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Executive Summary
The study mainly focuses on ascertaining the impact which the independent factor of social media influencer marketing might have on the dependent factor of lifestyle branding. The study will be conducted through survey method where a total sample size of 50 customers will be surveyed to derive out the quantitative data to conduct a statistical analysis through descriptive statistics and data visualisation through which the study results have been obtained. The current study used quantitative statistical analyses to analyse the survey data. Descriptive and visualisations were used to gain meaningful insight from the data and address the research question. Facebook was the most frequently used social media app by the respondents. The analysis revealed that influence of social media influencers had a positive association with purchase intention, consumer perception towards brands and customer conversion. Overall, it was concluded that social media positively impacted lifestyle branding of consumers. Further, research using qualitative methods can be done towards understanding the relation of social media influencers towards lifestyle branding. 
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[bookmark: _Toc124002068][bookmark: _Hlk118975854]Chapter 1: Introduction 
1.1 [bookmark: _Toc124002069]Introduction
The study aims to illustrate as well as investigate into the effect on influence of the “social media influencers” on “lifestyle branding” in particular. It is also to be noted that the study also aims to establish the impact which the “social media influencers” might have on the consumer perception and purchase intention concerning lifestyle brands. It is not all, the impact of the influencers on the customer conversion rate will also be tested through the research study. Finally, the study will also be recommending the ideal lifestyle branding strategy through the use of the influencers in order to ensure a positive perception of the customers towards lifestyle branding. 
1.2 [bookmark: _Toc124002070]Background of the study
Social media influencers according to Kay, Mulcahy and Parkinson (2020), portrays those people having a considerable subscriber base or fan following within different social media platforms, have the power to influence the decision making of their followers. This influencing ability of these social media influencers having a considerable follower base or subscriber base is often used by the different brands or companies to promote their goods or services (Lim et. al. 2017). This is how the brands using social media influencers to easily reach out to wider base of prospective customers. On the other hand, lifestyle branding in simple sense refers to selling or marketing of products or services by a company that effectively matches or embodies the attitudes and interests of a subculture or of a specific group of people (Glucksman 2017). So, the study will be duly testing the impact and influence of the social media influencers on the lifestyle branding. There have been limited studies conducted in this field such as the research conducted by Glucksman (2017), who found a positive impact of the independent factor of social media marketing through the use of influencers on the dependent factor of lifestyle branding. So, it will be wiser to look into the impact which the chosen independent factor might have on the dependent to factor in the context of the UK based customers that have never been researched before. 
1.3 [bookmark: _Toc124002071]Problem statement
There have been very limited studies in fact one study was conducted on the testing of the impact of social media influencers on lifestyle branding over the last six years that is conducted by Glucksman (2017). It is also to be noted that no prior studies have specifically concentrated on the influence of social media influencers on the lifestyle branding in the UK. Above all, no prior research concentrated on the impact of social media influencers on the consumer perception, customer conversion rate and purchase intentions concerning different lifestyle brands in a cumulative manner. This is the identified research gap that is expected to be bridged through this particular research study. 
1.4 [bookmark: _Toc124002072]Aims, objectives, research questions, hypotheses and propositions
1.4.1 [bookmark: _Toc124002073]Research aim
The focus of this research is to ascertain as well as investigate into the overall influence as well as impact of the social media influencers on the dependent factor of lifestyle branding. 
1.4.2 [bookmark: _Toc124002074]Research objectives
The research objectives are mentioned down under:
· To ascertain the social media influencer marketing factors which impacts on consumer perception. 
· To study into the influence of social media influencers on consumer perception and purchase intention concerning lifestyle brands. 
· To study the impact of social media influencers on the customer conversion rate concerning the different lifestyle brands operating within the UK. 
· To evaluate on the influence of Social Media Influencers on the dependent factor of Lifestyle branding. 
· To provide recommendation on the effective lifestyle branding strategies through the use of social media influencers through which positive customer perception could be achieved.   
1.4.3 [bookmark: _Toc124002075]Research questions
The research objectives are mentioned down under:
· What are the social media influencer marketing factors which impacts on consumer perception? 
· What is the influence of social media influencers on consumer perception and purchase intention concerning lifestyle brands? 
