests applicability across a broad range of audiences rather than a narrow segment, thus lending support for the generalized recommendations for Bangladeshi brand managers put forth in Chapter Five.
Table 4.8: Education level by purchase intention category (recoded)
	Education
	High PI
	Low/Neutral PI
	Total

	Higher Secondary
	21
	18
	39

	Postgraduate
	21
	8
	29

	Secondary/Other
	12
	8
	20

	Undergraduate
	49
	28
	77

	Total
	103
	62
	165



Note: chi-square(3) = 2.556, p = .465, Cramér's V = .124.
A similar pattern emerged for occupation, with unemployed/other respondents having a numerically higher mean high-purchase-intention rate (74%) than employed (54%) or student respondents (66%), albeit not reaching statistical significance, chi-square(3) = 4.218, p = .239, Cramér’s V = .160 (see Table 4.9). This finding is also consistent with the results for education and the generalizability of the recommendations for Bangladeshi brand managers.
Table 4.9: Occupation by purchase intention category (recoded)
	Occupation
	High PI
	Low/Neutral PI
	Total

	Employed
	21
	18
	39

	Self-employed
	6
	7
	13

	Student
	62
	32
	94

	Unemployed/Other
	14
	5
	19

	Total
	103
	62
	165



Note: chi-square(3) = 4.218, p = .239, Cramér's V = .160.
A second ANOVA was then run to compare if the most popular platform affected respondents' purchase intent. The result of this test was not significant: F(3, 161) = 0.93, p = .429, means between 3.14 (TikTok) and 3.61 (YouTube users). For this analysis, Levene's test was significant, F(3, 161) = 2.57, p = .017 indicating that the assumption of homogeneity of variances had not been met; however, overall the result was not significant, indicating no differences between the groups.
Table 4.10: Hours per day on social media by purchase intention category
	Hours per day
	High PI
	Low/Neutral PI
	Total

	Less than 1 hour
	4
	5
	9

	1 to 2 hours
	24
	26
	50

	3 to 4 hours
	34
	18
	52

	More than 4 hours
	41
	13
	54

	Total
	103
	62
	165



Note: chi-square(3) = 10.066, p = .018, Cramér's V = .247.
Finally, to address the multi-answer nature of the platform-usage question, each of the four platforms was tested individually as a binary "uses this platform" variable, since respondents could select more than one. None was significantly associated with purchase intention category: Facebook, chi-square(1) = 2.536, p = .111; Instagram, chi-square(1) = 0.000, p = 1.000; TikTok, chi-square(1) = 0.214, p = .643; YouTube, chi-square(1) = 0.000, p = 1.000. This result, together with the non-significant finding for most-used platform in Section 4.7 and for the platform on which respondents followed their main influencer (chi-square(3) = 1.739, p = .628), builds a consistent picture, theoretically important for the fourth objective: which platforms a Bangladeshi Generation Z consumer uses does not meaningfully differentiate purchase intention, whereas how credible and authentic they perceive the influencer to be, and how many hours a day they are immersed in that content, does. This is elaborated in Chapter Five: Bangladeshi marketers should not use platforms as the main tool for influencing the purchase intention as it is credibility, authenticity and usage intensity which carry explanatory power, not the platform itself.
[bookmark: _Toc241016809]4.9 Synthesis: Connecting the Findings to the Research Objectives
In terms of highest level of education, the mean high-purchase-intention rate for the postgraduate students was numerically higher than the others, but not statistically significantly. This finding suggests that the effect of credibility-authenticity found in Section 4.6 is not significantly different across the various levels of education, and that the magnitude of the effect remains quite similar. Therefore, it implies that it can be applied to a large extent instead of a small segment, which means that it provides support for the generalized recommendations for Bangladeshi brand managers proposed in chapter five. In relation to the second objective, even when controlling for credibility, authenticity is shown to have an independent and substantial impact (beta = .288, p < .001), thereby adding to the existing literature supporting the trust-based interpretation of authenticity (as opposed to the aspiration-based one) in this sample of Generation Z in Bangladesh, where this theoretical tension had not been evaluated in a real-world setting. In terms of the third goal, the parasocial interaction is significant and independent (beta = .276, p < .001), which supports evidence of the mechanism described in section 2.5, and the chi-square analyses extend this to include the only variables found to significantly distinguish purchase intention from the others present in the study.
In relation to the fourth objective, combined credibility and authenticity, together with parasocial interaction and brand attitude, jointly explain 68.7 per cent of the variance in purchase intention, a very strong result by the standards of comparable studies, and this combined effect is not confined to any single demographic or platform segment. Engagement does not contribute independently once other constructs are accounted for, suggesting engagement behaviours are better understood as downstream indicators of credibility- and authenticity-driven interest than as an independent driver in their own right. Finally, in relation to the fifth objective, these combined findings, credibility and authenticity as the strongest and most broadly applicable levers, usage intensity rather than platform choice as the key behavioural moderator, and engagement metrics as an unreliable proxy for purchase intention, together provide the evidential basis for the practical recommendations developed in Chapter Five.

[bookmark: _Toc241016810]
5. CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc241016811]5.1 Introduction
This final chapter synthesises the findings reported in Chapter Four to present the conclusions of the study, recommendations intended as a genuine contribution to marketing practice in Bangladesh rather than a re-statement of the findings, the study's contribution to theory, and its limitations and directions for future research. This chapter outlines how each of the five research objectives has been achieved and the contribution of the study as new knowledge.
[bookmark: _Toc241016812]5.2 Conclusions
The central conclusion of this study is that influencer credibility and perceived authenticity are both strong, independent, significant predictors of purchase intention among Bangladeshi Generation Z consumers, credibility the somewhat stronger of the two. Together with parasocial interaction and brand attitude, these constructs explained 68.7 per cent of the variance in purchase intention, comparing favourably with internationally reported effect sizes (Sokolova and Kefi, 2020; Chen et al., 2024) and confirming that Source Credibility Theory (Hovland and Weiss, 1951) provides a robust explanatory framework for this previously untested market.
Objective one, assessing credibility's impact on purchase intention across TikTok, Instagram, YouTube and Facebook, has been achieved: credibility was the strongest single predictor (beta = .391, p < .001), operating consistently regardless of platform used, as neither most-used platform nor followed-influencer platform produced a significant difference. What did differentiate purchase intention was usage intensity, not platform choice, rising steadily from a mean of 2.67 among the lightest users to 3.82 among the heaviest. Objective two, analysing authenticity's role in shaping purchase intention and broader outcomes, has also been achieved: authenticity exerted a substantial, independent, significant effect (beta = .288, p < .001) and correlated strongly with brand attitude (r = .539) and engagement (r = .591), confirming it operates as a broad driver of favourable consumer response. This strength, and the absence of any pattern suggesting aspiration-driven purchasing dominates, provides evidence, for the first time in a Bangladeshi Generation Z sample, that genuine, consistent influencer self-presentation is the dominant pathway to purchase intention, rather than the purely aspirational pathway some international studies identify (Andonopoulos, Lee and Mathies, 2023).

Objective three, examining the mediating or moderating role of parasocial interaction and eWOM, has been partially achieved. Parasocial interaction was confirmed as a significant independent predictor (beta = .276, p < .001), supporting the mechanism established internationally (Sokolova and Kefi, 2020; Bi and Zhang, 2022) within Bangladesh for the first time. Electronic word-of-mouth and trust were measured but not carried through to confirmatory hypothesis testing, as explained in Chapter Three; their role is identified as a direction for future research in Section 5.5. Objective four, evaluating the combined influence of credibility and authenticity, has been achieved through the regression and cross-tabulation analyses in Sections 4.6 and 4.8, showing this combined effect is broad-based across gender, education and occupation rather than concentrated in a particular segment. Objective five, recommending practical implications for Bangladeshi marketers, is addressed directly below.
In answer to the primary research question, the evidence demonstrates that both credibility and authenticity exert a substantial, significant, largely independent positive influence on purchase intention, jointly with parasocial interaction and brand attitude accounting for more than two-thirds of the variation observed, credibility the marginally strong driver.
[bookmark: _Toc241016813]5.3 Recommendations for Managerial Practice
The recommendations below are derived directly from the specific pattern of results in Chapter Four, not a general restatement that credibility and authenticity matter. Three findings in particular, usage intensity rather than platform choice driving purchase intention, engagement metrics not reliably predicting purchase intention once credibility and authenticity are controlled for, and the credibility-authenticity effect being broad-based across demographic groups, point towards a specific, under-recognised shift in how Bangladeshi brands should plan and evaluate influencer marketing activity.
First, brands and agencies should reallocate marketing budgets away from a platform-first selection logic towards an exposure-depth selection logic, choosing influencers whose audience is highly and repeatedly engaged over time. Further, the findings of this study have important implications for Bangladeshi brand managers. First, in terms of selecting influencers for collaboration, the findings suggest that brands should consider not only the number of followers but also the engagement rate of the influencer’s content. This is particularly pertinent given the finding that engagement behaviors did not significantly predict purchase intention beyond credibility, authenticity, and parasocial interaction (Section 4.6). As such, Bangladeshi brands should be cautious when interpreting engagement rate as a sole metric of an influencer’s effectiveness in driving purchase, particularly when the objective is purchase intention as opposed to mere awareness or virality.
Further, in terms of influencer content, the findings suggest that Bangladeshi brands should leverage influencers who convey a high degree of credibility, authenticity, and parasocial interaction to encourage consumers to make purchases. As such, authenticity should be a critical consideration in influencer selection, and influencers should be encouraged to appear genuine in their communication with the public. This is crucial given the finding that perceived authenticity significantly predicted purchase intention, interacting with credibility to drive it even further. Campaign evaluation should instead incorporate direct or proxy measures of perceived credibility and authenticity, for example post-campaign brand-lift surveys asking specifically about an influencer's perceived expertise, trustworthiness and genuineness, rather than relying on platform-native engagement dashboards alone. This offers a genuinely new contribution to Bangladeshi marketing practice, since current practice, inferred from the platform-centric evidence reviewed in Chapter Two, continues to treat engagement rate as the primary success metric.
Third, given that Section 4.8 found no significant difference in purchase intention by education or occupation, and only a modest difference by gender concentrated in a small subgroup, Bangladeshi brands need not develop separate credibility- and authenticity-based strategies for different educational or occupational segments of the Generation Z market; a single, credibility- and authenticity-led approach is likely to perform consistently across these segments, freeing resources for influencer selection and content quality rather than segment-specific variants. Brands should, however, test messaging separately for gender-diverse audiences, since this study's finding of markedly lower purchase intention within that small subgroup, while based on limited cases, is a signal worth investigating rather than assuming a majority-calibrated strategy transfers without adaptation.
Fourth, connecting to the authenticity findings in Section 4.6, influencer briefing and content approval processes should explicitly prioritise consistency and genuineness over aspirational or polished content, since the strength of the direct authenticity-to-purchase-intention pathway suggests Bangladeshi Generation Z consumers respond more strongly to influencers who appear consistent and unscripted than to an idealised persona, a market-specific finding that qualifies the more mixed Western evidence on authenticity versus aspiration (Andonopoulos, Lee and Mathies, 2023) and gives Bangladeshi brand managers a clear, evidence-based basis for briefing influencers towards transparency rather than aspirational polish.
[bookmark: _Toc241016814]5.4 Contribution to Theory
This study makes three contributions to theory. First, it provides the first empirical test of Source Credibility Theory (Hovland and Weiss, 1951) and the associated authenticity and parasocial interaction literatures within a Bangladeshi Generation Z sample, confirming that the credibility-to-intention relationship established in Western, East Asian and other South Asian contexts (Sokolova and Kefi, 2020; Chen et al., 2024; Afzal et al., 2024) generalises to this previously untested market, operating with comparable or slightly greater strength than in several comparator studies. Second, it contributes new evidence to the theoretical tension between authenticity-driven and aspiration-driven pathways to purchase intention (Lee and Eastin, 2021; Andonopoulos, Lee and Mathies, 2023): the strength of the direct authenticity-to-intention effect, once credibility and parasocial interaction are controlled for, supports the trust-based authenticity pathway as dominant among Bangladeshi Generation Z, a market-specific empirical resolution of a question the literature had left open. Third, the study contributes evidence that usage intensity, rather than platform identity, functions as the key behavioural moderator of the credibility-authenticity-intention relationship, a distinction not clearly separated in prior studies that tend to treat platform choice as the primary contextual variable (Alcántara-Pilar et al., 2024; Duffett and Mxunyelwa, 2025); the convergent analysis of variance and chi-square evidence here suggests future theoretical models should incorporate exposure intensity as a distinct construct from platform type.
[bookmark: _Toc241016815]5.5 Limitations of the Study and Directions for Future Research
The limitations detailed in Section 3.12 are revisited here in relation to future research. The achieved sample of 165, adequate for the regression, correlational and chi-square analyses in Chapter Four, was below the size recommended for structural equation modelling, meaning the mediating role of trust and eWOM between credibility, authenticity and purchase intention, both measured but not carried through to confirmatory testing, remains untested. Future research should collect a larger sample, ideally exceed 200 valid responses, and use confirmatory factor analysis and structural equation modelling to test a fuller structural model incorporating trust and eWOM as mediators (Kock and Hadaya, 2018; Hair et al., 2021b).
The non-probability, purposive and snowball sampling strategy, necessary in the absence of a sampling frame, produced a sample skewed towards students and university-educated respondents. Future research should attempt to reach Bangladeshi Generation Z consumers outside the researcher's own digital and educational networks, for example through paid social advertising targeting or partnership with rural or lower-income community organisations, to test whether the credibility-authenticity effect identified here generalises to a more representative cross-section of Bangladeshi Generation Z. The cross-sectional design also means the relationships identified, while consistent with the hypothesised causal direction, cannot establish causality with certainty; a longitudinal design following the same respondents' influencer relationships and purchase behaviour over time would test the direction and stability of the credibility-authenticity-intention relationship more rigorously, particularly for the usage-intensity effect in Section 4.7, since a single cross-sectional snapshot cannot establish whether heavier use causes higher purchase intention or vice versa.
Finally, the finding that non-binary and prefer-not-to-say respondents reported markedly lower purchase intention, based on only nine cases, warrants dedicated future research with a larger, purposively recruited sample of gender-diverse Bangladeshi Generation Z consumers, since the present study can identify this pattern but cannot explain it with confidence. A qualitative or mixed-methods follow-up, drawing on in-depth interviews, would also usefully complement these quantitative findings by exploring the specific cultural, religious and peer-based reasoning underlying the strong authenticity and credibility effects identified here, a depth of explanation the mono-method quantitative design was not intended to provide.
[bookmark: _Toc241016816]5.6 Chapter Summary
This chapter has shared the results of the study, demonstrated the way each of the five research objectives have been fulfilled and underscored the following four recommendations based on the study's findings, which have the potential for changing marketing practices in Bangladesh: use the depth of audience exposure rather than reach when choosing influencers, evaluate campaigns based on engagement and credibility/authenticity, apply a consistent rather than a segment-specific approach across education and occupation groups and test messages separately by gender. The chapter has also surveyed the contribution this study makes to the work of both Source Credibility Theory and the authenticity and parasocial interaction literatures, and outlined the limitations of the study, including the small sample size available for the use of structural equation modelling, as well as the sample's being educated and urban, with corresponding directions for future research. As a whole, this dissertation offers the first specific empirical proof of the impact of credibility and perceived authenticity of influencers on the intentions to purchase of Generation Z consumers in Bangladesh, filling a gap in the international literature on influencer marketing that has not previously been addressed.
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Figure 4.6: Main Platform for the Followed Influencer (N = 165)
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Figure 4.9: Distribution of Credibility Scores (N = 165)
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Figure 4.10: Distribution of Purchase Intention Scores (N = 165)

27
22
17
16
11
9

1.0-1.4 1.5-1.9 2.0-2.4 2.5-2.9 3.0-3.4 3.5-3.9 4.0-4.4 4.5-5.0




image12.emf
BMMB7003  Questionnaire Eftanoor.docx


BMMB7003 Questionnaire Eftanoor.docx


		RESEARCH QUESTIONNAIRE

The Influence of Influencer Credibility and Perceived Authenticity

on Purchase Intentions Among Generation Z Consumers in Bangladesh

Researcher: Md Eftanoor | Student No: 2509788









		RESPONDENT INFORMATION SHEET

Thank you for taking the time to participate in this research. This survey is part of an MBA dissertation at the University of Wales Trinity Saint David (UWTSD). The purpose of this study is to understand how social media influencers affect the purchase decisions of young consumers in Bangladesh.

Participation is entirely voluntary. You may withdraw at any time before submitting your responses. All answers are anonymous and confidential. No personal identifying information will be collected or shared. Data will be stored securely and used solely for academic purposes. This study has received ethical approval from UWTSD.

By proceeding to the questionnaire, you confirm that you have read and understood this information and that you voluntarily consent to participate.







		SECTION A: SCREENING QUESTIONS







Please answer the following questions carefully. If you do not meet all the criteria, you will not be able to proceed with this survey.



A1.  What is your year of birth?

		O

		1997



		O

		1998



		O

		1999



		O

		2000



		O

		2001



		O

		2002



		O

		2003



		O

		2004



		O

		2005



		O

		2006



		O

		2007



		O

		2008



		O

		2009



		O

		2010



		O

		2011



		O

		2012



		O

		Before 1997 - I do not qualify for this study



		O

		After 2012 - I do not qualify for this study





A2.  Do you currently live in Bangladesh?

		O

		Yes



		O

		No - I do not qualify for this study







A3.  Do you use any of the following social media platforms? (Select all that apply)

		O

		Instagram



		O

		TikTok



		O

		YouTube



		O

		Facebook



		O

		None of the above - I do not qualify for this study







A4.  In the past 12 months, have you watched, liked, shared or commented on content created by a social media influencer?

		O

		Yes



		O

		No - I do not qualify for this study







A5.  In the past 12 months, has content from a social media influencer influenced a purchase you made, considered making, or decided not to make?

		O

		Yes



		O

		No - I do not qualify for this study









		SECTION B: DEMOGRAPHIC INFORMATION







Please answer the following questions about yourself.

B1.  What is your gender?

		O

		Male



		O

		Female



		O

		Non-binary / Gender diverse



		O

		Prefer not to say







B2.  What is your highest level of education currently completed or in progress?

		O

		Secondary School (SSC or equivalent)



		O

		Higher Secondary School (HSC or equivalent)



		O

		Undergraduate degree (Bachelor's)



		O

		Postgraduate degree (Master's or above)



		O

		Other







B3.  What is your current occupation?

		O

		Student



		O

		Employed (full-time)



		O

		Employed (part-time)



		O

		Self-employed



		O

		Unemployed



		O

		Other







B4.  Which social media platform do you use most frequently?

		O

		Instagram



		O

		TikTok



		O

		YouTube



		O

		Facebook











B5.  On average, how many hours per day do you spend on social media?

		O

		Less than 1 hour



		O

		1 to 2 hours



		O

		3 to 4 hours



		O

		More than 4 hours







		SECTION C: INFLUENCER IDENTIFICATION







		Important Instruction

Before answering the questions in Sections D to I, please think of one specific social media influencer that you follow regularly and whose content has influenced or affected a purchase decision you made or considered in the past 12 months. Keep this influencer in mind throughout the remainder of the survey.







C1.  Which platform is this influencer primarily based on?

		O

		Instagram



		O

		TikTok



		O

		YouTube



		O

		Facebook







C2.  How would you describe this influencer's content type? (Select one)

		O

		Fashion and beauty



		O

		Food and lifestyle



		O

		Technology and electronics



		O

		Health and fitness



		O

		Education and career



		O

		Entertainment and humour



		O

		Other







C3.  How long have you been following this influencer?

		O

		Less than 6 months



		O

		6 months to 1 year



		O

		1 to 2 years



		O

		More than 2 years







		SECTION D: INFLUENCER CREDIBILITY







The following statements are about the influencer you identified in Section C. Please indicate how much you agree or disagree with each statement using the scale: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree.



D1. Expertise

		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		This influencer is knowledgeable about the products or topics they recommend.

		O

		O

		O

		O

		O



		This influencer is an expert in their content area.

		O

		O

		O

		O

		O



		This influencer provides well-informed and accurate information.

