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[bookmark: _Toc222270073]1. Title
Understanding Zara Consumers’ Perceptions of Influencer Marketing: The Role of Trust in Fashion Purchase Decisions
[bookmark: _Toc222270074]2. Introduction/Background/Research problem
[bookmark: _Toc222270075]2.1 Introduction
Digital marketing has taken the centre stage in the manner in which fashion brands create awareness, develop perceptions to customers and turn interest to purchase using social platforms. The influencer marketing, specifically, has become a significant promotional strategy as influencers can become credible opinion leaders whose content seems to be more relatable than traditional advertising, particularly to younger demographics. Previous studies indicate that the perceived credibility, expertise, and attractiveness can be used to explain the influencer effectiveness leading to the formation of attitudes toward the message and the increase in the degree of behavioural intention (Ohanian, 1990; Lou and Yuan, 2019). Digital platforms face competition from multiple content providers, which makes it necessary for brands to comprehend both the effectiveness of influencer marketing and its impact on consumer behaviour to achieve measurable results, including purchase intention.
[bookmark: _Toc222270076]2.2 Background
The fashion and fast-fashion industries are the ones that are highly dependent on social media due to a strong dependence on trends, expression of identity, and peer comparison in the purchasing decisions. Zara and other brands are in a very competitive environment with short product lifecycles, and the attention of customers who change rapidly, and this has ensured that digital interaction and social proof has strategic significance. In Fashion marketing research, the use of Instagram and Tik-Tok platforms is not only promoted there, but also a platform to build the relationships, where interactive content and community dynamics can support brand meaning (Kaplan and Haenlein, 2010; Phua, Jin and Kim, 2017). In such a setting, the use of influencer collaborations will contribute to greater reach and relevance but the effect of the two relies on whether the audiences believe that the influence-brand relationship is credible and aligned with the identity of the influencer (Breves et al., 2019). 
[bookmark: _Toc222270077]2.3 Research Problem
The increase in influencer marketing investment does not lead to improved purchase intent because consumers show strong engagement through likes and views and comments. Customers have grown more doubtful about paid endorsements and advertising disclosure and perceived inauthenticity which together decrease their trust and reduce persuasive power. The research demonstrates that when audiences identify persuasive intent or consider endorsements as commercial they will treat the message with lower trust which results in decreased behavioural intention (Audrezet, De Kerviler and Moulard, 2020; Evans, Phua, Lim and Jun, 2017). Brands need to establish trust with their customers because trust serves as the foundational element that influences their relationship with fashion influencers. Existing research studies investigate the direct impact of influencer marketing on purchase intent yet they do not validate the role of trust as a mediator across various fashion contexts (Lou and Yuan, 2019). The research aims to fill this gap by investigating how influencer marketing elements like credibility and authenticity and influencer-brand alignment establish consumer trust which then results in purchase intent.
[bookmark: _Toc222270078]3. Research aim, objectives, questions
[bookmark: _Toc222270079]3.1 Research Aim
The research investigates how Zara customers view influencer marketing and how their views create trust which affects their buying decisions for fashion products. The study will examine how consumers establish their belief in influencer credibility and authentic asset and how this belief system affects their trust relationship and purchase behaviour toward fast-fashion products (Lou and Yuan, 2019; Audrezet, De Kerviler and Moulard, 2020).
[bookmark: _Toc222270080]3.2 Research Objectives
· To determine the influencer marketing variables (e.g., credibility, authenticity, and influencer brand fit) that have a strong impact on the consumer trust in the fashion setting. 
· To determine the connection between consumer trust and purchase intention of fashion products advertised through influencers.
· To determine the relationship between the influencer marketing attributes and consumer purchase intention through consumer trust.
· To determine whether the demographic factors (e.g., age, gender, frequency of using social media) have any impact on the trust and purchase intentions trends.
[bookmark: _Toc222270081]3.3 Research Questions
RQ1: What influencer marketing attributes are the most effective predictors of consumer trust in the fashion industry?