· What is the impact of social media influencers on the customer conversion rate concerning the different lifestyle brands operating within the UK? 
· What is the influence of Social Media Influencers on the dependent factor of Lifestyle branding? 
· What are the recommendations on the effective lifestyle branding strategies through the use of social media influencers through which positive customer perception could be achieved? 
1.4.4 [bookmark: _Toc124002076]Research hypotheses
The research hypotheses are mentioned down under:
· H1: Social media influencers have a positive impact on the consumer perception concerning lifestyle brands in the UK. 
· H2: Social media influencers have a positive impact on the purchase intention concerning lifestyle brands in the UK. 
· H3: Social media influencers have a positive impact on the consumer conversion rate concerning lifestyle brands in the UK. 
· H4: Social media influencers have a positive impact on the lifestyle branding in the UK. 
1.4.5 [bookmark: _Toc124002077]Research propositions 
The proposition of this research paper rests on the possible results of the research which estimates that study will be able to prove that there exists a relationship mainly of the positive type between the social media influencers and lifestyle branding especially in the context of lifestyle brands operating within the UK and UK customers intending to purchase such lifestyle brands. 
1.5 [bookmark: _Toc124002078]Rationale of the research
The past researchers such as the one conducted by Glucksman (2017) states that there has been a growing trend of using social media influencers in promoting or marketing the products by the different brands. It is to be noted that there have been very limited studies conducted on the research area. So, this study will be very useful for the different UK operating lifestyle brands to effectively make use of the social media influencers to their advantage after reviewing the results and recommendations of the study. 
1.6 [bookmark: _Toc124002079]Methodology
The research paper will be collecting primary data from the 50 customers as respondents residing within the UK through a survey method of data assimilation using the semi-structured questionnaire (Rinjit 2020). The study will be analysing the data through statistical data analysis (Snyder 2019). The statistical data analysis techniques that will be used here include the “descriptive statistics” and visualisation of data through “Graphs.” 
1.7 [bookmark: _Toc124002080]Scope of the study
The scope of the research study will be restricted to the social media influencers and its impact on the purchase intention, customer conversion rate and customer perception concerning the lifestyle brands operating within the UK. 
1.8 [bookmark: _Toc124002081]Structure of the dissertation
The entire research will be comprising of five eminent chapters that will start with the introduction, followed by the review of literature. The study will then proceed to research methodology section or chapter that will follow by the data analysis and discussion chapter as the fourth chapter. The study will be concluding or ending with the conclusion, limitations and recommendations chapter. 
1.9 [bookmark: _Toc124002082]Summary
The aim of this study is to determine as well as investigate into the impact of social media influences on lifestyle branding within the UK. The main objectives of the study are to test the impact of social media influencers on the consumer perception, purchase intention and the customer conversion rate concerning the lifestyle brands operating within the UK. The study will be collecting primary quantitative data from primary respondents and will be analysing such data using statistical techniques and platform. Finally, the study is expected to portray a positive relationship between the social media influencers and lifestyle branding. 


[bookmark: _Toc124002083]Chapter 2: Literature review 
[bookmark: _Toc124002084]2.1 Introduction
	The present chapter aims to illustrate the various underlying theories and synopsis of literature that has already been published in the research area concerning the test of impact of the independent factor of social media influencer’s role on the dependent factor of lifestyle branding. The literate review on the subject area are as follows. 
[bookmark: _Toc124002085]2.2 Base theory
[bookmark: _Toc124002086]2.2.1 Social media influencers and social media influencer marketing
	Social media influencer can be best described as a person having a sound base of knowledge concerning a specific area of expertise portrayal of which within social media platforms have earned him a high volume of fame and reputation (Khalid, Jayasainan and Hassim 2018). Now, it is to be specifically noted that when this advanced convincing power of the social media influencers gets used to market the goods or services by a marketer to their advantage, this process gets to be known by the name of “influencer marketing” or “social media influencer marketing (Radwan et. al. 2021).” 
[bookmark: _Toc124002087]2.2.2 Lifestyle branding
	Branding according to Holt (2016) refers to the creation as well as broadcasting and spreading the name of the brand as well as its inherent personality and quality amongst the people who may be interested in buying the brand. On the other hand, lifestyle branding refers to such a branding technique where the particular creator and marketer of the brand tries to create as well as disseminate the brand in accordance to the interests, attitudes, aspirations and values of the target group of customers or a niche to be particular to whom the marketing is being attempted (Glucksman 2017). 