		O

		O

		O

		O

		O



		I trust this influencer's product knowledge and recommendations.

		O

		O

		O

		O

		O



		Source: Adapted from Sokolova and Kefi (2020); Masuda et al. (2022)







D2. Trustworthiness

		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		This influencer is honest in their reviews and recommendations.

		O

		O

		O

		O

		O



		This influencer does not promote products just for financial gain.

		O

		O

		O

		O

		O



		I believe this influencer genuinely uses or believes in the products they promote.

		O

		O

		O

		O

		O



		This influencer is transparent about sponsored or paid content.

		O

		O

		O

		O

		O



		Source: Adapted from Sokolova and Kefi (2020); Liu and Zheng (2024)







D3. Attractiveness

		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		I find this influencer's overall image appealing and attractive.

		O

		O

		O

		O

		O



		This influencer's personality makes their content enjoyable to watch.

		O

		O

		O

		O

		O



		I feel this influencer shares similar values or interests with me.

		O

		O

		O

		O

		O



		This influencer's style and presentation makes me want to engage with their content.

		O

		O

		O

		O

		O



		Source: Adapted from Masuda et al. (2022); Duffett and Mxunyelwa (2025)







		SECTION E: PERCEIVED AUTHENTICITY







The following statements are about how genuine you find the influencer you identified in Section C. Please use the same scale: 1 = Strongly Disagree to 5 = Strongly Agree.



		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		This influencer comes across as a genuine and real person, not just a brand.

		O

		O

		O

		O

		O



		This influencer's content feels natural and unscripted.

		O

		O

		O

		O

		O



		This influencer shares their true opinions, even when it might not be popular.

		O

		O

		O

		O

		O



		I believe this influencer's lifestyle and values are consistent across their content.

		O

		O

		O

		O

		O



		This influencer does not seem to change their personality to please sponsors or brands.

		O

		O

		O

		O

		O



		Source: Adapted from Liao and Chen (2024); Jha et al. (2025); Lee and Chung (2025)







		SECTION F: PARASOCIAL INTERACTION







The following statements are about the personal connection you feel with this influencer. Please use the same scale: 1 = Strongly Disagree to 5 = Strongly Agree.



		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		I feel like I know this influencer personally, even though we have never met.

		O

		O

		O

		O

		O



		I feel a sense of friendship or closeness with this influencer.

		O

		O

		O

		O

		O



		When this influencer recommends something, I feel as though a friend is advising me.

		O

		O

		O

		O

		O



		I look forward to seeing new content from this influencer.

		O

		O

		O

		O

		O



		I would miss this influencer's content if they stopped posting.

		O

		O

		O

		O

		O



		Source: Adapted from Balaban et al. (2022); Su et al. (2021); Sokolova and Kefi (2020)







		SECTION G: BRAND ATTITUDE







The following statements are about how this influencer has shaped your feelings toward the brands or products they promote. Please use the same scale: 1 = Strongly Disagree to 5 = Strongly Agree.



		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		After seeing this influencer promote a brand, I have a more positive view of that brand.

		O

		O

		O

		O

		O



		Products recommended by this influencer seem more reliable to me.

		O

		O

		O

		O

		O



		This influencer's promotion has made me more open to trying new brands.

		O

		O

		O

		O

		O



		I trust brands more when they are associated with this influencer.

		O

		O

		O

		O

		O



		Source: Adapted from Liu and Zheng (2024); Alcantara-Pilar et al. (2024)















		SECTION H: ENGAGEMENT







The following statements are about how you engage with this influencer's content. Please use the same scale: 1 = Strongly Disagree to 5 = Strongly Agree.



		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		I regularly like, comment on or share this influencer's content.

		O

		O

		O

		O

		O



		I actively seek out this influencer's content when I am considering a purchase.

		O

		O

		O

		O

		O



		I have clicked on links or visited websites recommended by this influencer.

		O

		O

		O

		O

		O



		I have searched for more information about a product after seeing this influencer promote it.

		O

		O

		O

		O

		O



		Source: Adapted from Liao and Chen (2024); Ao et al. (2023)







		SECTION I: PURCHASE INTENTION







The following statements are about your intention to purchase products recommended by this influencer. Please use the same scale: 1 = Strongly Disagree to 5 = Strongly Agree.



		Statement

		1 Strongly Disagree

		2 Disagree

		3 Neutral

		4 Agree

		5 Strongly Agree



		I am likely to purchase a product that this influencer recommends.

		O

		O

		O

		O

		O



		I have already purchased a product because of this influencer's recommendation.

		O

		O

		O

		O

		O



		When this influencer promotes a product, I seriously consider buying it.

		O

		O

		O

		O

		O



		I would choose a product recommended by this influencer over a similar product I found myself.

		O

		O

		O

		O

		O



		I intend to purchase products promoted by this influencer in the future.

		O

		O

		O

		O

		O



		Source: Adapted from Sokolova and Kefi (2020); Masuda et al. (2022); Liu and Zheng (2024)







		SECTION J: OPEN-ENDED QUESTION







This final question is optional but your response would be very helpful to the research.



J1.  Is there anything else you would like to share about how social media influencers affect your purchase decisions in Bangladesh?



		 

 

 







		Thank you for completing this survey.

Your responses are greatly appreciated and will contribute to academic research on influencer marketing in Bangladesh.
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influencer_survey_responses-eftanoor.csv
influencer_survey_responses-eft

		A1_YearOfBirth		A2_LivesInBangladesh		A3_PlatformsUsed		A4_EngagedInfluencerContent_12mo		A5_InfluencedPurchase_12mo		B1_Gender		B2_Education		B3_Occupation		B4_MostUsedPlatform		B5_HoursPerDay		C1_InfluencerPlatform		C2_ContentType		C3_FollowingDuration		CR1_Knowledgeable		CR2_Expert		CR3_WellInformed		CR4_TrustKnowledge		CR5_Honest		CR6_NotForMoney		CR7_GenuinelyUses		CR8_TransparentSponsored		CR9_AppealingImage		CR10_EnjoyablePersonality		CR11_SimilarValues		CR12_EngagingStyle		AU1_GenuinePerson		AU2_NaturalUnscripted		AU3_TrueOpinions		AU4_ConsistentValues		AU5_NoChangeForSponsors		PS1_KnowPersonally		PS2_Closeness		PS3_FriendAdvising		PS4_LookForwardContent		PS5_WouldMiss		BA1_MorePositiveView		BA2_MoreReliable		BA3_OpenNewBrands		BA4_TrustBrands		EN1_LikeCommentShare		EN2_SeekWhenPurchasing		EN3_ClickedLinks		EN4_SearchedInfo		PI1_LikelyPurchase		PI2_AlreadyPurchased		PI3_SeriouslyConsider		PI4_ChooseOverSelfFound		PI5_FuturePurchase		J1_OpenEnded

		1998		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		Facebook		Other		1 to 2 years		4		5		3		4		4		5		5		4		3		4		4		5		3		2		3		4		5		3		1		1		2		2		5		2		3		3		1		2		1		2		3		3		3		3		5

		2004		Yes		Instagram, TikTok, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Facebook		Less than 1 hour		TikTok		Technology and electronics		1 to 2 years		1		1		1		2		2		1		1		1		2		1		2		2		1		1		2		2		1		2		2		2		2		1		3		4		3		3		3		3		3		2		1		1		1		1		1

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		3 to 4 hours		YouTube		Fashion and beauty		1 to 2 years		2		3		3		1		3		2		2		3		3		2		3		2		4		3		4		3		4		2		3		3		2		2		3		3		3		3		2		3		1		2		4		3		2		5		4		Reviews on YouTube help me decide on electronics and gadgets.

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Other		Self-employed		YouTube		More than 4 hours		Facebook		Entertainment and humour		Less than 6 months		4		5		4		4		3		4		4		3		4		4		4		5		4		2		4		4		3		4		4		4		5		3		3		3		3		3		4		5		4		5		4		3		3		4		4

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		Instagram		Less than 1 hour		Instagram		Health and fitness		Less than 6 months		4		3		2		3		2		3		3		2		3		3		3		3		4		5		5		5		5		5		5		4		5		5		4		5		3		4		5		5		5		4		4		3		3		3		3

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		Facebook		Health and fitness		6 months to 1 year		3		2		1		1		1		1		1		1		1		1		1		1		2		2		2		1		2		3		3		2		3		1		2		3		1		2		1		2		2		2		3		1		2		2		2

		2004		Yes		TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		3 to 4 hours		TikTok		Food and lifestyle		More than 2 years		3		3		2		5		4		2		3		2		4		2		1		3		5		4		4		5		4		2		3		2		1		1		4		4		4		4		2		3		2		2		3		3		3		3		3

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		More than 4 hours		Instagram		Technology and electronics		More than 2 years		5		5		5		5		5		5		5		5		5		5		5		5		4		5		4		4		4		3		5		2		4		3		5		3		5		4		4		5		5		4		4		5		4		4		5

		2001		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Employed (full-time)		Facebook		1 to 2 hours		YouTube		Fashion and beauty		More than 2 years		1		1		2		1		1		2		1		1		2		1		2		1		3		2		2		2		1		1		2		1		2		2		2		2		2		3		2		2		1		3		2		2		3		2		1

		2001		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Other		Self-employed		TikTok		3 to 4 hours		Facebook		Education and career		1 to 2 years		5		3		5		5		5		5		5		5		4		4		3		5		4		3		2		2		4		2		4		5		3		4		4		4		3		4		3		5		5		4		4		2		3		3		3

		2003		Yes		Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Unemployed		Instagram		More than 4 hours		Instagram		Fashion and beauty		1 to 2 years		3		4		2		2		3		4		4		2		2		3		3		4		2		2		2		1		2		1		2		1		2		1		1		1		1		1		2		1		2		3		1		2		3		1		1

		2001		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Instagram		3 to 4 hours		YouTube		Education and career		6 months to 1 year		5		5		5		5		5		5		5		3		5		5		5		5		5		3		5		5		5		2		2		2		2		3		2		3		2		2		4		4		3		3		4		4		5		5		4		I mostly buy skincare and fashion items I first saw on Instagram reels.

		1998		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		YouTube		1 to 2 hours		Instagram		Entertainment and humour		More than 2 years		4		3		3		4		3		3		3		3		3		4		3		4		3		4		5		5		2		4		5		4		3		5		5		4		5		5		3		3		4		3		4		4		2		2		2		I trust local Bangladeshi influencers more than foreign ones.

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		1 to 2 hours		YouTube		Technology and electronics		More than 2 years		4		5		5		4		4		5		5		4		4		5		5		3		2		3		3		3		3		5		4		5		2		4		3		3		4		4		4		3		3		3		4		5		5		4		3

		2007		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Employed (full-time)		TikTok		3 to 4 hours		YouTube		Technology and electronics		More than 2 years		5		5		5		5		5		5		5		5		5		5		5		5		4		5		4		4		5		4		4		5		5		4		3		4		5		4		3		4		4		4		5		4		4		5		4		Influencers make me aware of new products but I still compare prices before buying.

		2006		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		3 to 4 hours		YouTube		Food and lifestyle		More than 2 years		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		2		2		1		2		3		2		2		2		2		2		2		1		1		1		3		1		2		3		3		Discount codes from influencers push me to buy faster.

		2004		Yes		YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		YouTube		More than 4 hours		YouTube		Entertainment and humour		1 to 2 years		4		3		5		5		3		4		3		3		3		4		4		3		2		4		4		4		2		2		2		2		4		4		3		3		3		4		3		4		3		3		4		5		5		5		4

		2000		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Employed (full-time)		Instagram		3 to 4 hours		Instagram		Education and career		More than 2 years		4		2		3		3		3		2		4		4		3		2		3		2		3		3		4		4		3		3		3		2		3		3		4		3		3		2		5		5		5		5		3		4		2		4		5

		2007		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		TikTok		3 to 4 hours		YouTube		Food and lifestyle		More than 2 years		4		4		4		3		3		3		4		3		3		5		4		3		3		4		3		4		3		2		3		3		2		3		2		4		4		3		3		2		3		3		5		4		5		5		3		Cash-on-delivery makes it easier to try products they recommend.

		2005		Yes		Instagram, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		More than 4 hours		YouTube		Fashion and beauty		6 months to 1 year		5		4		3		4		3		4		3		4		4		3		4		4		5		5		5		3		5		2		2		3		3		3		3		4		4		4		4		3		3		4		5		4		4		3		4

		2004		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		3 to 4 hours		YouTube		Fashion and beauty		More than 2 years		3		5		3		3		3		4		4		3		2		4		3		5		4		3		2		4		4		5		5		4		5		5		5		4		5		4		5		5		5		5		4		5		5		5		5

		2002		Yes		TikTok, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		3 to 4 hours		Instagram		Technology and electronics		Less than 6 months		4		3		2		3		4		4		4		3		5		4		3		5		3		3		4		2		3		4		3		5		3		5		5		5		5		5		3		1		2		3		3		4		4		4		4

		2000		Yes		Instagram, YouTube		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		TikTok		Entertainment and humour		More than 2 years		3		3		3		3		4		5		3		3		3		4		4		3		3		3		3		2		3		2		2		2		4		3		3		4		4		3		3		2		2		4		5		4		5		5		5

		1998		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		1 to 2 hours		TikTok		Education and career		More than 2 years		2		3		3		2		2		3		3		3		3		2		2		3		3		2		2		2		1		2		2		3		3		2		2		3		1		2		1		2		2		1		2		2		2		1		2

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Other		Student		Instagram		3 to 4 hours		Instagram		Fashion and beauty		Less than 6 months		4		3		3		2		3		1		3		3		2		4		2		3		1		2		1		2		1		2		2		3		2		2		4		4		4		3		2		3		2		3		2		1		2		2		2		I mostly buy skincare and fashion items I first saw on Instagram reels.

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Other		Student		Facebook		More than 4 hours		Instagram		Entertainment and humour		1 to 2 years		4		5		4		3		4		4		4		3		4		3		4		4		2		2		2		1		3		5		5		4		5		4		4		3		2		3		3		4		3		4		4		4		5		4		3

		2000		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Instagram		1 to 2 hours		TikTok		Food and lifestyle		Less than 6 months		2		4		2		3		5		3		3		4		3		3		2		3		2		3		3		4		4		1		2		2		1		3		4		3		3		4		3		3		2		2		4		3		2		1		3

		2001		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		Instagram		3 to 4 hours		Facebook		Entertainment and humour		More than 2 years		3		3		3		4		4		3		4		4		4		3		5		4		3		3		3		4		2		5		5		3		5		4		4		3		3		5		4		4		4		4		3		4		3		4		2

		2003		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		Instagram		Food and lifestyle		More than 2 years		4		5		5		5		5		5		5		5		5		5		5		5		3		4		4		4		4		4		5		5		5		4		2		2		2		2		5		5		5		4		5		5		5		5		5

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Non-binary / Gender diverse		Other		Employed (part-time)		YouTube		1 to 2 hours		Facebook		Health and fitness		1 to 2 years		5		4		5		4		5		4		4		4		5		5		4		5		2		2		3		1		3		5		4		3		3		3		2		2		1		1		3		3		4		4		2		3		4		3		3

		2005		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Self-employed		YouTube		3 to 4 hours		YouTube		Entertainment and humour		More than 2 years		4		2		1		3		1		3		2		3		2		3		2		2		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		2		1		1		I mostly buy skincare and fashion items I first saw on Instagram reels.

		2004		Yes		Facebook		Yes		Yes		Non-binary / Gender diverse		Undergraduate degree (Bachelor's)		Employed (full-time)		YouTube		1 to 2 hours		Facebook		Food and lifestyle		Less than 6 months		3		2		2		2		2		3		3		1		2		2		1		3		2		1		3		3		2		3		3		2		2		2		4		2		3		4		2		2		2		2		3		3		3		2		2

		2004		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		More than 4 hours		YouTube		Health and fitness		6 months to 1 year		4		5		5		5		5		5		4		5		5		5		4		5		5		5		5		5		5		5		5		4		5		4		5		4		5		5		4		5		4		5		5		5		4		5		5

		2002		Yes		TikTok, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Student		YouTube		More than 4 hours		YouTube		Other		1 to 2 years		5		4		4		4		4		3		4		3		5		4		4		4		2		2		3		3		3		3		3		2		1		3		3		2		4		3		1		3		2		1		2		2		2		2		4		Influencers make me aware of new products but I still compare prices before buying.

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Unemployed		YouTube		More than 4 hours		YouTube		Fashion and beauty		Less than 6 months		3		1		3		3		1		4		2		2		1		2		4		3		3		3		3		3		3		1		1		2		2		1		3		3		3		2		2		3		2		2		2		3		1		2		5

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		Facebook		Fashion and beauty		1 to 2 years		3		3		5		5		4		4		5		3		3		4		5		4		4		4		5		4		4		5		5		5		5		5		3		4		4		3		5		4		5		4		4		5		5		4		5

		2003		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Self-employed		Instagram		1 to 2 hours		YouTube		Health and fitness		6 months to 1 year		3		4		3		3		4		3		3		3		2		3		3		3		3		4		4		2		3		4		3		4		4		4		3		3		4		4		2		2		3		3		5		5		3		4		4

		1998		Yes		Instagram, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Employed (full-time)		YouTube		1 to 2 hours		YouTube		Food and lifestyle		1 to 2 years		5		5		5		5		5		4		4		5		4		5		5		5		4		5		5		5		5		3		4		2		3		2		5		5		5		5		4		5		4		4		4		4		5		5		5		Price is still the main factor for me, influence only creates awareness.

		2002		Yes		TikTok, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Instagram		1 to 2 hours		YouTube		Fashion and beauty		1 to 2 years		4		3		3		2		3		3		3		3		3		3		3		2		3		3		3		4		4		3		4		4		3		4		3		3		4		2		3		3		3		3		3		3		4		5		4

		1997		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		More than 4 hours		Facebook		Technology and electronics		More than 2 years		3		3		4		3		3		3		4		5		3		4		5		4		3		3		3		2		3		4		3		4		3		4		3		5		4		4		4		3		3		3		5		5		5		5		5		Authenticity matters most to me; I unfollow influencers who only do ads.

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (full-time)		Instagram		3 to 4 hours		Instagram		Education and career		6 months to 1 year		4		3		3		4		4		4		3		5		3		3		4		4		3		2		3		4		3		4		5		4		4		4		2		2		3		4		2		2		2		3		4		2		4		4		3

		2001		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		1 to 2 hours		YouTube		Food and lifestyle		More than 2 years		3		5		5		4		5		5		5		5		4		4		5		4		5		5		5		5		5		5		3		4		3		4		4		5		5		5		4		5		4		5		4		5		5		5		5		Sometimes I feel misled when sponsored content is not clearly labelled.

		1999		Yes		Instagram, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Student		YouTube		More than 4 hours		YouTube		Food and lifestyle		1 to 2 years		5		5		5		5		5		5		4		5		5		5		5		5		5		5		5		5		5		4		4		4		4		5		5		5		5		5		5		5		5		5		5		5		5		5		5

		1998		Yes		TikTok		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		3 to 4 hours		Facebook		Entertainment and humour		1 to 2 years		4		4		4		4		4		3		3		4		4		3		2		3		4		4		4		4		3		4		4		5		4		4		5		5		5		5		4		5		5		5		5		4		4		3		3

		2003		Yes		Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Self-employed		YouTube		Less than 1 hour		YouTube		Technology and electronics		1 to 2 years		1		1		1		1		1		1		1		1		1		1		1		1		1		1		3		1		2		2		1		2		1		2		1		2		2		1		5		4		3		3		3		1		1		1		1

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Prefer not to say		Higher Secondary School (HSC or equivalent)		Student		Instagram		1 to 2 hours		YouTube		Entertainment and humour		1 to 2 years		3		4		4		3		2		4		2		1		3		4		3		3		4		5		5		4		5		4		2		4		2		4		5		4		5		4		3		5		3		4		2		2		4		3		4

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Facebook		3 to 4 hours		Facebook		Technology and electronics		6 months to 1 year		4		4		4		3		3		3		4		3		3		3		4		4		4		3		4		5		3		5		5		4		5		5		4		4		4		4		5		5		5		5		5		5		5		5		5		Reviews on YouTube help me decide on electronics and gadgets.