RQ2: How much does consumer trust play a role in purchase intention in terms of fashion products that are offered by influencers?
RQ3: Is consumer trust an intermediary factor between the effect of influencer marketing characteristics on purchase intention?
RQ4: Are consumer demographics and patterns of social media use related to the trust- purchase intention relationship?
[bookmark: _Toc222270082]4. Preliminary literature search
The literature supporting the theories of influencer marketing tends to describe the significance of the features of the source (e.g., credibility, expertise, trustworthiness) and message (e.g., informational value, entertainment value, relevance), which in combination determine how consumers rate branded content and downstream behavioural response. As an illustration, it has been indicated that credibility of the influencer and perceived value on the content produced by the influencer may enhance consumer trust in branded messages and boost purchase-related reactions (Lou and Yuan, 2019). The cues can be especially strong in the case of fashion where identity, aesthetics, and adoption of trends play an essential role, as consumers visit social platforms not just to explore products, but also to find social evidence and proof of style (De Veirman, Cauberghe and Hudders, 2017).
One of the regular patterns in current research is that authenticity is the key to developing trust. When commercial relations are too obvious and the consumers might also respond poorly when they see endorsements as excessively commercial or unrelated to the personal identity of the influencer, they encounter authenticity tensions (Audrezet, De Kerveler and Moulard, 2020). Influencerely, the idea of influencer brand fit is that when there is a well-perceived fit between an influencer and an endorsed brand, perceived credibility and persuasive effectiveness increase, which in turn can help drive more favourable consumer attitudes and intentions (Breves et al., 2019). The literature also shows that transparency (e.g. disclosure) and the reputation of honesty could affect whether viewers perceive influencer endorsements as credible, which is essential in conversion behaviors such as purchase intention (Evans et al., 2017).
The research has established various findings, but important elements remain missing which pertain to this dissertation. First, many studies demonstrate direct connections between influencer marketing and purchase intention, yet only a few studies investigate consumer trust as a factor which explains how influencer credibility and authenticity and brand fit affect trust and drive purchasing behaviour. Trust functions as a mediator whenever it gets tested because research results differ between industrial sectors and cultural backgrounds and different consumer segments (Lou and Yuan, 2019). The research about fast-fashion decision-making remains scarce because this particular area of study examines how product turnover and trend sensitivity and competitive pressure affect trust development and its relationship to purchasing behaviour. The study addresses these research gaps by implementing a trust-based model which it examines within the fashion/fast-fashion industry and by providing real-world insights that will guide influencer marketing strategy development.
[bookmark: _Toc222270083]5. Research methodology to be used
In this research, a qualitative research design incorporating the use of secondary data will be undertaken to determine how Zara consumers understand influencer marketing and how understandings influence the establishment of trust and fashion purchasing behaviour. A qualitative approach will be suitable as the purpose of the research will be to understand the meanings, interpretations, and consumer reasoning instead of quantified statistical relationships among the variables (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019). An interpretivist philosophical approach will inform the study, as this perspective presupposes that consumer attitudes towards influencers and trust are socially constructed and can be best explained by examining the way people articulate and describe their perceptions and experiences (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc222270084]5.1 Data sources Research design
Document-based secondary data to be used in the research will be based on publicly available online consumer discourse about Zara and influencer marketing. The sources of data can be user-created content (e.g., comments and discussions on a social media platform (e.g., Instagram, Tik Tok, YouTube), online forums, and fashion review communities in which consumers discuss the endorsement, credibility, authenticity, and credibility of social media influencers. The secondary data is viable and feasible according to the dissertation schedule and helps the study to include the naturally arising consumer opinions instead of responses elicited by a survey environment (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc222270085]5.2 Data sampling strategy
The sampling strategy will be purposive to choose the relevant content that directly mentions Zara, influencers, trust, authenticity, or purchase decisions. The inclusion criteria will be based on the relevance and quality, i.e. posts/comments will be chosen in a specific time frame, English language content will be selected (or in your preferred language), and spam or duplicated post will be excluded. The sufficient size of the data will be determined, and further data gathering will be pursued until it can be seen that there are certain patterns in the themes that are meaningful (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc222270086]5.3 Data analysis
The study will use thematic analysis to discover pattern which shows how consumers talk about their trust in influencer marketing and their process of making purchasing decisions. The analysis process will begin with dataset familiarization and proceed through initial coding and thematic code grouping and theme development and research question theme interpretation (Braun and Clarke, 2006). The analysis will investigate the ways consumers assess influencer authenticity and credibility while examining trust demonstrations and trust doubts and their impact on fashion-related purchasing decisions. The researchers will conduct systematic dataset coding and organization procedures to achieve transparent and traceable research results.