[bookmark: _Toc124002088]2.3 Theoretical/conceptual frameworks
[image: ]
[bookmark: _Toc124002440]Figure 1: Conceptual framework 
(Source: Author) 
[bookmark: _Toc124002089]2.4 Empirical study reviews
[bookmark: _Toc124002090]2.4.1 Social media influencers and its impact on customer perception 
	It is to be noted that there has been no direct impact testing study been conducted in the very research area. However, a related study was conducted by Lee and Ha (2020) that ascertained the impact of influencer’s characteristics on the attitude and intention of customers to purchase keto products. The results of the study portray that there has been a moderate impact on the customer intention and a significant positive impact on the consumer attitude by the social media influencer marketing concerning keto products. 
[bookmark: _Toc124002091]2.4.2 Social media influencers and its impact on purchase intention
	There have been quite a few studies been conducted in the area of study like the ones researched by Lim et. al. (2017) and Hermanda, Sumarwan and Tinaprillia (2019). Lim et. al. (2017) found that social media influencers positively affected the purchase intention of the customers. While, a negative relationship between the above-mentioned variables were demonstrated by the research conducted by Hermanda, Sumarwan and Tinaprillia (2019). 
[bookmark: _Toc124002092]2.4.3 Social media influencers and its impact on customer conversion rate
	There has been no single direct impact testing study been conducted over the last five years in the study area where it can be seen that Zumstein and Kotowski (2020) have stated that influencer marketing can be considered as a secondary success factor towards having successful customer conversion for E-commerce. 
[bookmark: _Toc124002093]2.4.5 Social media influencers and its impact on lifestyle branding 
	The only notable study that was steered in the very area of study was done by Glucksman (2017). The study results of the research portray that the use of influencer marketing technique have greatly eradicated the barriers of communication between the brand and its intended customers. Hence, it can be said that the positive impact can be said to be existing on the lifestyle branding by the independent factor of social media influencer marketing. 
[bookmark: _Toc124002094]2.5 Research gaps identified 
	The gaps in literature lies in the fact that only one direct impact testing study was conducted in the field of social media influencers on lifestyle branding that is conducted by Glucksman (2017), which did not consider the other dependent factors of purchase intention, customer conversion and customer perception under one single study. No prior similar study considered the context of the UK as well. 
[bookmark: _Toc124002095]2.6 Summary 
	The chapter have reviewed pre-existing literature as authored by Glucksman (2017), Lim et. al. (2017) and many others as mentioned above and found that only one similar study was conducted over the last five years that too did not take into account the perspective of the UK based customers. The study did not at all consider the eminent dependent factors of customer perception, conversion rate and purchase intention for the lifestyle brands in a cumulative manner and hence a research gap arises that will be investigated within the current study. 


[bookmark: _Toc124002096]Chapter 3: Research methods and methodologies 
[bookmark: _Toc124002097]3.1 Introduction 
	This particular chapter will be identifying the philosophy, approach, paradigm, design, methods, strategy” taken by the researcher to conduct the study as well as explaining the reason behind such choices. The chapter will also be identifying the sample size, data analysis techniques along with the ethical considerations to which the researcher will be duly complying during the study. 
[bookmark: _Toc124002098]3.2 Research philosophy and paradigm 
	The “Positivism” philosophy or paradigm is the only philosophy or paradigm which will be made to be used here in the study. The reason behind the positivism philosophy selection is the quantitative data assimilation through the use of google forms. The study will be scrutinising as well as studying the thus collected quantitative data through the use of statistical techniques only that is solely demanded by the chosen philosophy (Zhang 2022). 
[bookmark: _Toc124002099]3.3 Research approach 
	The “Deductive” approach is the only approach that will be made to use in the study where the reason behinds such selection lies in the fact that the probable outcomes which are also known by the name of hypotheses have been well-depicted within the last part of the starting chapter, “Introduction (Rinjit 2020).” The estimated outcomes will also be tested in the study through statistical methods to arrive at the point of conclusion based upon which the recommendations can be done as well as demanded under the deductive approach. 