		2003		Yes		Instagram, TikTok, YouTube		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		YouTube		More than 4 hours		YouTube		Entertainment and humour		1 to 2 years		5		5		5		4		5		5		4		5		4		4		5		5		4		4		4		5		4		4		5		5		5		5		5		4		4		4		5		3		4		4		4		5		5		5		5

		2001		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (part-time)		Facebook		1 to 2 hours		Instagram		Health and fitness		6 months to 1 year		3		3		2		2		1		3		3		2		1		3		4		2		4		4		3		3		3		2		3		1		2		3		3		3		2		2		3		3		4		2		2		2		3		2		2

		2003		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		More than 4 hours		Instagram		Fashion and beauty		1 to 2 years		5		5		4		5		4		5		4		4		4		4		3		4		5		5		5		5		5		3		3		3		3		4		4		4		4		5		3		5		4		4		5		5		4		5		5

		1996		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Self-employed		YouTube		More than 4 hours		Instagram		Entertainment and humour		1 to 2 years		5		4		4		3		4		3		5		5		4		4		4		4		4		5		4		5		4		4		4		3		4		3		5		4		3		4		5		4		4		4		5		5		5		4		4		Cash-on-delivery makes it easier to try products they recommend.

		2007		Yes		Instagram, YouTube		Yes		Yes		Male		Secondary School (SSC or equivalent)		Student		Facebook		More than 4 hours		Instagram		Technology and electronics		1 to 2 years		5		5		5		5		5		5		5		5		5		5		5		4		5		5		5		5		5		5		5		5		5		5		4		5		5		5		5		5		5		5		5		5		5		5		5

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Secondary School (SSC or equivalent)		Employed (full-time)		YouTube		1 to 2 hours		TikTok		Fashion and beauty		More than 2 years		4		5		4		4		3		4		3		4		4		4		4		4		3		2		3		3		2		1		2		1		1		1		3		3		3		2		1		3		2		2		2		3		2		3		2

		2005		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		TikTok		Less than 1 hour		Facebook		Fashion and beauty		6 months to 1 year		4		3		4		3		4		4		3		3		3		3		4		3		3		3		4		3		4		3		1		2		3		4		2		2		3		3		3		5		5		5		5		4		4		4		3

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		More than 4 hours		Facebook		Health and fitness		More than 2 years		3		3		3		2		4		3		4		3		3		4		3		3		3		1		4		3		2		2		1		2		2		2		5		5		5		5		1		5		3		3		2		3		3		4		4

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Employed (part-time)		YouTube		1 to 2 hours		Instagram		Fashion and beauty		More than 2 years		2		3		2		3		3		1		3		4		3		2		3		2		3		3		4		5		3		2		2		3		1		3		3		3		1		3		3		2		3		3		1		3		3		3		2		I trust local Bangladeshi influencers more than foreign ones.

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		3 to 4 hours		YouTube		Food and lifestyle		More than 2 years		2		3		4		3		3		3		2		2		2		3		3		2		3		3		4		2		3		1		1		3		2		2		5		5		4		4		2		1		2		1		2		3		2		3		2

		2006		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		TikTok		More than 4 hours		Instagram		Fashion and beauty		More than 2 years		1		1		1		1		1		1		2		1		3		1		1		3		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		2		1		1		1		2		1		1		1

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Unemployed		YouTube		1 to 2 hours		Facebook		Technology and electronics		6 months to 1 year		4		4		3		5		3		3		3		3		2		3		4		3		2		2		2		1		2		2		2		1		3		2		3		3		4		4		2		2		4		4		3		3		3		4		4

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Unemployed		Facebook		More than 4 hours		Instagram		Food and lifestyle		1 to 2 years		4		3		4		4		2		3		3		3		3		3		4		3		5		4		4		5		5		4		3		4		3		4		3		5		3		1		2		3		3		3		4		5		5		4		4

		2000		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Self-employed		YouTube		More than 4 hours		YouTube		Technology and electronics		6 months to 1 year		3		2		3		3		3		3		4		3		4		1		4		4		2		3		4		3		3		4		2		1		2		3		3		2		3		3		2		2		2		3		3		3		4		3		4		Peer reviews in comments matter as much as the influencer's opinion.

		2001		Yes		Instagram		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Facebook		3 to 4 hours		TikTok		Food and lifestyle		More than 2 years		5		4		4		4		4		3		4		3		3		4		4		3		5		5		5		5		5		5		4		4		4		4		5		4		5		5		5		5		5		5		5		5		4		5		5

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		YouTube		3 to 4 hours		YouTube		Fashion and beauty		1 to 2 years		4		3		4		4		4		2		4		3		3		4		3		5		1		3		3		3		3		3		3		4		3		2		5		4		5		5		3		3		2		3		4		4		5		3		3		Discount codes from influencers push me to buy faster.

		2002		Yes		TikTok, YouTube, Facebook		Yes		Yes		Prefer not to say		Postgraduate degree (Master's or above)		Self-employed		Instagram		More than 4 hours		TikTok		Health and fitness		6 months to 1 year		5		4		5		5		4		5		5		5		5		5		5		5		5		5		5		5		5		4		4		5		4		5		5		3		5		4		4		4		3		4		5		4		5		5		3

		1996		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		3 to 4 hours		Facebook		Food and lifestyle		More than 2 years		4		4		3		4		3		4		2		3		3		2		3		5		5		5		5		5		5		4		4		3		3		4		5		5		5		4		4		3		3		4		4		4		3		4		4

		2005		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		Instagram		Health and fitness		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		3		4		4		3		4		3		3		3		2		3		5		5		5		4		4		5		3		4		5		4		3		5		4

		2006		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (part-time)		Instagram		More than 4 hours		Facebook		Fashion and beauty		1 to 2 years		4		4		3		3		3		2		3		3		4		4		3		3		2		1		2		2		2		3		2		3		4		4		4		4		5		5		5		5		4		4		4		4		4		4		3

		1999		Yes		Instagram, TikTok, YouTube		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		YouTube		More than 4 hours		YouTube		Fashion and beauty		More than 2 years		5		5		5		5		4		5		5		5		5		5		4		5		5		5		5		5		5		5		5		4		4		4		5		4		5		3		4		5		5		4		4		4		5		4		4

		2003		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		1 to 2 hours		Facebook		Food and lifestyle		Less than 6 months		3		2		5		5		5		3		4		3		4		4		3		3		2		5		3		4		3		2		2		1		3		2		4		5		4		5		3		4		4		4		3		2		5		3		2		Price is still the main factor for me, influence only creates awareness.

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Other		Facebook		1 to 2 hours		Facebook		Technology and electronics		1 to 2 years		4		3		4		4		4		3		5		4		3		5		3		4		4		3		4		4		4		5		4		4		3		4		3		2		4		4		3		2		3		3		5		3		3		5		5

		2004		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Instagram		1 to 2 hours		Facebook		Food and lifestyle		More than 2 years		5		5		2		4		4		3		3		4		4		3		4		4		4		3		4		4		3		3		4		4		4		2		4		2		3		3		3		3		4		4		3		2		5		3		4

		2000		Yes		YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Instagram		3 to 4 hours		Instagram		Education and career		Less than 6 months		3		3		3		4		4		4		3		4		3		4		2		3		5		3		4		3		3		5		5		5		4		5		1		2		3		3		2		2		3		3		4		4		2		2		3

		2004		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		3 to 4 hours		Instagram		Food and lifestyle		1 to 2 years		5		5		5		5		4		4		5		5		4		4		4		4		4		3		4		2		4		4		4		5		5		5		5		5		5		5		3		3		2		2		4		4		5		3		4

		2004		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Instagram		3 to 4 hours		Instagram		Technology and electronics		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		3		3		3		4		3		5		5		5		5		3		4		4		5		5		5		5		5		5		Sometimes I feel misled when sponsored content is not clearly labelled.

		2004		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Instagram		3 to 4 hours		Instagram		Health and fitness		More than 2 years		3		3		3		3		5		5		4		3		3		3		2		4		3		4		3		4		3		5		4		4		5		5		3		2		4		2		3		3		3		2		2		3		3		2		3

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (part-time)		TikTok		More than 4 hours		YouTube		Fashion and beauty		6 months to 1 year		5		4		5		5		5		5		5		5		4		5		5		5		3		3		4		3		3		3		2		2		3		4		4		5		4		5		4		5		5		4		5		4		5		4		3

		2006		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Employed (part-time)		YouTube		More than 4 hours		Facebook		Technology and electronics		More than 2 years		3		5		4		4		5		4		4		4		4		4		5		4		4		4		5		3		5		4		5		5		4		5		5		5		5		4		4		5		5		5		5		5		5		4		5

		2000		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		Facebook		Food and lifestyle		More than 2 years		5		5		4		4		5		5		5		4		4		5		5		5		4		4		5		4		4		5		5		4		5		5		5		5		5		5		5		4		5		5		5		5		5		5		5

		1997		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Non-binary / Gender diverse		Higher Secondary School (HSC or equivalent)		Student		Facebook		3 to 4 hours		YouTube		Technology and electronics		6 months to 1 year		4		3		3		2		2		3		2		3		2		2		3		3		2		4		3		3		4		1		2		3		4		3		2		2		2		3		3		4		4		3		3		1		4		4		2

		2003		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Self-employed		Facebook		3 to 4 hours		YouTube		Fashion and beauty		1 to 2 years		2		1		2		2		3		1		2		3		1		1		3		3		1		1		1		2		1		1		1		2		1		2		1		1		1		2		2		2		3		2		1		1		1		1		1		Influencers make me aware of new products but I still compare prices before buying.

		2001		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Student		Instagram		3 to 4 hours		Facebook		Education and career		1 to 2 years		5		5		4		5		5		5		5		5		5		5		5		5		4		4		4		4		4		4		3		4		3		3		3		3		3		4		2		1		2		3		4		4		3		4		4

		2005		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		TikTok		1 to 2 hours		Facebook		Entertainment and humour		More than 2 years		2		1		1		1		2		2		1		2		2		2		1		1		1		1		2		2		1		1		2		1		2		1		1		1		1		1		2		2		1		3		1		3		1		1		1		Price is still the main factor for me, influence only creates awareness.

		2005		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Other		Student		YouTube		More than 4 hours		Instagram		Fashion and beauty		1 to 2 years		3		4		3		4		2		3		4		3		4		3		4		3		5		4		5		5		4		4		3		5		4		4		5		5		5		5		5		5		4		5		2		5		5		5		5		Authenticity matters most to me; I unfollow influencers who only do ads.

		2001		Yes		Instagram, TikTok, YouTube		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		Instagram		More than 4 hours		YouTube		Health and fitness		6 months to 1 year		3		5		3		3		2		3		3		3		4		3		4		3		3		4		4		3		3		3		3		4		4		5		4		3		3		4		4		2		4		3		4		3		4		5		3		Influencers make me aware of new products but I still compare prices before buying.

		2007		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Instagram		3 to 4 hours		Facebook		Education and career		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		3		3		4		3		3		3		4		4		3		4		4		5		5		5		5		4		5		5		4		4		3		5		5

		2000		Yes		Instagram, YouTube		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (full-time)		TikTok		More than 4 hours		TikTok		Food and lifestyle		More than 2 years		3		4		2		2		3		2		4		3		3		3		4		4		4		2		3		2		4		3		1		3		3		1		4		4		5		5		2		2		2		2		4		2		3		3		3

		2002		Yes		Instagram, TikTok, YouTube		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		TikTok		Education and career		1 to 2 years		2		2		3		2		1		2		2		2		2		2		1		1		5		3		3		2		3		3		2		3		2		1		3		3		1		1		1		1		1		1		3		4		3		2		2		Sometimes I feel misled when sponsored content is not clearly labelled.

		2000		Yes		YouTube, Facebook		Yes		Yes		Prefer not to say		Postgraduate degree (Master's or above)		Employed (full-time)		YouTube		1 to 2 hours		Facebook		Health and fitness		More than 2 years		4		3		4		5		5		4		3		5		4		5		5		3		4		4		3		4		3		3		4		3		4		4		4		4		4		3		3		3		3		2		4		5		4		4		5		Cash-on-delivery makes it easier to try products they recommend.

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Other		Student		Facebook		3 to 4 hours		Facebook		Entertainment and humour		1 to 2 years		3		3		5		4		5		5		3		3		4		3		4		3		3		4		4		4		5		3		4		4		4		3		3		4		3		4		4		3		3		4		4		4		2		4		3

		1999		Yes		Instagram, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Instagram		3 to 4 hours		Facebook		Other		More than 2 years		3		5		3		4		5		5		4		4		4		4		5		4		2		3		4		3		4		1		2		2		2		2		4		3		3		4		3		4		4		3		2		3		5		3		3		Reviews on YouTube help me decide on electronics and gadgets.

		1997		Yes		YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		YouTube		More than 4 hours		Facebook		Fashion and beauty		Less than 6 months		5		4		4		4		4		3		4		5		4		4		5		5		4		2		4		2		5		2		2		3		2		3		3		2		4		2		1		2		3		2		2		3		2		2		2

		2002		Yes		Instagram, YouTube		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		Instagram		Technology and electronics		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		4		4		5		5		5		5		5		5		4		5		5		5		5		5		5		I trust local Bangladeshi influencers more than foreign ones.

		2007		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		3 to 4 hours		TikTok		Technology and electronics		More than 2 years		4		5		5		5		5		5		5		4		5		4		4		5		4		5		4		4		4		3		3		2		3		3		5		5		4		4		3		3		4		3		3		5		4		4		4

		2006		Yes		Instagram		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		More than 4 hours		YouTube		Fashion and beauty		More than 2 years		4		4		5		5		5		5		5		5		5		5		5		4		3		2		3		4		4		5		4		5		4		4		5		4		5		5		4		3		3		3		4		4		4		3		4

		2004		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		YouTube		Food and lifestyle		6 months to 1 year		4		3		5		4		4		3		4		4		5		4		4		5		5		5		5		3		5		4		5		5		5		5		3		3		3		3		4		3		3		3		5		4		3		3		3

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		More than 4 hours		YouTube		Other		1 to 2 years		5		4		5		5		5		5		5		3		5		4		5		4		5		5		5		5		5		4		4		5		3		5		4		3		4		4		2		4		3		3		5		5		5		5		5

		2006		Yes		Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Unemployed		Instagram		3 to 4 hours		YouTube		Fashion and beauty		1 to 2 years		5		4		4		5		5		5		4		4		4		5		4		5		3		4		3		2		4		4		5		4		5		3		5		4		4		4		4		3		3		3		4		3		2		3		2		Cash-on-delivery makes it easier to try products they recommend.

		2002		Yes		Instagram, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Student		TikTok		More than 4 hours		TikTok		Technology and electronics		1 to 2 years		3		1		1		2		2		2		1		2		1		1		1		1		1		3		3		3		3		1		3		2		2		3		1		2		3		2		1		1		1		1		2		2		2		1		2		I mostly buy skincare and fashion items I first saw on Instagram reels.

		2001		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (part-time)		Instagram		More than 4 hours		Facebook		Entertainment and humour		6 months to 1 year		4		3		3		3		4		4		4		4		3		4		5		4		3		3		3		2		2		3		4		4		3		4		3		2		2		3		2		2		2		2		3		2		2		3		2		Discount codes from influencers push me to buy faster.

		2005		Yes		YouTube, Facebook		Yes		Yes		Male		Secondary School (SSC or equivalent)		Unemployed		YouTube		1 to 2 hours		TikTok		Food and lifestyle		More than 2 years		5		5		4		4		4		5		5		5		4		4		4		5		4		3		3		2		3		3		3		3		4		3		3		4		3		3		4		5		4		4		4		5		3		5		5		Sometimes I feel misled when sponsored content is not clearly labelled.

		2004		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Student		TikTok		More than 4 hours		TikTok		Technology and electronics		6 months to 1 year		1		2		2		2		3		2		3		3		2		2		2		3		3		3		3		2		3		4		3		3		3		3		2		3		2		4		2		2		3		4		2		3		3		3		2

		2001		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Instagram		1 to 2 hours		Instagram		Other		More than 2 years		4		3		3		3		4		3		4		3		4		2		3		2		2		1		2		2		1		4		3		4		2		3		5		4		5		4		2		3		2		2		3		3		3		3		3		Price is still the main factor for me, influence only creates awareness.

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Self-employed		Facebook		3 to 4 hours		Instagram		Technology and electronics		Less than 6 months		4		4		4		4		4		4		4		3		5		5		4		4		2		2		3		3		3		2		2		3		2		3		2		3		2		2		3		3		2		2		3		3		3		2		2

		2004		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		TikTok		3 to 4 hours		Facebook		Fashion and beauty		Less than 6 months		5		5		4		5		5		4		5		5		5		5		5		5		5		5		5		5		5		5		3		5		4		4		4		5		4		4		5		5		5		5		5		5		4		5		5		Authenticity matters most to me; I unfollow influencers who only do ads.

		2000		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		TikTok		Fashion and beauty		1 to 2 years		2		3		3		3		3		4		2		3		3		4		3		3		3		3		2		2		2		3		4		2		3		3		5		4		5		4		3		3		3		4		3		4		3		4		2

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Instagram		Less than 1 hour		Instagram		Entertainment and humour		1 to 2 years		4		4		4		5		5		4		4		4		3		4		5		5		3		3		3		3		3		2		3		3		2		2		3		2		4		4		2		3		4		4		4		3		4		4		4

		2000		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		YouTube		1 to 2 hours		Facebook		Food and lifestyle		1 to 2 years		5		5		5		5		5		5		5		5		5		5		5		5		3		3		4		2		3		4		4		5		3		5		4		4		4		3		4		4		4		4		5		5		4		4		2

		1998		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		TikTok		3 to 4 hours		YouTube		Technology and electronics		Less than 6 months		3		3		4		4		5		3		4		5		3		5		4		3		4		4		5		3		3		2		3		2		2		3		3		3		2		2		4		2		3		3		2		2		1		1		1

		2005		Yes		YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Other		TikTok		3 to 4 hours		Instagram		Fashion and beauty		More than 2 years		3		2		3		2		2		2		2		1		3		2		3		3		3		4		2		3		3		5		5		5		5		5		4		3		4		4		3		4		4		5		2		4		4		4		3

		1999		Yes		TikTok, YouTube		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Unemployed		Instagram		3 to 4 hours		TikTok		Technology and electronics		More than 2 years		4		3		3		4		3		3		4		4		5		5		5		5		3		3		3		4		3		2		2		1		1		1		2		3		3		4		3		3		2		3		3		4		3		3		5

		1999		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		Less than 1 hour		Instagram		Entertainment and humour		More than 2 years		2		1		2		2		2		2		2		2		3		2		2		1		2		2		2		3		1		1		1		1		1		1		2		2		2		1		1		2		1		1		1		1		2		1		2

		2003		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (full-time)		Facebook		1 to 2 hours		YouTube		Technology and electronics		6 months to 1 year		5		4		3		4		4		4		2		3		4		4		5		4		3		3		4		5		4		4		3		3		5		4		3		5		4		3		4		3		3		4		4		4		4		4		5

		2006		Yes		TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		More than 4 hours		Instagram		Other		1 to 2 years		4		4		3		4		5		3		4		4		3		4		4		4		4		4		4		3		5		5		4		4		5		4		5		3		2		3		4		4		4		5		4		3		2		5		4		Influencers make me aware of new products but I still compare prices before buying.

		1999		Yes		TikTok, YouTube		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Self-employed		YouTube		Less than 1 hour		Instagram		Food and lifestyle		1 to 2 years		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		3		5		4		3		3		4		5		4		5		5		4		4		4		4		4		3

		2001		Yes		Instagram, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		3 to 4 hours		Instagram		Technology and electronics		1 to 2 years		5		5		4		5		5		4		5		5		5		4		4		4		3		2		4		4		4		5		4		5		5		4		5		5		5		4		5		5		4		4		4		4		4		5		5		Peer reviews in comments matter as much as the influencer's opinion.

		2005		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Unemployed		Facebook		More than 4 hours		YouTube		Entertainment and humour		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		3		1		4		4		3		5		5		5		5		5		5		4		4		5		5		5		5		5		Discount codes from influencers push me to buy faster.