[bookmark: _Toc222270087]5.4 Ethical considerations
The research will uphold ethical standards because it uses secondary data sources for its investigation. The study will use only content that is publicly available and it will not try to identify any individuals. Usernames will be transformed into anonymous forms while direct quotations will be reduced through minimization or paraphrasing to decrease traceability. The complete data will be protected in a secure manner on university OneDrive while the research will meet both institutional ethics standards and best practices for internet research according to British Psychological Society guidelines from 2021.
[bookmark: _Toc222270088]6. Risks
There are various risks that can influence the successful completion of this qualitative secondary-data study and mitigation action will be implemented in order to reduce them. One of the risks is the relevance and adequacy of the data that is publicly available, since the publicly available consumer comments do not always cover the same constructs of interest (e.g., trust, authenticity, credibility, and purchase decisions). To solve this, the research will use unambiguous inclusion criteria (e.g., the material must explicitly mention Zara, influencers, trust, authenticity or purchase decision-making) and will sample purposely across the various platforms to enhance the chances of getting rich and relevant content (Saunders, Lewis and Thornhill, 2019).
The second risk is sampling and representativeness bias. Online discussion can be disproportionate to high involvement users, extreme viewpoints, or particular demographics, and this can reduce the generalizability of results. This shall be addressed by gathering information in various platforms and types of information, recording the context of the information, and openly recognising constraints to generalisation in the discussion chapter (Creswell and Creswell, 2018). Another connected threat is noise and poor quality of data on the platform, such as spam, bots, duplication of data, or advertisements that appear not as promotional texts but like user opinion. In this regard, the research will exclude irrelevant, duplicated or suspicious information to reduce the risk to a minimum level, and will have a permanent audit trail of the inclusion and exclusion decisions to facilitate research rigour (Saunders, Lewis and Thornhill, 2019).
An additional risk that is more significant is the interpretation bias in qualitative analysis because the assumptions made by the researcher can affect coding and theme development. In order to overcome this, thematic analysis will be performed in a systematic manner, in a manner of iterative coding, recording of reflexive notes and close correspondence of the interpretation with the data set results (Braun and Clarke, 2006). Lastly, the risk of time management applies as a result of the dissertation schedule. This will be regulated by weekly milestones, initial data collection and filing and setting aside specific time on coding, theme building, and write-up.
[bookmark: _Toc222270089]6.1 Ethical considerations (Secondary data) 
The researchers need to uphold ethical standards because they use secondary data in their study. The research will rely only on publicly accessible online content and will not involve interacting with users or attempting to identify individuals. Usernames and identifiable details will be removed or anonymised, and quotes will be used cautiously (or paraphrased where appropriate) to reduce traceability. The researchers will keep all gathered materials on the university OneDrive system, which they will use exclusively for academic work. The study will follow institutional guidance for internet-mediated research and ensure respectful handling of online content, recognising that individuals may not expect their posts to be analysed in academic research (British Psychological Society, 2021).
[bookmark: _Toc222270090]7. Timeline (Gantt chart)
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