		2007		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (part-time)		YouTube		Less than 1 hour		Instagram		Technology and electronics		Less than 6 months		2		4		2		4		4		3		4		3		3		3		4		2		2		2		1		1		1		2		1		2		3		2		2		2		1		3		3		3		2		2		4		3		1		3		2

		2002		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Student		Facebook		More than 4 hours		Facebook		Food and lifestyle		1 to 2 years		4		4		2		3		3		3		4		3		4		3		5		3		4		3		4		3		4		3		2		1		3		1		2		3		2		2		3		4		4		4		4		4		4		5		4		Influencers make me aware of new products but I still compare prices before buying.

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		1 to 2 hours		Instagram		Entertainment and humour		6 months to 1 year		3		5		3		4		5		5		4		4		3		4		5		4		5		5		5		5		5		2		2		3		3		2		4		3		3		3		3		4		2		4		2		3		4		3		3

		1996		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (part-time)		Facebook		More than 4 hours		YouTube		Food and lifestyle		1 to 2 years		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5

		2000		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		YouTube		More than 4 hours		TikTok		Technology and electronics		6 months to 1 year		5		5		5		5		5		5		5		5		5		5		5		5		5		5		4		5		4		4		3		2		3		3		5		5		4		5		5		5		5		5		5		4		5		5		4

		1999		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		TikTok		Other		6 months to 1 year		4		4		3		3		4		4		3		4		3		3		4		3		5		4		4		4		5		4		3		2		3		3		5		5		5		4		4		3		3		3		3		4		3		4		4

		2004		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Self-employed		Instagram		1 to 2 hours		Instagram		Fashion and beauty		1 to 2 years		2		2		3		2		2		2		1		1		2		1		1		2		1		2		1		3		2		2		2		2		3		2		3		4		4		4		3		4		2		4		1		3		1		2		2

		1998		Yes		Instagram, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Employed (full-time)		YouTube		3 to 4 hours		Facebook		Food and lifestyle		1 to 2 years		4		3		3		3		3		3		3		2		3		2		2		4		3		3		3		4		3		1		2		1		1		1		3		3		3		3		5		4		5		4		3		1		3		3		2

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Student		YouTube		More than 4 hours		Facebook		Fashion and beauty		1 to 2 years		4		5		5		3		5		4		5		4		5		5		5		5		4		4		4		3		2		5		4		4		4		4		5		5		5		5		5		5		5		3		5		5		5		5		5		Peer reviews in comments matter as much as the influencer's opinion.

		2004		Yes		Instagram, TikTok, Facebook		Yes		Yes		Non-binary / Gender diverse		Higher Secondary School (HSC or equivalent)		Student		TikTok		1 to 2 hours		Instagram		Food and lifestyle		1 to 2 years		3		2		3		3		3		4		3		3		3		3		3		2		4		3		1		2		3		3		2		3		1		2		3		3		3		4		3		4		4		4		2		1		2		2		2		Peer reviews in comments matter as much as the influencer's opinion.

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		Instagram		Fashion and beauty		More than 2 years		4		4		4		4		3		4		4		4		4		4		4		4		5		4		3		4		5		4		3		3		5		4		2		3		3		2		3		3		3		4		3		2		2		2		3

		1999		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Unemployed		YouTube		Less than 1 hour		Facebook		Health and fitness		1 to 2 years		2		5		2		3		2		4		3		4		3		2		4		2		4		3		4		3		4		3		5		4		3		3		2		2		2		2		2		1		1		2		3		2		3		3		3

		2005		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		More than 4 hours		YouTube		Fashion and beauty		1 to 2 years		5		5		5		5		5		5		5		5		5		5		5		5		4		5		2		3		3		5		5		5		5		5		5		4		4		5		3		4		4		4		5		5		4		4		4		Price is still the main factor for me, influence only creates awareness.

		2004		Yes		Instagram, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Instagram		3 to 4 hours		Instagram		Health and fitness		More than 2 years		4		3		2		2		3		3		3		4		2		4		3		3		3		5		4		3		3		3		2		3		4		3		3		4		3		2		3		3		3		3		4		3		4		5		3

		2004		Yes		YouTube, Facebook		Yes		Yes		Non-binary / Gender diverse		Higher Secondary School (HSC or equivalent)		Student		Instagram		3 to 4 hours		Instagram		Food and lifestyle		1 to 2 years		2		1		3		1		1		1		1		1		2		1		1		1		1		2		1		2		1		1		1		3		2		3		1		1		1		1		1		1		1		1		1		1		3		2		1

		1999		Yes		TikTok, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Unemployed		Facebook		More than 4 hours		YouTube		Food and lifestyle		More than 2 years		4		3		3		2		4		5		4		4		5		5		3		3		4		4		4		3		5		4		4		4		5		3		4		3		2		4		3		3		3		4		3		3		4		3		3		Cash-on-delivery makes it easier to try products they recommend.

		1998		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		3 to 4 hours		YouTube		Food and lifestyle		More than 2 years		4		5		4		4		5		5		5		5		5		5		3		4		3		3		2		2		2		3		2		3		2		2		1		3		3		2		2		1		3		4		4		3		3		4		3		Discount codes from influencers push me to buy faster.

		2006		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Self-employed		Facebook		3 to 4 hours		YouTube		Education and career		Less than 6 months		3		2		2		2		2		3		1		2		3		2		3		3		4		5		5		4		4		3		2		2		4		5		2		1		3		3		4		4		3		5		2		1		1		2		2

		2001		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		Facebook		3 to 4 hours		Facebook		Technology and electronics		1 to 2 years		4		4		3		4		5		5		4		3		5		3		3		4		3		2		5		2		2		3		2		4		3		3		3		3		2		4		2		2		3		3		3		3		2		4		2		Influencers make me aware of new products but I still compare prices before buying.

		2001		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Employed (part-time)		Facebook		3 to 4 hours		YouTube		Food and lifestyle		More than 2 years		3		1		3		3		2		3		3		2		3		1		3		2		4		3		2		5		3		3		2		2		2		1		3		5		2		4		3		2		2		3		4		2		4		2		4		Reviews on YouTube help me decide on electronics and gadgets.

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Unemployed		TikTok		1 to 2 hours		TikTok		Entertainment and humour		More than 2 years		5		4		5		5		4		5		5		5		4		5		5		3		5		4		5		5		5		5		4		5		5		5		5		4		3		5		5		5		5		5		5		5		5		5		5

		2004		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (part-time)		TikTok		More than 4 hours		YouTube		Technology and electronics		1 to 2 years		2		1		1		2		2		1		2		2		3		3		1		2		1		1		1		1		1		2		1		2		1		1		4		4		4		4		3		1		3		1		3		1		1		2		1

		2007		Yes		Instagram, TikTok, Facebook		Yes		Yes		Female		Secondary School (SSC or equivalent)		Unemployed		Instagram		More than 4 hours		TikTok		Fashion and beauty		Less than 6 months		1		2		1		1		1		1		1		3		2		1		2		1		4		3		3		3		3		3		1		3		2		3		3		1		3		4		2		4		5		2		4		4		4		4		3

		2000		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		YouTube		1 to 2 hours		Instagram		Entertainment and humour		1 to 2 years		4		5		3		5		4		4		5		5		4		5		4		5		4		3		3		3		3		3		3		4		4		3		3		4		4		3		3		5		4		3		3		4		4		3		2

		2006		Yes		YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (part-time)		Facebook		3 to 4 hours		Instagram		Food and lifestyle		6 months to 1 year		1		2		3		3		3		3		3		3		2		2		1		2		2		4		3		2		1		1		2		1		1		1		3		3		3		3		3		4		3		3		2		3		2		1		2

		1996		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		TikTok		1 to 2 hours		TikTok		Fashion and beauty		More than 2 years		1		1		1		1		1		1		1		1		1		1		1		1		1		2		1		2		1		3		2		3		3		4		1		3		1		3		4		3		3		2		1		2		2		3		2

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		YouTube		More than 4 hours		YouTube		Technology and electronics		1 to 2 years		5		5		4		4		5		4		5		5		4		5		4		5		4		3		4		4		4		4		4		3		4		4		4		5		4		4		3		4		4		3		5		4		5		5		5

		2003		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Self-employed		TikTok		More than 4 hours		Instagram		Fashion and beauty		More than 2 years		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		4		4		5		4		5		5		5		5		5		4		4		5		5		5		5		5		5

		1998		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Unemployed		Instagram		More than 4 hours		TikTok		Food and lifestyle		More than 2 years		4		5		5		5		4		4		5		5		4		5		5		5		3		3		3		2		2		5		4		3		3		4		3		3		3		2		2		2		3		2		4		5		3		4		3

		1999		Yes		Instagram, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Employed (full-time)		Instagram		1 to 2 hours		YouTube		Education and career		1 to 2 years		2		2		2		4		2		2		3		2		2		2		1		2		3		2		1		1		2		2		1		1		2		1		1		1		2		4		3		2		3		2		1		1		1		1		1

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Instagram		1 to 2 hours		YouTube		Fashion and beauty		1 to 2 years		5		4		4		4		5		3		4		2		4		4		5		4		3		3		2		3		3		3		2		2		2		3		3		4		5		5		4		3		3		3		3		3		3		1		2

		2007		Yes		Instagram, TikTok, Facebook		Yes		Yes		Female		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		Facebook		Education and career		More than 2 years		3		3		2		2		3		3		3		3		3		3		2		4		4		3		4		4		3		3		2		3		2		3		2		1		1		1		3		2		1		2		4		2		4		2		5		Authenticity matters most to me; I unfollow influencers who only do ads.

		2003		Yes		Instagram, TikTok, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		TikTok		1 to 2 hours		Facebook		Entertainment and humour		More than 2 years		5		5		5		4		5		5		5		5		5		5		5		4		2		4		3		2		3		2		2		2		2		3		5		3		4		5		3		4		3		3		4		4		4		4		4

		2006		Yes		Instagram, Facebook		Yes		Yes		Non-binary / Gender diverse		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		YouTube		Health and fitness		More than 2 years		4		3		4		4		3		5		4		3		3		5		4		3		2		2		4		3		3		1		2		2		1		3		5		3		3		4		3		3		2		3		4		4		3		1		1

		2005		Yes		Instagram, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Facebook		1 to 2 hours		Instagram		Education and career		Less than 6 months		3		1		2		1		1		2		2		2		3		2		2		2		3		2		3		2		4		2		2		2		2		3		3		3		3		1		1		2		3		1		2		1		1		2		1

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Instagram		More than 4 hours		YouTube		Education and career		1 to 2 years		3		3		4		4		3		3		3		3		4		4		3		2		3		4		2		2		1		4		3		3		3		4		4		3		3		2		2		2		1		1		2		2		4		2		4		Influencers make me aware of new products but I still compare prices before buying.

		2005		Yes		Instagram, TikTok, Facebook		Yes		Yes		Female		Postgraduate degree (Master's or above)		Student		Instagram		1 to 2 hours		YouTube		Other		6 months to 1 year		4		3		3		4		4		4		5		3		4		4		3		5		1		3		3		2		3		1		3		3		3		3		2		2		2		3		1		2		2		2		3		4		3		5		5

		1996		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Employed (part-time)		Facebook		1 to 2 hours		Instagram		Food and lifestyle		More than 2 years		1		2		1		2		2		1		1		2		2		1		2		2		5		4		5		5		5		1		1		2		1		2		1		2		3		2		3		3		3		3		2		2		3		4		2

		1998		Yes		Instagram, YouTube, Facebook		Yes		Yes		Male		Other		Student		Instagram		More than 4 hours		Instagram		Fashion and beauty		1 to 2 years		4		3		4		4		4		4		4		4		5		5		5		5		5		5		5		5		4		4		3		4		3		3		5		4		5		5		3		5		3		4		5		5		5		5		5

		2005		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Secondary School (SSC or equivalent)		Unemployed		Facebook		3 to 4 hours		Instagram		Technology and electronics		1 to 2 years		5		5		4		5		4		5		5		5		5		5		5		5		1		2		3		3		3		2		3		2		2		2		3		3		3		3		4		4		4		3		3		5		4		4		4

		2005		Yes		Instagram, TikTok, YouTube		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Employed (full-time)		Instagram		More than 4 hours		YouTube		Technology and electronics		6 months to 1 year		5		5		5		5		4		3		5		5		4		4		4		5		5		4		5		5		5		5		5		5		5		5		5		2		4		2		3		3		4		3		5		5		5		4		5		Discount codes from influencers push me to buy faster.

		2000		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		YouTube		3 to 4 hours		TikTok		Fashion and beauty		1 to 2 years		5		5		5		4		5		5		5		4		5		5		5		4		1		3		3		4		3		3		3		5		3		3		4		3		5		4		2		3		3		2		4		4		5		4		4		Peer reviews in comments matter as much as the influencer's opinion.

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Student		Facebook		More than 4 hours		Instagram		Health and fitness		More than 2 years		3		3		4		4		4		2		3		3		2		3		5		3		2		2		1		1		2		2		1		2		1		1		4		2		2		2		2		4		2		3		1		1		3		3		2

		2003		Yes		TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Instagram		3 to 4 hours		Facebook		Fashion and beauty		6 months to 1 year		2		3		3		2		3		3		2		3		3		2		3		2		3		3		4		4		5		3		3		3		3		3		2		2		2		3		2		2		2		3		5		5		5		4		5		I trust local Bangladeshi influencers more than foreign ones.

		2006		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Postgraduate degree (Master's or above)		Unemployed		Instagram		3 to 4 hours		Facebook		Entertainment and humour		Less than 6 months		4		3		2		3		2		2		3		1		4		3		3		3		1		3		3		2		4		3		4		4		4		4		3		2		2		3		3		1		1		2		3		3		4		3		3

		2003		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		3 to 4 hours		Instagram		Food and lifestyle		More than 2 years		3		4		4		2		4		4		1		2		3		4		3		4		5		4		4		4		4		4		4		3		4		5		4		2		3		3		3		4		1		3		5		5		3		3		4		Price is still the main factor for me, influence only creates awareness.

		2002		Yes		Instagram, YouTube, Facebook		Yes		Yes		Female		Other		Student		Instagram		3 to 4 hours		Facebook		Fashion and beauty		More than 2 years		2		3		3		3		2		3		2		3		1		3		2		4		4		3		2		2		2		4		4		2		3		4		2		2		2		3		5		3		5		5		3		4		5		4		3

		2001		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Unemployed		YouTube		1 to 2 hours		Instagram		Fashion and beauty		6 months to 1 year		1		3		2		3		2		3		4		4		3		2		3		3		1		1		1		1		1		1		1		1		1		1		1		1		1		1		2		1		2		1		3		2		2		1		4

		2002		Yes		Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Unemployed		YouTube		3 to 4 hours		Facebook		Food and lifestyle		6 months to 1 year		5		5		5		4		3		4		4		4		3		4		4		5		4		3		3		4		4		3		2		2		4		5		3		3		3		4		2		3		3		3		3		4		4		4		4		Peer reviews in comments matter as much as the influencer's opinion.

		2003		Yes		TikTok, YouTube, Facebook		Yes		Yes		Male		Other		Student		Instagram		1 to 2 hours		Facebook		Food and lifestyle		More than 2 years		3		2		2		2		3		1		1		1		2		1		1		2		3		4		2		2		2		2		3		2		1		2		3		4		3		4		4		3		2		3		1		3		2		2		2

		2006		Yes		Instagram, TikTok, Facebook		Yes		Yes		Male		Undergraduate degree (Bachelor's)		Student		Facebook		More than 4 hours		Instagram		Fashion and beauty		More than 2 years		5		5		5		5		4		5		5		4		5		5		5		5		3		5		5		4		4		4		5		5		4		4		5		3		5		5		3		5		4		4		5		5		5		5		5

		2002		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		Facebook		1 to 2 hours		Facebook		Food and lifestyle		1 to 2 years		1		2		1		1		2		1		2		2		2		2		3		2		1		1		1		1		1		1		1		1		1		1		3		3		3		4		3		2		3		2		1		1		1		2		2		Discount codes from influencers push me to buy faster.

		2000		Yes		YouTube, Facebook		Yes		Yes		Female		Undergraduate degree (Bachelor's)		Student		TikTok		1 to 2 hours		Facebook		Fashion and beauty		6 months to 1 year		3		3		3		3		2		3		3		2		2		2		3		2		3		3		3		2		2		1		1		1		1		1		2		2		1		1		3		3		3		3		3		3		2		3		2

		2000		Yes		Instagram, TikTok, YouTube, Facebook		Yes		Yes		Male		Higher Secondary School (HSC or equivalent)		Student		Facebook		1 to 2 hours		Facebook		Food and lifestyle		6 months to 1 year		5		5		5		4		5		5		5		5		5		5		5		5		5		5		3		5		5		4		3		4		3		5		5		5		5		5		3		5		4		4		4		4		4		3		5
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Statistics
Age (years,
2026 minus Most-used
Gender birth year) Education level  Occupation platform
N Valid 165 165 165 165 165
Missing 0 0 0 0 0
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Statistics

Main platform

Hours per day for followed Influencer Following Platforms used:
on social media influencer content type duration YouTube
N Valid 165 165 165 165 165
Missing 0 0 0 0 0
Statistics
Platforms used: Platforms used: Platforms used:
Facebook Instagram TikTok
N Valid 165 165 165
Missing 0 0 0
Frequency Table
Gender
Cumulative
Frequency Percent Valid Percent Percent
Valid Male 85 51.5 515 515
Female 71 43.0 43.0 94.5
Non-binary / Gender 6 3.6 3.6 98.2
diverse
Prefer not to say 3 1.8 1.8 100.0
Total 165 100.0 100.0
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Age (years, 2026 minus birth year)

Cumulative
Frequency Percent Valid Percent Percent
Valid 19.00 8 4.8 4.8 4.8
20.00 17 10.3 10.3 15.2
21.00 14 8.5 8.5 23.6
22.00 18 10.9 10.9 34.5
23.00 19 11.5 115 46.1
24.00 26 15.8 15.8 61.8
25.00 15 9.1 9.1 70.9
26.00 15 9.1 9.1 80.0
27.00 15 9.1 9.1 89.1
28.00 15 9.1 9.1 98.2
29.00 3 1.8 1.8 100.0
Total 165 100.0 100.0
Education level
Cumulative
Frequency Percent Valid Percent Percent
Valid Secondary (SSC) 10 6.1 6.1 6.1
Higher Secondary (HSC) 39 23.6 23.6 29.7
Undergraduate (Bachelor's) 77 46.7 46.7 76.4
Postgraduate (Master's+) 29 17.6 17.6 93.9
Other 10 6.1 6.1 100.0
Total 165 100.0 100.0
Occupation
Cumulative
Frequency Percent Valid Percent Percent
Valid Student 94 57.0 57.0 57.0
Employed (full-time) 28 17.0 17.0 73.9
Employed (part-time) 11 6.7 6.7 80.6
Self-employed 13 7.9 7.9 88.5
Unemployed 17 10.3 10.3 98.8
Other 2 1.2 1.2 100.0
Total 165 100.0 100.0
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Most-used platform

Cumulative
Frequency Percent Valid Percent Percent
Valid Facebook 51 30.9 30.9 30.9
Instagram 46 27.9 27.9 58.8
TikTok 19 11.5 11.5 70.3
YouTube 49 29.7 29.7 100.0
Total 165 100.0 100.0
Hours per day on social media
Cumulative
Frequency Percent Valid Percent Percent
Valid  Less than 1 hour 9 55 55 55
1to 2 hours 50 30.3 30.3 35.8
3 to 4 hours 52 315 31.5 67.3
More than 4 hours 54 32.7 32.7 100.0
Total 165 100.0 100.0
Main platform for followed influencer
Cumulative
Frequency Percent Valid Percent Percent
Valid  Facebook 45 27.3 27.3 27.3
Instagram 48 29.1 29.1 56.4
TikTok 22 13.3 13.3 69.7
YouTube 50 30.3 30.3 100.0
Total 165 100.0 100.0

Page 5





Influencer content type

Cumulative
Frequency Percent Valid Percent Percent

Valid Fashion and beauty 40 24.2 242 242

Technology and electronics 31 18.8 18.8 43.0

Entertainment and humour 21 12.7 12.7 55.8

Health and fithess 16 9.7 9.7 65.5

Food and lifestyle 35 21.2 21.2 86.7

Education and career 14 8.5 8.5 95.2

Other 8 4.8 4.8 100.0

Total 165 100.0 100.0

Following duration
Cumulative
Frequency Percent Valid Percent Percent

Valid  Less than 6 months 18 10.9 10.9 10.9

6 months to 1 year 35 21.2 21.2 32.1

1to 2 years 57 34.5 345 66.7

More than 2 years 55 33.3 33.3 100.0

Total 165 100.0 100.0

Platforms used: YouTube
Cumulative
Frequency Percent Valid Percent Percent

Valid  Not selected 36 21.8 21.8 21.8

Selected 129 78.2 78.2 100.0

Total 165 100.0 100.0

Platforms used: Facebook
Cumulative
Frequency Percent Valid Percent Percent

Valid  Not selected 14 8.5 8.5

Selected 151 91.5 91.5 100.0

Total 165 100.0 100.0
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Platforms used: Instagram

Cumulative
Valid Percent Percent
Valid Not selected 24.2 24.2
Selected 75.8 100.0
Total 100.0
Platforms used: TikTok
Cumulative
Valid Percent Percent
Valid Not selected 48.5 48.5
Selected 51.5 100.0
Total 100.0
Bar Chart
Gender
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Occupation
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Platforms used: YouTube
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*

* 2) RELIABILITY - Cronbach's al pha (Menu: Analyze > Scale > Reliability Analysis; Statis
tics > Scale if itemdel eted).
* EXPECT: CRED a=.969 | AUTH a=.919 | PARA a=.926 | BRAT a=. 905 | ENGACE a=.906 | PINT
a=. 915.
* Al well above the .70 threshol d
*
RELI ABI LI TY / VARI ABLES=CR1_Know edgeabl e CR2_Expert CR3_Wel | I nf or med CR4_Tr ust Knowl edge
CR5_Honest CR6_Not For Money CR7_Cenui nel yUses CR8_Tr anspar ent Sponsor ed
CR9O_Appeal i ngl mage CR10_Enj oyabl ePersonal ity CR11 _Simi | ar Val ues CR12_Engagi ngStyl e
/ SCALE(' Credibility ) ALL / MODEL=ALPHA / SUMVARY=TOTAL.

Reliability
Notes
Output Created 03-SEP-2026 03:51:45
Comments
Input Data (=
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav
Active Dataset clean
Filter <none>
Weight <none>
Split File <none>
N of Rows in Working Data 165
File
Matrix Input
Missing Value Handling Definition of Missing User-defined missing
values are treated as
missing.
Cases Used Statistics are based on all

cases with valid data for
all variables in the
procedure.
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Notes

Syntax

Resources Processor Time

Elapsed Time

RELIABILITY
/VARIABLES=CR1_Knowl
edgeable CR2_Expert
CR3_Wellinformed
CR4_TrustKnowledge

CR5_Honest
CR6_NotForMoney
CR7_GenuinelyUses
CR8_TransparentSponsor
ed

CR9_Appealinglmage
CR10_EnjoyablePersonali
ty CR11_SimilarValues
CR12_EngagingStyle

/SCALE('Credibility’) ALL

IMODEL=ALPHA
/ISUMMARY=TOTAL.

00:00:00.02
00:00:00.54

Scale: Credibility

Case Processing Summary

N %
Cases Valid 165 100.0
Excluded® 0 0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
.969 12
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ltem-Total Statistics

Corrected Item- Cronbach's
Scale Mean if =~ Scale Variance Total Alpha if Item
Item Deleted if Item Deleted Correlation Deleted
Influencer is knowledgeable 38.9939 138.494 .802 .967
Influencer is an expert 39.0727 135.836 .833 .966
Influencer is well informed 39.1636 137.004 .825 .966
| trust the influencer’s 39.0970 136.271 .853 .965
knowledge
Influencer is honest 39.0667 135.965 .836 .966
Recommends not just for 39.0970 136.710 .825 .966
money
Genuinely uses products 39.0606 135.630 .875 .965
Transparent about 39.1818 137.101 .822 .966
sponsorship
Has an appealing image 39.1333 138.714 .810 .966
Enjoyable personality 39.0970 134.393 .878 .965
Shares similar values 39.0364 136.462 .812 .966
Engaging style 39.0667 136.685 .839 .966

RELI ABI LI TY / VARI ABLES=AUL_Genui nePer son AU2_Nat ur al Unscri pt ed AU3_Tr ueQpi ni ons
AU4_Consi st ent Val ues AU5_NoChangeFor Sponsor s
/ SCALE(" Aut henticity ) ALL /MODEL=ALPHA / SUMVARY=TOTAL.

Reliability

Page 16





Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Matrix Input

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:45

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on all
cases with valid data for
all variables in the
procedure.

RELIABILITY
/VARIABLES=AU1_Genui
nePerson
AU2_NaturalUnscripted
AU3_TrueOpinions
AU4_ConsistentValues

AU5_NoChangeForSpons
ors

/ISCALE('Authenticity")
ALL /MODEL=ALPHA
/ISUMMARY=TOTAL.

00:00:00.00
00:00:00.67

Scale: Authenticity

Case Processing Summary

N %
Cases Valid 165 100.0
Excluded® 0 0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha N of Items
919 5
Item-Total Statistics
Corrected Item- Cronbach's
Scale Mean if ~ Scale Variance Total Alpha if Item
Item Deleted if Item Deleted Correlation Deleted
Comes across as genuine 13.1939 18.682 .780 .903
Natural and unscripted 13.1939 19.060 .780 .903
Shares true opinions 13.0606 18.838 .808 .897
Consistent values 13.2364 18.669 773 .904
Does not change for 13.1576 18.377 .814 .896
sponsors

REL| ABI LI TY / VARI ABLES=PS1_KnowPer sonal | y PS2_Cl oseness PS3_Fri endAdvi si ng

PS4 LookForwar dCont ent PS5 _Woul dM ss
/ SCALE(' Par asoci al') ALL / MODEL=ALPHA / SUMVARY=TOTAL.

Reliability
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Matrix Input

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on all
cases with valid data for
all variables in the
procedure.

RELIABILITY
/VARIABLES=PS1_Know
Personally
PS2_Closeness
PS3_FriendAdvising

PS4 _LookForwardContent
PS5_WouldMiss
ISCALE('Parasocial’) ALL
/IMODEL=ALPHA
/ISUMMARY=TOTAL.

00:00:00.02
00:00:00.09

Scale: Parasocial

Case Processing Summary

N %
Cases Valid 165 100.0
Excluded® 0 0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha N of Items
.926 5
ltem-Total Statistics
Corrected Item- Cronbach's
Scale Mean if ~ Scale Variance Total Alpha if Item
Item Deleted if tem Deleted Correlation Deleted
Feel | know them personally 12.3152 20.168 .832 .904
Feel a closeness 12.4364 20.589 .803 910
Like a friend advising me 12.3515 20.754 .788 913
Look forward to their 12.3636 20.708 .796 912
content
Would miss them 12.2788 20.568 .814 .908

RELI ABI LI TY / VARI ABLES=BA1_Mbr ePosi ti veVi ewBA2_Mor eRel i abl e BA3_OpenNewBr ands BA4_Tr ust B
rands
/ SCALE(' BrandAttitude ) ALL /MODEL=ALPHA / SUMVMARY=TOTAL.

Reliability
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Matrix Input

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on all
cases with valid data for
all variables in the
procedure.

RELIABILITY
/VARIABLES=BA1_MoreP
ositiveView
BA2_MoreReliable
BA3_OpenNewBrands
BA4 TrustBrands
ISCALE('BrandAttitude’)
ALL /MODEL=ALPHA
ISUMMARY=TOTAL.

00:00:00.00
00:00:00.03

Scale: BrandAttitude

Case Processing Summary

N %
Cases Valid 165 100.0
Excluded? 0 .0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha N of Items
.905 4
ltem-Total Statistics
Corrected Item- Cronbach's
Scale Mean if ~ Scale Variance Total Alpha if Item
Item Deleted if tem Deleted Correlation Deleted

More positive view of brand 10.1333 10.726 .795 .873
Brand seems more reliable 10.2667 11.331 .750 .889
Open to new brands 10.1879 10.385 .831 .860
Trust brands they promote 10.1394 10.962 767 .883

RELI ABI LI TY / VARI ABLES=EN1_Li keComent Shar e EN2_SeekWhenPur chasi ng EN3_C i ckedLi nks EN4_S
ear chedl nfo

/ SCALE(' Engagenent') ALL / MODEL=ALPHA / SUMVARY=TOTAL.

Reliability
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Matrix Input

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on all
cases with valid data for
all variables in the
procedure.

RELIABILITY
/VARIABLES=EN1_LikeC
ommentShare
EN2_SeekWhenPurchasin
g EN3_ClickedLinks
EN4_Searchedinfo
/ISCALE('Engagement’)
ALL /MODEL=ALPHA
ISUMMARY=TOTAL.

00:00:00.03
00:00:00.03

Scale: Engagement

Case Processing Summary

N %
Cases Valid 165 100.0
Excluded? 0 .0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha N of Items
.906 4
ltem-Total Statistics
Corrected Item- Cronbach's
Scale Mean if ~ Scale Variance Total Alpha if Item
Item Deleted if tem Deleted Correlation Deleted
Like/comment/share 9.6727 10.734 .765 .888
content
Seek their content when 9.4909 10.129 778 .884
purchasing
Clicked their links 9.6182 10.323 .807 .873
Searched for more info 9.5455 10.530 .809 .872

RELI ABI LI TY / VARI ABLES=PI 1_Li kel yPur chase Pl 2_Al r eadyPur chased Pl 3_Seri
Pl 4 _ChooseOver Sel f Found PI 5_Fut ur ePur chase
/ SCALK' Purchasel ntenti o) ALL /MODEL=ALPHA / SUMVARY=TOTAL.

Reliability

ousl yConsi der
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Matrix Input

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on all
cases with valid data for
all variables in the
procedure.

RELIABILITY
IVARIABLES=PI1_LikelyP
urchase
P12_AlreadyPurchased
PI3_SeriouslyConsider

Pl4_ChooseOverSelfFoun
d PI5_FuturePurchase
ISCALE
('Purchaselntention’) ALL
/IMODEL=ALPHA
ISUMMARY=TOTAL.

00:00:00.02
00:00:00.02

Scale: Purchaselntention
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Case Processing Summary

N %
Cases Valid 165 100.0
Excluded? 0 .0
Total 165 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items
915 5
Item-Total Statistics
Corrected Item- Cronbach's
Scale Mean if =~ Scale Variance Total Alpha if Item
Item Deleted if tem Deleted Correlation Deleted
Likely to purchase 13.6606 20.494 767 .899
Already purchased 13.6909 19.898 .796 .893
Would seriously consider 13.6667 20.455 747 .903
Choose over self-found 13.6788 19.475 .821 .887
option
Will purchase in future 13.7394 19.877 778 .896

*

* 3) DESCRI PTI VES - conposite scores (Menu: Anal yze > Descriptive Statistics > Descriptiv

es; Options > Skew Kurtosis).
* EXPECT (Mean, SD): CRED 3.55/1.06 | AUTH 3.29/1.07 |

PARA 3.09/1.12 |

BRAT 3.39/1.08

* ENGAGE 3.19/1.06 | PINT 3.42/1.11. Al skewkurtosis within +/-1.1 (acceptabl e norm

ality).

*

DESCRI PTI VES VARI ABLES=CRED AUTH PARA BRAT ENGAGE Pl NT
/ STATI STI CS=MEAN STDDEV M N MAX SKEWNESS KURTOSI S

Descriptives
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User defined missing
values are treated as
missing.

All non-missing data are
used.

DESCRIPTIVES
VARIABLES=CRED
AUTH PARA BRAT
ENGAGE PINT
ISTATISTICS=MEAN
STDDEV MIN MAX
SKEWNESS KURTOSIS.

00:00:00.00
00:00:00.01
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Descriptive Statistics

N Minimum Maximum Mean Std. Deviation =~ Skewness

Statistic Statistic Statistic Statistic Statistic Statistic
Credibility (mean, 12 items) 165 1.00 5.00 3.5535 1.06102 -.470
Perceived authenticity 165 1.00 5.00 3.2921 1.07101 -.192
(mean, 5 items)
Parasocial interaction 165 1.00 5.00 3.0873 1.12321 -.060
(mean, 5 items)
Brand attitude (mean, 4 165 1.00 5.00 3.3939 1.08100 -.290
items)
Engagement (mean, 4 165 1.00 5.00 3.1939 1.06007 -.058
items)
Purchase intention (mean, 165 1.00 5.00 3.4218 1.10741 -.368
5 items)
Valid N (listwise) 165

Descriptive Statistics
Skewness Kurtosis

Std. Error  Statistic Std. Error
Credibility (mean, 12 items) .189 -.634 .376
Perceived authenticity .189 -.578 .376
(mean, 5 items)
Parasocial interaction .189 -1.075 .376
(mean, 5 items)
Brand attitude (mean, 4 .189 -.688 .376
items)
Engagement (mean, 4 .189 -.845 .376
items)
Purchase intention (mean, .189 -.821 .376
5 items)

Valid N (listwise)

* 4) CORRELATI ONS - Pearson anpong conposites (Menu: Anal yze > Correl ate > Bivari ate;, Pear
son, two-tailed flag sig).

* EXPECT: every pair positive and significant (p<.01l). Strongest with PINT:

* CRED-PINT r=.72 | AUTH PINT r=.69 | PARA-PINT r=.67 | BRAT-PINT r=.61 | ENGAGE-PI NT
r=.62.
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*

CORRELATI ONS / VARI ABLES=CRED AUTH PARA BRAT ENGAGE PI NT
/ PRI NT=TWOTAI L NCSI G / M SSI NG=PAI RW SE

Correlations

Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:46

(=
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean
<none>
<none>
<none>
165

User-defined missing
values are treated as
missing.

Statistics for each pair of
variables are based on all
the cases with valid data
for that pair.

CORRELATIONS
/VARIABLES=CRED
AUTH PARA BRAT
ENGAGE PINT
/PRINT=TWOTAIL
NOSIG
/MISSING=PAIRWISE.

00:00:00.00
00:00:00.04
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Correlations

Credibility Perceived Parasocial
(mean, 12 authenticity interaction
items) (mean, 5 items) (mean, 5 items)

Credibility (mean, 12 items) Pearson Correlation 1 610" 570"

Sig. (2-tailed) .000 .000

N 165 165 165
Perceived authenticity Pearson Correlation 610" 1 605
(mean, 5 items) . .

Sig. (2-tailed) .000 .000

N 165 165 165
Parasocial interaction Pearson Correlation 570" 605" 1
(mean, 5 items) ) .

Sig. (2-tailed) .000 .000

N 165 165 165
Brand attitude (mean, 4 Pearson Correlation 568" 539" 499"
items) . .

Sig. (2-tailed) .000 .000 .000

N 165 165 165
Engagement (mean, 4 Pearson Correlation 549" 591" 560"
items) . .

Sig. (2-tailed) .000 .000 .000

N 165 165 165
Purchase intention (mean,  Pearson Correlation 724" 693" 672"
5 items) . .

Sig. (2-tailed) .000 .000 .000

N 165 165 165
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Correlations

Purchase
Brand attitude Engagement intention
(mean, 4 items) (mean, 4 items) (mean, 5 items)

Credibility (mean, 12 items) Pearson Correlation 568" 549" 724"

Sig. (2-tailed) .000 .000 .000

N 165 165 165
Perceived authenticity Pearson Correlation 539" 591" 693"
(mean, 5 items) . .

Sig. (2-tailed) .000 .000 .000

N 165 165 165
Parasocial interaction Pearson Correlation 499" 560" 672"
(mean, 5 items) ) .

Sig. (2-tailed) .000 .000 .000

N 165 165 165
Brand attitude (mean, 4 Pearson Correlation 1 588" 607"
items) . .

Sig. (2-tailed) .000 .000

N 165 165 165
Engagement (mean, 4 Pearson Correlation 588" 1 617"
items) ) .

Sig. (2-tailed) .000 .000

N 165 165 165
Purchase intention (mean, ~ Pearson Correlation 607" 617" 1
5 items) . .

Sig. (2-tailed) .000 .000

N 165 165 165

**_Correlation is significant at the 0.01 level (2-tailed).

*

* 5) MULTI PLE REGRESSIONwi th VIF - core nodel

ics).

(Menu: Anal yze > Regression > Linear;
* Dependent=PI NT, | ndependent ss=CRED AUTH PARA, Statistics > tick Collinearity di agnost

* EXPECT: R2=. 668, Adjusted R2=.661, F(3,161)=107.8, p<.00L.
PARA B=. 272 beta=. 28 (al| p<.00

* Bet as: CRED B=. 408 bet a=. 39 |

1).

* VIF all <1.9 (no nulticollinearity VIF<3 is fine).

*

AUTH B=. 297 bet a=. 29 |

REGRESSI ON / M SSI NG LI STW SE

/ STATI STI CS COEFF OQUTS R ANOVA COLLI N TOL
/ CRI TERI A=PI N(. 05) POUT(. 10) /NOORI G/ N
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/ DEPENDENT PI NT

/ METHOD=ENTER CRED AUTH PARA

Regression

Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time
Elapsed Time
Memory Required

Additional Memory
Required for Residual Plots

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on
cases with no missing
values for any variable
used.

REGRESSION /MISSING
LISTWISE
ISTATISTICS COEFF
OUTS R ANOVA COLLIN
TOL
ICRITERIA=PIN(.05)
POUT(.10) /NOORIGIN
/DEPENDENT PINT
/IMETHOD=ENTER
CRED AUTH PARA.

00:00:00.00
00:00:00.06
6224 bytes
0 bytes
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Variables Entered/Removed?®

Variables Variables
Model Entered Removed Method

1 Parasocial . Enter
interaction
(mean, 5
items),
Credibility
(mean, 12
items),
Perceived
authenticity
(mean, 5
items)b

a. Dependent Variable: Purchase intention (mean, 5 items)

b. All requested variables entered.

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 8172 .668 .661 64436

a. Predictors: (Constant), Parasocial interaction (mean, 5 items), Credibility (mean, 12 items), Perceived
authenticity (mean, 5 items)

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 134.275 3 44.758 107.801 .000°
Residual 66.846 161 415
Total 201.121 164

a. Dependent Variable: Purchase intention (mean, 5 items)

b. Predictors: (Constant), Parasocial interaction (mean, 5 items), Credibility (mean, 12 items), Perceived
authenticity (mean, 5 items)
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Coefficients?

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .153 .190 .806 421
Credibility (mean, 12 items) .408 .063 .391 6.471 .000
Perceived authenticity .297 .065 .288 4.609 .000
(mean, 5 items)
Parasocial interaction .272 .059 .276 4.580 .000
(mean, 5 items)
Coefficients®
Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Credibility (mean, 12 items) .565 1.771
Perceived authenticity .530 1.886
(mean, 5 items)
Parasocial interaction .570 1.754

(mean, 5 items)

a. Dependent Variable: Purchase intention (mean, 5 items)

Collinearity Diagnostics®

Variance Proportions

Credibility Perceived
(mean, 12 authenticity
Model  Dimension Eigenvalue = Condition Index (Constant) items) (mean, 5 items)
1 1 3.865 1.000 .00 .00 .00
2 .061 7.971 .63 .00 .02
3 .041 9.713 .26 A2 .50
4 .034 10.740 .10 .88 A7
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Collinearity Diagnostics?®

Variance ...
Parasocial
interaction
Model  Dimension (mean, 5 items)
1 1 .00
2 .45
3 .54
4 .00

a. Dependent Variable: Purchase intention (mean, 5 items)

* Optional extended nodel adding brand attitude & engagemnent.
* EXPECT: R2=.687; CRED AUTH PARA/ BRAT si gni ficant, ENGAGE not sig (p=.11); all VIF<2.2.
REGRESSI ON / M SSI NG LI STW SE
/ STATI STI CS COEFF QUTS R ANOVA COLLI N TCL
/ CRI TERI A=PI N(. 05) POUT(. 10) /NOORI G N
/ DEPENDENT PI NT
/ METHOD=ENTER CRED AUTH PARA BRAT ENGAGE

Regression
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time
Elapsed Time
Memory Required

Additional Memory
Required for Residual Plots

03-SEP-2026 03:51:46

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics are based on
cases with no missing
values for any variable
used.

REGRESSION /MISSING
LISTWISE
ISTATISTICS COEFF
OUTS R ANOVA COLLIN
TOL
/ICRITERIA=PIN(.05)
POUT(.10) /NOORIGIN
/DEPENDENT PINT
/METHOD=ENTER
CRED AUTH PARA BRAT
ENGAGE.

00:00:00.00
00:00:00.08
7456 bytes
0 bytes
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Variables Entered/Removed?®

Variables Variables
Model Entered Removed Method

1 Engagement . Enter
(mean, 4
items),
Credibility
(mean, 12
items),
Parasocial
interaction
(mean, 5
items), Brand
attitude
(mean, 4
items),
Perceived
authenticity
(mean, 5
items)b

a. Dependent Variable: Purchase intention (mean, 5 items)

b. All requested variables entered.

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .829% .687 .677 .62916

a. Predictors: (Constant), Engagement (mean, 4 items), Credibility (mean, 12 items), Parasocial interaction
(mean, 5 items), Brand attitude (mean, 4 items), Perceived authenticity (mean, 5 items)

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 138.182 5 27.636 69.817 .000°
Residual 62.939 159 .396
Total 201.121 164

a. Dependent Variable: Purchase intention (mean, 5 items)

b. Predictors: (Constant), Engagement (mean, 4 items), Credibility (mean, 12 items), Parasocial interaction
(mean, 5 items), Brand attitude (mean, 4 items), Perceived authenticity (mean, 5 items)
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Coefficients?

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.037 .195 -.190 .849
Credibility (mean, 12 items) .343 .065 .328 5.257 .000
Perceived authenticity .235 .066 .227 3.541 .001
(mean, 5 items)
Parasocial interaction .226 .060 .229 3.768 .000
(mean, 5 items)
Brand attitude (mean, 4 127 .061 124 2.074 .040
items)
Engagement (mean, 4 .106 .065 .102 1.632 .105
items)
Coefficients®
Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Credibility (mean, 12 items) .505 1.980
Perceived authenticity .A78 2.090
(mean, 5 items)
Parasocial interaction .532 1.881
(mean, 5 items)
Brand attitude (mean, 4 .548 1.824
items)
Engagement (mean, 4 .509 1.966

items)

a. Dependent Variable: Purchase intention (mean, 5 items)
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Collinearity Diagnostics?®

Variance Proportions

Credibility Perceived
(mean, 12 authenticity
Model  Dimension Eigenvalue = Condition Index (Constant) items) (mean, 5 items)
1 1 5.777 1.000 .00 .00 .00
2 .062 9.645 .45 .00 .03
3 .049 10.821 .34 .01 .00
4 .040 12.057 A2 .18 .52
5 .039 12.101 .05 .06 13
6 .032 13.397 .04 74 .32
Collinearity Diagnostics®
Variance Proportions
Parasocial
interaction Brand attitude Engagement
Model  Dimension (mean, 5 items) (mean, 4 items) (mean, 4 items)
1 1 .00 .00 .00
2 46 .04 .00
3 .19 .28 .30
4 .27 .00 .16
5 .08 .51 A4
6 .01 17 .09

a. Dependent Variable: Purchase intention (mean, 5 items)

*

* 6) ONE- WAY ANOVA + TUKEY (Menu: Anal yze > Conpare Means > One- WAy ANOVA Post Hoc > Tuk
ey; Options > Descriptive Honpgeneity).
EXPECT F(3, 161)=4. 93, p=. 003 (SI GNI FI CANT).

* (a) PINT by HoursPerDay -

* Means rise with usage: <lh 2.67 |
* Tukey: >4h significantly higher than <lh (p=.016) and than 1-2h (p=.013).
* (b) PINT by Most UsedPl atform- EXPECT F(3,161)=0.93, p=.429 (NOT significant).

*

1-2h 3.18 |

3-4h 3.37 |

>4h 3. 82.

ONEVAY PI NT BY Hour sPer Day

/ STATI STI CS DESCRI PTI VES HOMOGENEI TY

/' M SSI NG ANALYSI S
/ POSTHOG=TUKEY ALPHA( 0. 05) .
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Oneway

Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:47

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean

<none>
<none>
<none>

165

User-defined missing
values are treated as
missing.

Statistics for each analysis
are based on cases with
no missing data for any
variable in the analysis.

ONEWAY PINT BY
HoursPerDay
ISTATISTICS
DESCRIPTIVES
HOMOGENEITY
IMISSING ANALYSIS
/POSTHOC=TUKEY
ALPHA(0.05).

00:00:00.09
00:00:00.65
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Purchase intention (mean, 5 items)

Descriptives

95% Confidence Interval for Mean

N Mean Std. Deviation ~ Std. Error ~ Lower Bound Upper Bound
Less than 1 hour 9 2.6667 1.15326 .38442 1.7802 3.5531
1to 2 hours 50 3.1760 1.10925 .15687 2.8608 3.4912
3 to 4 hours 52 3.3731 1.01443 .14068 3.0907 3.6555
More than 4 hours 54 3.8222 1.07083 .14572 3.5299 4.1145
Total 165 3.4218 1.10741 .08621 3.2516 3.5920
Descriptives
Purchase intention (mean, 5 items)
Minimum Maximum
Less than 1 hour 1.00 4.00
1to 2 hours 1.00 5.00
3 to 4 hours 1.00 5.00
More than 4 hours 1.20 5.00
Total 1.00 5.00
Tests of Homogeneity of Variances
Levene Statistic dfl df2 Sig.
Purchase intention (mean,  Based on Mean 490 3 161 .690
5 items) Based on Median 397 3 161 .755
Based on Median and with .397 3 159.461 .755
adjusted df
Based on trimmed mean .509 3 161 .676
ANOVA
Purchase intention (mean, 5 items)
Sum of
Squares df Mean Square F Sig.
Between Groups 16.935 3 5.645 4.934 .003
Within Groups 184.187 161 1.144
Total 201.121 164
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Post Hoc Tests

Dependent Variable:

Multiple Comparisons

Purchase intention (mean, 5 items)

Tukey HSD

(I) Hours per day on social ~ (J) Hours per day on social Mean

media media Difference (I-J)  Std. Error Sig.

Less than 1 hour 1to 2 hours -.50933 .38729 .555
3 to 4 hours -.70641 .38615 .263
More than 4 hours -1.15556" .38510 .016

1 to 2 hours Less than 1 hour .50933 .38729 .555
3 to 4 hours -.19708 .21185 .789
More than 4 hours -.64622" .20992 .013

3 to 4 hours Less than 1 hour .70641 .38615 .263
1 to 2 hours .19708 .21185 .789
More than 4 hours -.44915 .20781 139

More than 4 hours Less than 1 hour 1.15556 .38510 .016
1to 2 hours .64622" .20992 .013
3 to 4 hours 44915 .20781 139

Dependent Variable:
Tukey HSD

Multiple Comparisons

Purchase intention (mean, 5 items)

95% Confidence Interval

(1) Hours per day on social  (J) Hours per day on social

media media Lower Bound Upper Bound
Less than 1 hour 1to 2 hours -1.5148 4961
3 to 4 hours -1.7089 .2961
More than 4 hours -2.1553 -.1558
1 to 2 hours Less than 1 hour -.4961 1.5148
3 to 4 hours - 7471 .3529
More than 4 hours -1.1912 -.1013
3 to 4 hours Less than 1 hour -.2961 1.7089
1to 2 hours -.3529 7471
More than 4 hours -.9886 .0903
More than 4 hours Less than 1 hour .1558 2.1553
1to 2 hours .1013 1.1912
3 to 4 hours -.0903 .9886
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*. The mean difference is significant at the 0.05 level.

Homogeneous Subsets

Purchase intention (mean, 5 items)

Tukey HSD??

Subset for alpha = 0.05

Hours per day on social

media N 1 2
Less than 1 hour 9 2.6667

1 to 2 hours 50 3.1760 3.1760
3 to 4 hours 52 3.3731 3.3731
More than 4 hours 54 3.8222
Sig. .109 .164

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 23.688.

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type | error levels are not

guaranteed.

ONEWAY PI NT BY Most UsedPl at f orm
| STATI STI CS DESCRI PTI VES HOMOGENEI TY
/M SSI NG ANALYSI S
/ POSTHOG=TUKEY ALPHA( 0. 05).

Oneway
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Output Created
Comments

Input

Missing Value Handling

Syntax

Resources

Notes

Data

Active Dataset
Filter

Weight

Split File

N of Rows in Working Data
File

Definition of Missing

Cases Used

Processor Time

Elapsed Time

03-SEP-2026 03:51:48

C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

clean
<none>
<none>
<none>
165

User-defined missing
values are treated as
missing.

Statistics for each analysis
are based on cases with
no missing data for any
variable in the analysis.

ONEWAY PINT BY
MostUsedPlatform
ISTATISTICS
DESCRIPTIVES
HOMOGENEITY
/MISSING ANALYSIS
/POSTHOC=TUKEY
ALPHA(0.05).

00:00:00.00
00:00:00.09

Descriptives

Purchase intention (mean, 5 items)

95% Confidence Interval for Mean

N Mean Std. Deviation =~ Std. Error  Lower Bound Upper Bound
Facebook 51 3.4000 1.23158 17246 3.0536 3.7464
Instagram 46 3.3652 .95620 .14098 3.0813 3.6492
TikTok 19 3.1368 1.33175 .30553 2.4950 3.7787
YouTube 49 3.6082 1.00827 .14404 3.3186 3.8978
Total 165 3.4218 1.10741 .08621 3.2516 3.5920
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Descriptives

Purchase intention (mean, 5 items)

Minimum Maximum

Facebook 1.00 5.00
Instagram 1.00 5.00
TikTok 1.20 5.00
YouTube 1.20 5.00
Total 1.00 5.00

Tests of Homogeneity of Variances

Levene Statistic dfl df2 Sig.
Purchase intention (mean,  Based on Mean 3.496 3 161 .017
5 items) Based on Median 2.812 3 161 .041
Based on Median and with 2.812 3 150.442 .041
adjusted df
Based on trimmed mean 3.489 3 161 .017
ANOVA
Purchase intention (mean, 5 items)
Sum of
Squares df Mean Square F Sig.
Between Groups 3.416 3 1.139 .927 429
Within Groups 197.705 161 1.228
Total 201.121 164

Post Hoc Tests
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Multiple Comparisons

Dependent Variable: Purchase intention (mean, 5 items)

Tukey HSD
95% ...
Mean

(I) Most-used platform  (J) Most-used platform Difference (I-J)  Std. Error Sig. Lower Bound

Facebook Instagram .03478 .22533 .999 -.5502
TikTok .26316 .29784 .813 -.5101
YouTube -.20816 .22167 .784 -.7836

Instagram Facebook -.03478 .22533 .999 -.6198
TikTok .22838 .30220 .874 -.5562
YouTube -.24295 .22750 710 -.8336

TikTok Facebook -.26316 .29784 .813 -1.0364
Instagram -.22838 .30220 .874 -1.0129
YouTube -.47132 .29949 .396 -1.2488

YouTube Facebook .20816 .22167 .784 -.3673
Instagram .24295 .22750 .710 -.3477
TikTok 47132 .29949 .396 -.3062

Multiple Comparisons

Dependent Variable: Purchase intention (mean, 5 items)

Tukey HSD

(1) Most-used platform (J) Most-used platform

95% Confidence .

Upper Bound

Facebook Instagram
TikTok
YouTube
Instagram Facebook
TikTok
YouTube
TikTok Facebook
Instagram
YouTube
YouTube Facebook
Instagram

TikTok

.6198
1.0364
.3673
.5502
1.0129
3477
.5101
.5562
.3062
.7836
.8336
1.2488

Homogeneous Subsets
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Purchase intention (mean, 5 items)
Tukey HSD*P

Subset for

alpha = 0.05
Most-used platform N 1
TikTok 19 3.1368
Instagram 46 3.3652
Facebook 51 3.4000
YouTube 49 3.6082
Sig. 287
Means for groups in homogeneous subsets are

displayed.
a. Uses Harmonic Mean Sample Size = 34.969.

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type | error levels are not
guaranteed.

*

* 7) CHI - SQUARE - associ ation between two categoricals (Menu: Anal yze > Descriptive Stati
stics > Crosstabs;

* Statistics > Chi-square Cells > Expected).

* Most UsedPl at f or mx | nfl uencer Pl at f orm- EXPECT chi 2=7. 32, df=9, p=.604 (NOT signific

ant);

* only ~6% of cells have expected count <5, so the chi-square assunption hol ds.

* (Report this as: no significant association watch the "cells with expected count <5
" note.)

*

CROSSTABS / TABLES=Mbst UsedPl at f or mBY | nfl uencer Pl at f orm
/| FORVAT=AVALUE TABLES
/ STATI STI CS=CHI SQ
/ CELLS=COUNT EXPECTED ROW
/ COUNT ROUND CELL.

Crosstabs

Page 47





Notes

Output Created 03-SEP-2026 03:51:48
Comments

Input Data C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle

an.sav

Active Dataset clean

Filter <none>

Weight <none>

Split File <none>

N of Rows in Working Data 165

File

Missing Value Handling Definition of Missing User-defined missing

values are treated as
missing.

Cases Used Statistics for each table

are based on all the cases
with valid data in the
specified range(s) for all
variables in each table.

Syntax CROSSTABS
/ITABLES=MostUsedPlatfo
rm BY InfluencerPlatform

/[FORMAT=AVALUE
TABLES
ISTATISTICS=CHISQ
/CELLS=COUNT
EXPECTED ROW
/COUNT ROUND CELL.

Resources Processor Time 00:00:00.03
Elapsed Time 00:00:00.15
Dimensions Requested 2
Cells Available 524245

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
Most-used platform * Main 165 100.0% 0 0.0% 165 100.0%
platform for followed
influencer
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Most-used platform * Main platform for followed influencer Crosstabulation

Main platform for followed influencer

Facebook Instagram TikTok
Most-used platform Facebook Count 12 17 4
Expected Count 13.9 14.8 6.8
% within Most-used 23.5% 33.3% 7.8%
platform
Instagram Count 11 15 9
Expected Count 125 134 6.1
% within Most-used 23.9% 32.6% 19.6%
platform
TikTok Count 6 4 4
Expected Count 5.2 5.5 25
% within Most-used 31.6% 21.1% 21.1%
platform
YouTube Count 16 12 5
Expected Count 134 14.3 6.5
% within Most-used 32.7% 24.5% 10.2%
platform
Total Count 45 48 22
Expected Count 45.0 48.0 22.0
% within Most-used 27.3% 29.1% 13.3%

platform
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Most-used platform * Main platform for followed influencer Crosstabulation

Main ...
YouTube Total
Most-used platform Facebook Count 18 51
Expected Count 15.5 51.0
% within Most-used 35.3% 100.0%
platform
Instagram Count 11 46
Expected Count 13.9 46.0
% within Most-used 23.9% 100.0%
platform
TikTok Count 5 19
Expected Count 5.8 19.0
% within Most-used 26.3% 100.0%
platform
YouTube Count 16 49
Expected Count 14.8 49.0
% within Most-used 32.7% 100.0%
platform
Total Count 50 165
Expected Count 50.0 165.0
% within Most-used 30.3% 100.0%

platform

Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)

Pearson Chi-Square 7.3212 9 604
Likelihood Ratio 7.314 9 .604
Linear-by-Linear .229 1 .632
Association

N of Valid Cases 165

a. 1 cells (6.3%) have expected count less than 5. The minimum expected count is 2.53.
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* 8) CHARTS (Menu: Graphs > Chart Builder, or run these).

* Hi stogranms wi th normal curve for the conposites;, bar charts for key denographics.
*

GRAPH / HI STOGRAM NORVAL) =PI NT.

Graph
Notes
Output Created 03-SEP-2026 03:51:48
Comments
Input Data C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav
Active Dataset clean
Filter <none>
Weight <none>
Split File <none>
N of Rows in Working Data 165
File
Syntax GRAPH /HISTOGRAM
(NORMAL)=PINT.
Resources Processor Time 00:00:00.53
Elapsed Time 00:00:00.45
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Mean =3.42
Std. Dev. =1.107
N =165

15

10

Frequency

.00 1.00 2.00 3.00 4.00 5.00 6.00

Purchase intention (mean, 5 items)

GRAPH / HI STOGRAM NORMAL) =CRED.

Graph
Notes
Output Created 03-SEP-2026 03:51:49
Comments
Input Data C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav
Active Dataset clean
Filter <none>
Weight <none>
Split File <none>
N of Rows in Working Data 165
File
Syntax GRAPH /HISTOGRAM
(NORMAL)=CRED.
Resources Processor Time 00:00:00.20
Elapsed Time 00:00:01.38
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20

Mean =3.55
Std. Dev. =1.061
N =165

15

Frequency
5

.00

GRAPH / BAR( SI MPLE) =COUNT BY Gender.

Graph

1.00 2.00

3.00 4.00 5.00 6.00

Credibility (mean, 12 items)

Notes

Output Created

03-SEP-2026 03:51:50

Comments
Input Data C:
\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav
Active Dataset clean
Filter <none>
Weight <none>
Split File <none>
N of Rows in Working Data 165
File
Syntax GRAPH /BAR(SIMPLE)
=COUNT BY Gender.
Resources Processor Time 00:00:00.11
Elapsed Time 00:00:00.68
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100

80

60

Count

40

20

Male Female Non-binary / Gender Prefer not to say
diverse

Gender

GRAPH / BAR( SI MPLE) =COUNT BY Mbst UsedPl at f orm

Graph
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Notes

Output Created 03-SEP-2026 03:51:51
Comments
Input Data C:

\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle
an.sav

Active Dataset clean

Filter <none>
Weight <none>
Split File <none>

N of Rows in Working Data
File

165

Syntax GRAPH /BAR(SIMPLE)
=COUNT BY
MostUsedPlatform.
Resources Processor Time 00:00:00.42
Elapsed Time 00:00:00.50
60
50
40
IS
=}
8 30

20

10

Facebook

Instagram TikTok

Most-used platform

GRAPH / BAR( S| MPLE) =COUNT BY Hour sPer Day.

YouTube
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Graph

Notes
Output Created 03-SEP-2026 03:51:51
Comments
Input Data C:

\Users\LENOVO\Desktop\
BMMB7003_Eftanoor_cle

an.sav
Active Dataset clean
Filter <none>
Weight <none>
Split File <none>

N of Rows in Working Data
File

165

Syntax GRAPH /BAR(SIMPLE)
=COUNT BY
HoursPerDay.
Resources Processor Time 00:00:00.30
Elapsed Time 00:00:00.33
60
50
40
IS
=}
8 30

20

10

Less than 1 hour

1to 2 hours 3to 4 hours More than 4 hours

Hours per day on social media
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* - - -

END OF SYNTAX ----.
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APPLICATION FOR ETHICAL APPROVAL - INTRODUCTORY NOTES



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.



The University follows the OECD Frascati manual definition of research activity: 

“[C]reative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. 

As such this covers activities undertaken by:

· Members of staff (academic staff or support staff);

· Individuals holding honorary title from the University;

· Postgraduate research students;

In all of these cases ethical review is required regardless of discipline.



The individual undertaking the research activity is known as the lead researcher.



Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism. 



For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:



		1

		Does your research involve <<something specific>>?

		YES

		Click to continue to appendix <<N>>

		NO

		Continue to the next section



		2

		Have you completed appendix <<N>>? 

		YES

		☐

		NO

		☐







Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.



		

		

		

		

		





		Return to the main form







NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it.



Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form.



Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form.








APPLICATION FOR ETHICAL APPROVAL

SECTION A: About You (Lead Researcher)

		1

		Full Name:

		Md Eftanoor



		2

		Tick all boxes that apply:

		Member of staff:

		☐

		Honorary research fellow:

		☐



		

		Undergraduate Student

		☐		Taught Postgraduate Student

		☒		Postgraduate Research Student

		☐

		3

		Institute/Academic Discipline/Centre:

		

Institute of Management and Health (IMH)



		4

		Campus:

		

Swansea



		5

		E-mail address:

		

2509788@student.uwtsd.ac.uk



		6

		Contact Telephone Number:

		

07344139075 



		7

		Project Title

		

The Influence of Influencer Credibility and Perceived Authenticity on Purchase Intentions Among Generation Z



		8

		Proposed Start Date

		

4th May, 2026

		Proposed End Date

		

25th September, 2026



		For students:



		9

		Student Number:

		2509788



		10

		Programme of Study:

		MBA



		11

		Director of Studies/Supervisor:

		Daniela Hellyer







SECTION B: Grant or Contract Funding 

		1

		Has your research been awarded, applied for, or intend to apply for external funding?

		YES

		Click to continue to appendix 1

		NO

		Continue to the next section



		2

		Have you completed appendix 1? 

		YES

		☐

		NO

		☐







[bookmark: SEC_C]SECTION C:  Internal and External Ethical Guidance Materials

		Ethical Guidance Documents

Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Policy

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		UWTSD Open Access Publications Policy

		☒



		4

		UWTSD Export Control Policy 

Required if Appendix 8 completed

		☐

		5

		UWTSD Trusted Research and Innovation Policy 

Required if research is taking place outside the UK

		☒



		6

		[List any other relevant documents here]

		☐









[bookmark: SEC_D]SECTION D: External Collaborative Research Activity 

		1

		Does your research involve collaborating partners at another institution or organisation?

		YES

		Click to continue to appendix 2

		NO

		Continue to the next section



		2

		Have you completed appendix 2? 

		YES

		☐

		NO

		☐







[bookmark: SEC_E]SECTION E: Details of Research Activity

		Aims, Vision and Approach of the Research (maximum 200 words per section)

Please outline what are you hoping to achieve with your proposed work and how will you deliver it?



		1

		Research aims and objectives



		The purpose of this research is to examine the effect of the credibility and perceived authenticity of an influencer on purchasing intentions among Generation Z consumers in Bangladesh. The study is mainly oriented towards Instagram, TikTok, YouTube and Facebook as the main social media media platforms where Bangladeshi youth finds out about products and make purchasing decisions. Objectives: To understand the effect of the credibility of influencers on the buying intention of Generation Z consumers in Bangladesh. To examine the influence of perceived authenticity in purchase intention in relation to social media influencer marketing contexts. To consider the impact of perceived authenticity on broader behavioural measures like brand attitude and engagement. To analyze combined effect of credibility and authenticity on the purchase decision making of Bangladeshi generation Z consumers 





		2

		Vision



		While influencer marketing is becoming a widely adopted and common marketing communication tactic, the majority of academic studies have focused on Western, East Asian or South-East Asian markets. Bangladesh, where more than 120 million people use the Internet, and the young population is rapidly becoming digital, is an important under-researched context. In Bangladesh, the generation's known as Generation Z, is the first generation to have lived through the digital transformation of the country under the Digital Bangladesh initiative, increasing their exposure to influencer content. This study has created the scope of the research because there is a clear gap in the literature that has not been addressed. This is because this study extends the framework of Source Credibility Theory and authenticity-based theory to the Bangladeshi context. The results will be relevant to local businesses, digital marketers, as well as digital entrepreneurs who are increasingly turning to influencer marketing, and will add to the consolidated knowledge of the academic field regarding the role of cultural, religious and social values in influencing the successful application of influencer marketing.



		3

		Approach



		The research of this study is quantitative, positivist and deductive. Data will be gathered using a preformatted online questionnaire that will be sent out with Google Form in English and Bangla. Items in the questionnaire will be closed-ended, with Likert scale responses drawn from previous studies on influencers marketing (Sokolova and Kefi, 2020; Masuda et al., 2022; Liu and Zheng, 2024). The constructs measured will be key to the study, such as influencer credibility (expertise, trustworthiness, attractiveness), perceived authenticity, parasocial interaction, brand attitude, engagement and purchase intention. The sample size of 300 Generation Z respondents will be drawn from the University network and will be targeted via social media groups and online communities, employing purposive sampling. Gender and platform Quota controls are possible. A pre-test of the questionnaire with around 30 participants will be conducted to ask participants whether the questionnaire is understandable and whether it has face validity before full distribution. The reliability will be checked by Cronbach's alpha (the minimum criterion is 0.70). The data will be analysed using SPSS software. The relations among variables will be tested by descriptive statistics, correlation analysis and multiple regression. Mediation/moderation can be examined by using a structural equation modelling (AMOS). One of the main challenges is to reach the required number of samples, which will be addressed by implementing multiple recruitment strategies and potentially increasing the sampling duration. It is proportionate to the objectives of the research and has been used in consumer behaviour research.



		4

		Location of research activity

Identify all locations where research activity will take place.



		The data collection process will be done online, with participants from Bangladesh. The recruitment will be done through the Bangladeshi University network, Facebook groups and other social media groups. This survey will be sent electronically through Google Forms. The researcher works from UWTSD Swansea campus. There is no need to go to Bangladesh for fieldwork visits.







		5

		Will any of your research be undertaken outside of the UK?

		YES

		Click to continue to appendix 3

		NO

		Continue to the next section



		6

		Have you completed any of appendix 3? 

		YES

		☒



		NO

		☐







[bookmark: SEC_F]SECTION F: Research Methods 

		Will the research activity include:

		YES

		NO



		[bookmark: _Hlk153204538]1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		Details of any other primary data collection method:







(this box should expand as you type)

		

		







SECTION G: Research Participants 



		Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.



		1

		Does your research involve human or non-human participants?

		YES

		Continue this section

		NO

		Click to continue to section N









		Participant numbers and source

How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?



		1

		How many participants will be recruited and how was the number decided upon?

		300 Generation Z respondents will be recruited to the sample. This number was based on the requirement of reliable multiple regression analysis and structural equation modelling, as used in other studies in this field (Ao et al., 2023). Purposive sampling will be employed to guarantee that participants have first-hand experience with influencer marketing and a direct and applicable interest in the subject. Gender and primary social media platform quotas may be used to achieve sample balance and minimise sampling bias.



		2

		Who will the participants be?

		The participants will be the Generation Z consumers in Bangladesh who are born between 1997 to 2012. They need to actively engage with at least one of the following platforms: TikTok, Instagram, YouTube or Facebook. They also have to have seen influencer content and made, either thought about or been influenced by influencer content in their last purchase decision in the past year.



		3

		How will you identify the participants?

		The participants will be identified and recruited from the Bangladeshi university system, Facebook groups, WhatsApp groups and other online social media that is accessible to the researcher. Questions in the questionnaire will verify that respondents are within the age range of Generation Z and have a sufficient platform and experience in influencer marketing.



		4

		Will you be excluding any groups of people, and if so what is the rationale for that?

		People outside the Generation Z range (in other words, those born before 1997 or after 2012) will not be included because the study will be focused on this generation. Those who don't have experience with social media influencer content or have not been a part of a purchase decision made by an influencer will also not be part of the study as it is based on the core eligibility criteria. Exclusions are required to keep the focus and validity of the research.



		5

		Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study

		There will be no deceptions. Before subjects agree to participate, they will be completely informed of the purpose of the study, the nature of the questionnaire and how their responses will be used.



		6

		Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 

		

Participants will be given the option to drop out anytime before they complete the survey. Responses are not identifiable at an individual level, and responses will not be withdrawn once submitted as data will be collected anonymously. This will be explicitly explained in a participant information sheet that will be given at the beginning of the survey.



		7

		How long will the participant have to decide whether to take part in the research?

		There is enough time for participants to consider their participation. The participant information sheet will be introduced at the start of the online questionnaire and they will need to make an active tick in a consent box to complete it. No time constraints.



		8

		What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?

		The questionnaire will be available in both English and Bangla to ensure that the questionnaire is accessible to the Bangladeshi participants. Clear and plain language will be used for instructions. In case of any doubt or doubt about the survey, it will be provided with the email of the researcher contacted. There are no specific targets for participants who have communication difficulties that need specialist input.











SECTION H: Research with Vulnerable People 

		1

		Are your participants classed as vulnerable people?

		YES

		Click to continue to appendix 4

		NO

		Continue to the next section



		2

		Have you completed appendix 4? 

		YES

		☐

		NO

		☐







[bookmark: SEC_I]SECTION I: Research Involving Animals 

		1

		Are your participants non-human animals?

		YES

		Click to continue to appendix 5

		NO

		Continue to the next section



		2

		Have you completed appendix 5? 

		YES

		☐

		NO

		☐







[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service

		1

		Are your participants staff or offenders within the Prison Service or the Probation service?

		YES

		Click to continue to appendix 6

		NO

		Continue to the next section



		2

		Have you completed appendix 6? 

		YES

		☐

		NO

		☐







[bookmark: SEC_J]SECTION K: Health and Social Care Research

		1

		Are your participants selected due to their health or social care needs?

		YES

		Click to continue to appendix 7

		NO

		Continue to the next section



		2

		Have you completed appendix 7? 

		YES

		☐

		NO

		☐







[bookmark: SEC_L]SECTION L: Types of Personal Data

		Personal Data

Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153191083]1

		Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.

		☒

		☐



		

		If you ticked YES, provide a description of the data and explain why this data needs to be collected:

		

		



		Basic demographic information, such as age range, gender and most-used social media platform, will be collected as well as survey answers regarding purchase behaviour and attitudes towards influencer marketing. All responses will be anonymous, no names, identification numbers or contact details will be taken but the answers to the questionnaire will be considered personal data as they will be linked to identifiable behaviour patterns. The data is required for testing the hypotheses of the study related to purchase intentions of Generation Z.







		Special Category Data 

Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?

		YES

		NO



		[bookmark: _Hlk153206093]2

		Racial or ethnic origin

		☐

		☒



		3

		Political opinions

		☐

		☒



		4

		Religious or philosophical beliefs

		☐

		☒



		5

		Genetic, biometric or health data

		☐

		☒



		6

		Sex life or sexual orientation

		☐

		☒



		7

		Trade union membership

		☐

		☒



		If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:



		8

		











(this box should expand as you type)



		9

		Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:



		The questionnaire will be designed to gather only those pieces of information that are necessary to meet research objectives. Demographic items can only be age range, gender and main social media platform. Student's names, student identification, contact information, IP addresses or location information will not be collected. The other items are attitudinal items on a Likert scale directly related to the constructs of this study.



		10

		Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:



		The topics of the survey are not sensitive, distressing or intrusive. There is no pressuring or identification involved in participation. Data will not be linked to any specific individual or used for individual other than for academic research.



		11

		Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:



		Data will only be used for statistical analysis on an aggregate level. Decisions, assessments and actions will not be made based on responses of any individual participant.



		12

		Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.



		Any data will be anonymised at collection time. The Google Forms survey will be set up to not gather any personal information or email addresses. This is an aggregated data which will be anonymised and reported in the dissertation.



		13

		If special category data cannot be anonymised, will you obtain explicit consent to share that data?

		YES

		NO

		N/A



		

		

		☐

		☐

		☒







SECTION M: Participant Information and Consent 



		Information for participants

It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 

		YES

		NO

		N/A



		[bookmark: _Hlk156475507]1

		Will you obtain written consent for participation?

		☒

		☐

		☐



		2

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		3

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		4

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☒

		☐

		☐



		5

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		6

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		7

		Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 

		☒

		☐

		☐



		8

		If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?

		☐

		☐

		☒



		9

		Will you give participants the UWTSD Privacy Notice for Research?

		☒

		☐

		☐



		If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  



		10

		







(this box should expand as you type)



		Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 



		11

		There will be a participant information sheet at the start of this online Google Forms survey. This sheet will explain the purpose of the study, the time needed to fill out the questionnaire (10-15 minutes), that it is voluntary (you do not have to participate), your right to remove yourself from the study before the questionnaire is submitted, and how the data will be stored and used. The participants will have to check a consent box to move on to the questionnaire items. Participants who refuse to give consent will not be used for the collection of data. Digital records will be made of consent.



		Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  



		Please detail how you will treat confidential information:



		12

		All answers will be anonymous. Names, student identification numbers or other direct identifiers of students will not be collected in the survey. Data will be kept safely on password protected University approved storage (OneDrive/SharePoint as per UWTSL policy). Access will be limited to researcher and supervisor only. No data will be transferred onto another agency or to third parties and will only be stored for the length of the project, after which it will be securely deleted in accordance with the UWTSL Research Data Management Policy.



		Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.



		13

		Yes, attached at the end of the appendix. 



		14

		Consent form attached?

		YES

☒

		NO

☐

		N/A

☐







SECTION N: Research with Potential Military Application

		1

		Does your research have any potential military application?

		YES

		Click to continue to appendix 8

		NO

		Continue to the next section



		2

		Have you completed appendix 8? 

		YES

		☐

		NO

		☒









[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☐

		☒

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		







(this box should expand as you type)









Section P: Research Data Management Plan



		1

		Data Summary



		The research will produce primary data quantitative in the form of an anonymous structured online questionnaire by Google Form. The data will be Likert scale survey responses for influencer credibility, perceived authenticity, parasocial interaction, brand attitude, engagement and purchase intention, as well as basic demographics (age range, gender, primary social media platform). There will be no secondary data used. There will be about 300 complete responses.



		2

		Responsibilities



		The first author, Md Eftanoor will be responsible for data collection, storage, analysis and disposal. There are no external partner institutions for data management.



		3

		Assessment of existing data



		There are no existing data sources used in this research. Primary data collection was needed as there is no available public data set that encompasses the constructs of interest (influencer credibility, perceived authenticity and purchase intention) among the Gen Z consumers in Bangladesh.



		4

		Management and curation of data



		The Google Forms will be used to gather the survey responses which will then be exported to an Excel spreadsheet and imported into SPSS for analysis. Data files will be properly named and be version controlled. Documentation of variable names and coding will be saved in a codebook developed by the researcher. The raw data and analysis files will be placed in a uniform folder structure.





		5

		Quality assurance of data



		The questionnaire will be pre tested with about 30 respondents to ensure the clarity of the items in the questions, face validity, and internal consistency of the questionnaire. Data will be checked for completeness and outliers will be removed before analysis at the end of the data collection. Cronbach's alpha will be used to determine the scales' reliability and the minimum accepted value is 0.70.



		6

		Short-term data storage



		All data will be collected in the research period and stored on a personal laptop which will have a password on it, and on UWTSL approved cloud storage (Microsoft OneDrive). It will be available only to the researcher and supervisor. Data with identifiable information will not be kept as a physical document.



		7

		Long-term data storage and preservation 



		Once submitted, anonymised data will be kept for at least five years after the submission of the dissertation according to UWTSD Research Data Management Policy (using university-approved storage facilities). Once the retention period is over, the data will be securely deleted. Plans to deposit data in an external repository (e.g. UK Data Service) are not anticipated but this data was only gathered for this postgraduate dissertation.



		8

		Documentation and metadata



		Development of a codebook will be provided that includes all of the variable names, question wording, scale source and coding scheme. A questionnaire instrument will be kept as supporting document. These records will be attached to the data set, and used in the appendices of the dissertation.



		9

		Data sharing



		Data will not be released publicly or in any way to a third party. Dissertation will be reports of the results of the statistics. No other person will be able to be provided with individual anonymised response data. The data is not intended for any commercial use.



		10

		Copyright and intellectual property ownership



		The main data collected from the present study will be the property of the researcher Md. In line with UWTSD's policies in relation to students at the postgraduate level, Eftanoor. The University may claim the total intellectual product (dissertation) in accordance with the policy of the University.



		11

		Resources



		There is no extra financial burden on data storage and the University has adopted cloud storage (OneDrive) which is available for free. UWTSD has an institutional licence for SPSS. Google Forms is free of charge. It isn't expected that external repository fees will be charged.







SECTION Q: Risk Assessment 



		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		1

		Full risk assessment completed and appended? 

		YES

		NO



		[bookmark: _Hlk152919011]

		

		☐

		☒



		Risks to participants, researchers, and the University 



		2

		Social risks: disclosures that could affect participants standing in the community, in their family and their job.

		YES

		NO



		

		

		☒

		☐



		Risk:

Participants may feel uncomfortable sharing their opinions on influencer marketing or purchasing behaviour, even anonymously.



(this box should expand as you type)

		How will you address any risks?

All responses are fully anonymous. Participation is voluntary and participants can skip any question or withdraw before submitting.



		3

		Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation

		YES

		NO



		

		

		☒

		☐



		Risk:

Data collected via Google Forms may be stored on external servers outside the UK, which could raise GDPR compliance concerns.



(this box should expand as you type)

		How will you address any risks?

No personal identifiers are collected. Participants are informed of data storage arrangements in the information sheet. Data will be handled in line with UWTSD Research Data Management Policy and GDPR 2016.





		4

		Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.

		YES

		NO



		

		

		☒

		☐



		Risk:

There is a minor risk that participants may feel indirectly pressured to make purchases after reflecting on influencer content during the survey.



(this box should expand as you type)

		How will you address any risks?

The survey is purely academic. Participants are clearly informed that responses will not be used for any commercial purpose and will not influence their purchasing decisions.





		5

		Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.

		YES

		NO



		

		

		☒

		☐



		Risk:

If the research findings are misrepresented or misused, there is a risk of reputational harm to UWTSD or the researcher.





(this box should expand as you type)

		How will you address any risks?

All findings will be reported accurately and in aggregate form only. The dissertation will follow UWTSD academic standards and will be reviewed by the supervisor before submission.







		6

		Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.

		YES

		NO



		

		

		☐

		☒



		Risk:







(this box should expand as you type)

		How will you address any risks?









		7

		Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  

		YES

		NO



		

		

		☐

		☒



		







(this box should expand as you type)



		

		Health and safety risks



		8

		Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.

		YES

		NO



		

		

		☐

		☒



		Risk:





(this box should expand as you type)

		How will you address any risks?









		9

		Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.

		YES

		NO



		

		

		☐

		☒



		Risk:







(this box should expand as you type)

		How will you address any risks?







		10

		Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.

		YES

		NO



		

		

		☐

		☒



		Risk:







(this box should expand as you type)

		How will you address any risks?





		11

		Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 

		YES

		NO



		

		

		☐

		☒



		Risk:





(this box should expand as you type)

		How will you address any risks?









		12

		Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields

		YES

		NO



		

		

		☐

		☒



		Risk:





(this box should expand as you type)

		How will you address any risks?







		13

		Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems

		YES

		NO



		

		

		☐

		☒



		Risk:





(this box should expand as you type)

		How will you address any risks?













SECTION R: Disclosure and Barring Service



		Disclosure and Barring Service



		1

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		

		Does your research require you to hold a current DBS Certificate?

		☐

		☒

		☐



		2

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.

		









[bookmark: SEX_S]SECTION S: Declaration

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 





		1

		Name of applicant

		Md Eftanoor



		2

		Electronic or written signature of applicant:

		[image: ]



		3

		Date

		08/06/2026



		4

		Name of Director of Studies

		Supervisor: Daniela Hellyer



		5

		Electronic or written signature of Director of Studies:

		[image: ]



		6

		Date

		8th June 2026







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		1

		☒

		I have read the guidance notes supplied before completing the form.



		2

		☒

		I have completed all relevant sections of the form in full.



		3

		☒

		I have attached a copy of the Participant Information Sheet (PIS) or Consent Form



		4

		☒

		I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)



		5

		☐

		I have attached a full risk assessment (where appropriate) 



		6

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice



		7

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy



		8

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy



		9

		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy



		10

		I have completed the following appendices:

		1

		☐

		2

		☐

		3

		☒

		4

		☒



		

		

		5

		☐

		6

		☐

		7

		☐

		8

		☐







		

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.














[bookmark: APP_1]APPENDIX 1 - Grant or Contract Funding



		A1.1

		Has your research been awarded external funding?

		YES

		☐

		NO

		☐



		A1.2

		Have you applied for funding / awaiting decision?

		YES

		☐

		NO

		☐



		A1.3

		Are you intending to apply for funding?

		YES

		☐

		NO

		☐



		A1.4

		[bookmark: _Hlk152243903]Funding Body

		



		A1.5

		Lead institution (grant holder)

		



		A1.6

		If awarded, grant reference

		



		A1.7

		If awarded, grant value

		



		A1.8

		If awarded, start date and duration

		







		

		

		

		

		





		Return to the main form












[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity



		INSTITUTION 1                        



		[bookmark: _Hlk152247185]A2.1

		Name

		





		A2.2

		Researcher name and position 

		





		A2.3

		Role in project (e.g. co-investigator)

		





		A2.4

		Contact e-mail address

		





		A2.5

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		[bookmark: _Hlk152841402]

		

		









		INSTITUTION 2                      



		A2.6

		Name

		





		A2.7

		Researcher name and position 

		





		A2.8

		Role in project (e.g. co-investigator)

		





		A2.9

		Contact e-mail address

		





		A2.10

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









		INSTITUTION 3                       



		A2.11

		Name

		





		A2.12

		Researcher name and position 

		





		A2.13

		Role in project (e.g. co-investigator)

		





		A2.14

		Contact e-mail address

		





		A2.15

		External Ethical Approval

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 

		Obtained?

		YES

		NO

		PENDING



		

		

		

		☐

		☐

		☐



		

		

		









Add additional collaborators as needed



		

		

		

		

		





		Return to the main form





[bookmark: APP_3]




APPENDIX 3: Research Undertaken Outside of the UK



		A3.1

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.



		The research is carried out by asking the anonymous online questionnaire from the Generation Z consumers in the Bangladesh by Google forms. The scope of overseas data collection is not required because the researcher is located at the UWTSD Swansea campus, however, the participants are located in Bangladesh and the research work of UWTSD Swansea is included in the scope of Bangladesh.

The researcher has a background of living and growing up in Bangladesh and an understanding of local culture, social and educational context. Recruitment will use networks in Bangladesh via their universities and Facebook groups and online communities which the researcher has personal access to from the UK.



Local ethical guidelines and requirements

There is no national research ethics authority in Bangladesh, similar to the UKRI or NHS Health Research Authority in the UK. But there are institutional review boards or ethics committees within several Bangladeshi universities for students & faculty research. The researcher recognises that some institutions may have their own internal guidance which will not be included in this study because it is being recruited through University networks. There is no formal institutional partnership and participants are being recruited on a voluntary basis via social media and online communities, so there is no formal institutional ethics approval from a Bangladeshi university required. This type of anonymous online consumer survey does not require any licence or formal permission from any Bangladeshi authority.



Cultural and local sensitivities

Bangladesh is a country where the Muslims hold majority and the cultural norm of modesty and gender relations and social reputation are strong. The following are sensitivities relevant to this research in this context. First of all, questions about consumer behaviour and online consumption may have social implications and be stigmatized in conservative communities, and especially for female participants, if their consumer habits were revealed. Second, some of the participants in the Generation Z group might be students who are supported financially by their families and questions about purchase decisions could be sensitive if they pertain to spending practices the participants would not want their families to know about. Thirdly, there can be cultural sensitivity in more conservative social circles in Bangladesh with respect to the topic of influencer marketing, of course, in the case of content with fashion, lifestyle and appearance.

The risks of this are minimal as it is an anonymous survey that asks about consumer attitudes and not about financial details. They are acknowledged and treated as follows however. The questionnaire will be in both English and Bangla to make it accessible and understandable. Name, contact information, student ID numbers or location information other than country of residence will not be gathered. At the beginning of the survey, participants will have been made clear that their responses are anonymous, voluntary and used for academic purposes only. The consent screen will be designed in a sensitive and respectful manner, using plain language that is suitable to the Bangladeshi culture.





Data transfer considerations

Data from participants will be taken through Google Forms, a web based data collection tool based in the USA and will operate data outside the UK and Bangladesh. This will be communicated to participants before they agree to proceed on the consent screen. It is clear that no personal identifiable information is collected anywhere, reducing significantly the risk of international data transfer.



Evidence of compliance

This study has been submitted for ethical review in line with the UWTSD PG2 form. The researcher has checked that the study is consistent with the UWTSD Research Ethics and Integrity Policy, the UWTSD Research Data Management Policy and the UWTSD Trusted Research and Innovation Policy. A Trusted Research and Innovation Checklist has been filled and submitted with this form.





		A3.2

		Responsible Research and Innovation

The UWTSD Trusted Research and Innovation Policy has been read and the Trusted Research and Innovation Checklist (Annex 1) has been completed and is attached to this ethics application at the very end in Appendix.



There is no overseas collaborative partner, overseas organisation or third party institution in this research identified in the checklist. No exchange of funding, IP or sensitive data with external body. The research has no military application, no sensitive technology transfer and does not give rise to any export control obligations under the UWTSD Export Control Policy.



This research is a dissertations based on a postgraduate MBA course only and it was a survey of the anonymous online consumers in Bangladesh with the participants being from Generation Z group of consumers carried out entirely remotely from the UWTSD Swansea campus. They are all gathered through Google Forms, kept on UWTSD approved cloud storage and only accessed by the lead researcher. The Trusted Research and Innovation Checklist has been reviewed and assessed for this project and all relevant questions have been considered and assessed as not applicable and/or low risk.



		A3.3

		Confirm that you have read the Trusted Research and Innovation Policy

		☒







		If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.

If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.

		Return to the main form





[bookmark: _Hlk160779412]

		Organisational Details



		A3.4

		Name of Organisation 



		N/A



		A3.5

		Country where organisation is based:



		N/A



		A3.6

		Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):



		

N/A



		A3.7

		What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.



		

N/A



		A3.8

		Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).



		N/A



(this box should expand as you type)



		A3.9

		Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 



		

N/A









		About New Partners



		A3.10

		Why does a partner want to work with you?



		N/A



		A3.11

		What are they expecting in return for their financial support or involvement?



		

N/A





		A3.12

		Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.

		YES

		NO



		

		

		☐

		☒



		





		A3.13

		Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.

		YES

		NO



		

		

		☐

		☒



		





		A3.14

		Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.

		YES

		NO



		

		

		☐

		☒



		



		A3.15

		Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.

		YES

		NO



		

		

		☐

		☒



		





		A3.16

		Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.

		YES

		NO



		

		

		☐

		☒



		











		About Research Relationships

		YES

		NO



		A3.17

		Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?

		☐

		☒



		A3.18

		Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?

		☐

		☒





		





		A3.19

		Who will own any IP that is generated?



		





		A3.20

		What plans do you have in place for protecting the resulting IP?



		



		A3.21

		What contractual requirements are you able to put in place to protect the interests of your academic institutions?



		





		A3.22

		What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?



		





		A3.23

		Is there any physical separation or protection required between research in similar fields?



		











		About Existing Partners



		A3.24

		Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.

		YES

		NO



		

		

		☐

		☒



		





		A3.25

		Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.

		YES

		NO



		

		

		☐

		☒



		





		A3.26

		Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☒



		





		A3.27

		Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.

		YES

		NO



		

		

		☐

		☒





		









		

		

		

		

		





		Return to the main form










[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People



		Will the research involve data processing involving the following data subjects:

		YES

		NO



		A4.1

		Children under 16

		☐

		☒



		A4.2

		Adults with learning disabilities

		☐

		☒



		A4.3

		Adults with other forms of mental incapacity or mental illness

		☐

		☒



		A4.4

		Adults in emergency situations

		☐

		☒



		A4.5

		Prisoners or young offenders

		☐

		☒



		A4.6

		Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students

		☐

		☒



		A4.7

		People who have not given their explicit consent to participate in the project

		☐

		☒



		A4.8

		People engaged in illegal activities

		☐

		☒



		A4.9

		Any other people who can be considered vulnerable in the context of this project

		☐

		☒



		Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.



		A4.10

		







(this box should expand as you type)



		Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.



		A4.11

		







(this box should expand as you type)



		It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:



		A4.12

		DBS Check required? 

		YES

		NO



		

		

		☐

		☒



		A4.13

		DBS certificate obtained? 

		YES

		NO

		N/A



		

		

		☐

		☐

		☒







		

		

		

		

		





		Return to the main form










[bookmark: APP_5]APPENDIX 5: Research Involving Animals

		The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.



		Will the research involve any work with any of the following animals (including observation in their natural habitat)

		YES

		NO



		[bookmark: _Hlk156319509]A5.1

		Any living vertebrates, other than humans?

		☐

		☐



		A5.2

		Any living cephalopods?

		☐

		☐



		A5.3

		[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A5.4

		[bookmark: _Hlk156464303]Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		[bookmark: _Hlk156464347]A5.5

		



(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 



		Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.



		Will the research involve any of the following?

		YES

		NO



		A6.1

		Staff in prison establishments

		☐

		☐



		A6.2

		Offenders in prison establishments

		☐

		☐



		A6.3

		The Probation Service

		☐

		☐



		A6.4

		His Majesty’s Prison and Probation Services

		☐

		☐



		All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:



		A6.5

		[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A6.6

		Have you applied to the HMPPS National Research Committee (NRC)?

		☐

		☐



		A6.7

		Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 

		☐

		☐



		A6.8

		Due diligence assessment appended to this application?

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 



		A6.9

		









(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 

		All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:



		Will the data processing involve:

		YES

		NO



		A7.1

		Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.

		☐

		☐



		A7.2

		Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.

		☐

		☐



		A7.3

		Patients and users of the NHS (including NHS patients treated in the private sector).

		☐

		☐



		A7.4

		Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.

		☐

		☐



		A7.5

		Patients who are cared for in private and voluntary sector nursing homes.

		☐

		☐



		A7.6

		Confidential patient information.

		☐

		☐



		A7.7

		Clinical trial of a medicinal product or medical device.

		☐

		☐



		A7.8

		Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.

		☐

		☐



		A7.9

		Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.

		☐

		☐



		A7.10

		Foetal material and IVF involving NHS patients.

		☐

		☐



		A7.11

		The recently deceased under NHS care.

		☐

		☐



		A7.12

		NHS staff or premises.

		☐

		☐



		A7.13

		Practising midwives conducting a clinical trial.

		☐

		☐



		A7.14

		Investigational medicinal product.

		☐

		☐



		A7.15

		Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.

		☐

		☐



		A7.16

		Exposure to ionising radiation.

		☐

		☐



		A7.17

		Other health and social care related research.

		☐



		☐





		Please specify 







(this box should expand as you type)

		

		



		Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/  



		A7.18

		Does the research meet the HRA definition of research?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.19

		Is the Research being sponsored by a collaborating partner?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.20

		Has NHS ethics approval been granted?

		YES 

		NO

		N/A



		

		

		☐

		☐

		☐



		A7.21

		Has INSPIRE undertaken an initial due diligence exercise?

		YES 

		NO



		

		

		☐

		☐



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 



		A7.22

		









(this box should expand as you type)







		A7.23

		Have you been granted NHS ethical approval?

		YES

		Click to continue to Section R

		NO

		Return to the main form












[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses

		Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.

Will the research involve:



		Defence

		YES

		NO



		A8.1

		Military equipment and munitions

		☐

		☐



		A8.2

		Defence equipment, including satellites

		☐

		☐



		A8.3

		Technical data, including some border and port information

		☐

		☐



		A8.4

		Dual use research

		☐

		☐



		Materials and Technologies

		YES

		NO



		A8.5

		Nuclear materials, facilities and equipment

		☐

		☐



		A8.6

		Chemicals, microorganisms and toxins

		☐

		☐



		A8.7

		Electronics design, development and production

		☐

		☐



		 A8.8

		Computers

		☐

		☐



		A8.9

		Telecommunications

		☐

		☐



		A8.10

		Sensors and lasers

		☐

		☐



		A8.11

		Navigation and avionics

		☐

		☐



		A8.12

		Marine technology

		☐

		☐



		A8.13

		Composite materials

		☐

		☐



		A8.14

		Aerospace and propulsion

		☐

		☐



		Sensitive Information

		YES

		NO



		A8.15

		Cryptology

		☐

		☐



		A8.16

		Counterterrorism

		☐

		☐



		A8.17

		Counternarcotics

		☐

		☐



		A8.18

		Cyber-related

		☐

		☐



		A8.19

		Non-proliferation

		☐

		☐



		A8.20

		Transnational criminal organisations

		☐

		☐










		Genetic Resources

		YES

		NO



		A8.21

		Genetic material of actual or potential value

		☐

		☐



		A8.22

		Organisms, or parts thereof

		☐

		☐



		A8.23

		Populations (or organisms)

		☐

		☐



		A8.24

		Other biotic components of ecosystems

		☐

		☐



		A8.25

		Domesticated or cultivated species in which the evolutionary process has been influenced by humans

		☐

		☐







		Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:

		YES

		NO



		A8.26

		Physical transfer of goods, technologies, material or equipment

		☐

		☐



		A8.27

		Blueprints

		☐

		☐



		A8.28

		Plans

		☐

		☐



		A8.29

		Diagrams

		☐

		☐



		A8.30

		Models

		☐

		☐



		A8.31

		Formulae

		☐

		☐



		A8.32

		Tables

		☐

		☐



		A8.33

		Engineering designs and specifications

		☐

		☐



		A8.34

		Manuals and instructions

		☐

		☐



		A8.35

		Software

		☐

		☐



		A8.36

		Know-how

		☐

		☐







		Will your project transfer technology using any of the following physical methods?

		YES

		NO



		A8.37

		USB flash drives

		☐

		☐



		A8.38

		Portable hard drives

		☐

		☐



		A8.39

		Laptops

		☐

		☐



		A8.40

		Tablets

		☐

		☐



		A8.41

		Intangible forms by using electronic media, such as email, phone storage and cloud file sharing

		☐

		☐



		A8.42

		Physical exports

		☐

		☐







		Will your project involve any of the following?

		YES

		NO



		A8.43

		Oral transfer by phone or videoconferencing or presentations

		☐

		☐



		A8.44

		Travelling overseas for any purpose, while unintendingly carrying any of the above.

		☐

		☐



		A8.45

		Will you be hosting foreign visitors?

		☐

		☐










		If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.

		YES

		NO



		A8.46

		Full export control assessment required?

		☐



		☐





		A8.47

		Full export control assessment completed?

		☐



		☐





		A8.48

		Full export control assessment appended?

		☐



		☐









		

		

		

		

		





		Return to the main form
















Appendix: Consent Form and Participant Information Form



PARTICIPANT INFORMATION SHEET

University of Wales Trinity Saint David  |  Swansea Business School  |  BMMB7003 Dissertation



Study Title	The Influence of Influencer Credibility and Perceived Authenticity on Purchase Intentions Among Generation Z

Researcher	Md. Eftanoor  Student ID: 2509788

Supervisor	Daniela Hellyer

Contact Email	2509788@student.uwtsd.ac.uk



1. What is this study about?

This study is part of an MBA dissertation at UWTSD. It explores how the credibility and perceived authenticity of social media influencers affect the purchase intentions of Generation Z consumers in Bangladesh. The findings will be used only for academic purposes.

2. Why have I been invited?

You are invited because you are a Generation Z consumer (born between 1997 and 2012), based in Bangladesh, and you actively use at least one of the following platforms: Instagram, TikTok, YouTube or Facebook. You should also have seen influencer content and have some experience of making or considering a purchase based on that content.

3. Do I have to take part?

Participation is entirely voluntary. You are free to decide not to take part. If you begin the survey, you can stop at any point before submitting by closing the browser. There are no consequences for not participating or for withdrawing.

4. What will I be asked to do?

You will complete an online questionnaire. It covers your views on influencer credibility, authenticity, brand attitude, engagement and purchase intention. You will also be asked a few short questions about your age range, gender and main social media platform. The survey takes approximately 10 to 15 minutes. The questionnaire is available in both English and Bangla.

5. Are there any risks?

The survey covers everyday topics related to social media and shopping behaviour. It is not expected to cause any distress. If any question makes you uncomfortable, you may skip it or stop at any time.

6. How will my data be used?

Your responses will be analysed at the group level only. No individual responses will be reported. The anonymised data will be stored securely on UWTSD-approved cloud storage (Microsoft OneDrive) and accessed only by the researcher and supervisor. It will be kept for five years after dissertation submission, in line with UWTSD Research Data Management Policy, and then securely deleted.

7. Will my responses be confidential?

Yes. No names, student ID numbers, contact details or IP addresses are collected at any point. Responses are anonymous from the moment of submission. You cannot be identified from your data.

8. What are my rights?

You may withdraw from the survey at any time before submitting. Once submitted, responses are anonymised and cannot be individually identified or removed. You may contact the researcher or supervisor with any questions before, during or after participation.

9. Who has approved this study?

This study has been submitted for ethical review under the UWTSD PG2 ethics application process. It is conducted in accordance with the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy.

10. Contact

Researcher	Md. Eftanoor  |  2509788@student.uwtsd.ac.uk

Supervisor	Daniela Hellyer  |  [supervisor email]

Ethics queries	pgresearch@uwtsd.ac.uk  (subject: Ethical Approval - Md. Eftanoor)

Thank you for reading this information sheet. Please proceed to the consent form below.



PARTICIPANT CONSENT FORM

University of Wales Trinity Saint David  |  Swansea Business School  |  BMMB7003 Dissertation



Study Title	The Influence of Influencer Credibility and Perceived Authenticity on Purchase Intentions Among Generation Z

Researcher	Md. Eftanoor  |  Student ID: 2509788

Supervisor	Daniela Hellyer

Please read each statement carefully and tick the box to confirm your agreement before proceeding to the survey.

Consent Statements

☐	I have read and understood the Participant Information Sheet for this study.

☐	I understand that participation is entirely voluntary and that I may withdraw at any time before submitting the survey, without giving a reason and without any consequence.

☐	I understand that once I submit the survey, my responses will be anonymised and cannot be individually identified or removed.

☐	I understand that no names or personal identifiers will be collected and that my responses will be treated in strict confidence.

☐	I understand that my anonymised data will be stored securely on UWTSD-approved systems and used only for the MBA dissertation and any related academic outputs.

☐	I understand that my data will be used only for statistical analysis at the group level and will not be used to make decisions about me as an individual.

☐	I agree to take part in this research study.

For online survey completion, ticking the above boxes and clicking "Next" constitutes your electronic consent.




















APPENDIX: TRUSTED RESEARCH & INNOVATION CHECKLIST - Annex 1

Completed by: Md Eftanoor - Student ID: 2509788, MBA, UWTSD

Date: (insert date of final submission)

Organisational Details

Name of Organisation: N/A - No overseas partner or collaborating organisation is involved in this research.

Country where organisation is based: N/A

Registration number and name of registration body: N/A

Legal status of the organisation: N/A

Affiliated to any other organisation: N/A

Name of investigators responsible for collaborative research: N/A - This is a solo postgraduate dissertation conducted by the lead researcher only.



About New Partners

Why does a partner want to work with you? - N/A. No partner is involved.

What are they expecting in return? - N/A. No partner is involved.

Is the organisation associated with a country hostile to the UK or with different democratic values? - No. Bangladesh is not considered a hostile state. The research collects anonymous consumer survey data from Bangladeshi Generation Z participants with no organisational partner involvement.

Has due diligence identified any military or police links to a hostile state? - No. There is no partner organisation and no such links exist.

Could the research be misused or have negative unintended applications? - No. The research covers everyday consumer behaviour relating to influencer marketing and purchase intentions. It has no commercial, military or politically sensitive application.

Are there any legal, regulatory or university policy constraints? - No. There is no overseas partner. Data collection is conducted anonymously via Google Forms. No Bangladeshi regulatory permission is required for an anonymous online consumer survey of this nature.

Are there any potential reputational or ethical risks? - No. The research is a standard postgraduate consumer behaviour survey. It has been submitted for full ethical review under the UWTSD PG2 process and complies with all relevant UWTSD policies.



About Research Relationships

Are the terms of any proposed MoU in keeping with university expectations? - N/A. No MoU exists.

Are you providing existing IP, research data or personal data to the project? - No.

Who will own any IP generated? - The lead researcher, Md Eftanoor, retains ownership of the dissertation in line with UWTSD student intellectual property policy.

Plans for protecting resulting IP? - The dissertation will be submitted via Turnitin and stored in accordance with UWTSD Research Data Management Policy.

Contractual requirements to protect the institution? - N/A. No external partner is involved.

What access will the research partner have to your IT network? - N/A. No partner exists.

Physical separation required between research in similar fields? - N/A.



About Existing Partners

Would proceeding raise conflicts of interest with existing partners? - No.

Have you spoken with existing partners about conflicts? - N/A.

Non-disclosure agreement visibility requirements? - N/A.

Will this research breach existing contractual agreements? - No.
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Figure 4.1: Gender Distribution of Respondents (N = 165)
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Figure 4.2: Education Level of Respondents (N = 165)
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