[bookmark: _Toc124002100]3.4 Research methods
	The main method of this particular research will be “survey (Ørngreen and Levinsen 2017).” The survey method has been determined as the best method of data collection as one cannot find any quantitative secondary data from any existing database concerning the independent variable of social media influencers and its impact o the dependent variable of lifestyle branding (Igwenagu 2016). 
[bookmark: _Toc124002101]3.5 Research strategy and design 
	First of all, the “quantitative” strategy has been adopted in this study as the data that would be collected will be quantitative in nature along with the fact that all analysis techniques which will be used would be statistical in nature which means that quantitative data analysis techniques will be used to assimilate and examine the data collected from primary responders (Cr 2020). 
	Secondly, the “exploratory” design will be made to be used here in this study. The reason behind the choice is that as mentioned above, the quantitative data collection and analysis will be used to secure out the conclusion which is needed to be done in the case of exploratory design through which the study duly explores the impact of the independent on the dependent variable (Patel and Patel 2019). 
[bookmark: _Toc124002102]3.6 Research sample and population 
	The research population for the study would be entailing the entire base of customers of lifestyle branding where the research sample would be 50 respondents who will happen to be the customers of lifestyle branding that watches social media content (Taherdoost 2016). The sampling technique that would be used here is the “simple random sampling” where the sample size of 50 customers will be assimilated in a random way. 
[bookmark: _Toc124002103]3.7 Data collection and data analysis techniques
	The data collection for this very study will be resting on the quantitative data collection method of survey where the “Google Forms” will be used to develop the “semi-structured questionnaire” for an easy collection of primary data for the study (Pandey and Pandey 2021). On the other hand, the data analysis will only be done using specific statistical methods of “descriptive statistics” for an effective analysis of the “demographic data” and all other relevant case-oriented data will be effectively analysed through statistical method of “data visualisation” mainly through the use of “graphs” and “charts (Pandey and Pandey 2021).” 
[bookmark: _Toc124002104]3.8 Ethical considerations 
	The ethical considerations that duly encompasses the code of conduct adopted and followed by the study conductor during the study time period. It is to be noted that the study has taken special care to eliminate the illegal act of “coercion” imposition on the responses to the survey. It is to be noted that the permission from each and every respondent have been taken earlier than the initiation of the survey process and no respondent have been pressurised in any way or the other to register any kind of favourable responses for the study within the survey thereby eliminating the illegal academic element of coercion application (Mishra and Alok 2022). The second illegal issue that is not allowed under an academic paper is the “Plagiarism” that have been duly eliminated by paraphrasing the much-needed work of others to be done along with mentioning the author’s name as reference in-text. 
[bookmark: _Toc124002105]3.9 Summary 
	The methodology section here in this regard starts with the selection of the deductive approach, positivism philosophy and the exploratory design for the study where the study will be using the survey method of data collection. So, the quantitative data collection and analysis strategy will be used here for the study with the use of “semi-structure questionnaire” and statistical scrutiny of the data collected. Finally, sample size that has been selected for the study is 50 customers of lifestyle branded products who were selected through a simple random sampling technique. 


[bookmark: _Toc123933637][bookmark: _Toc124002106]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc123933638][bookmark: _Toc124002107]4.1 Introduction
	The main purpose of the present chapter was to discuss the findings from the statistical analysis of the survey data. It must be informed that in total 50 responses were collected for the current research study. Thus, the analyses carried out in the present task was based on primary survey data with 50 individual responses. The data was quantitative and so the current study used quantitative statistical techniques to analyse the current data. Analysis included mainly descriptive statistical analysis. Descriptive analysis mainly focuses on describing the characteristics of sample data. Graphs and charts were also created to develop informative visualisations of the data. 
[bookmark: _Toc123933639][bookmark: _Toc124002108]4.2 Analysis and Discussion
Analysis of demographic features of the survey respondents
Age
Table 1: Frequency distribution of respondents by age
[image: ]
Data revealed that 14 participants were aged between 18 and 24 years. 17 respondents were aged between 25 years and 34 years. 11 respondents were aged between 35 years and 44 years. 3 respondents were aged between 45 years and 54 years. 3 respondents were aged between 55 years and 64 years. 2 respondents were aged more than 65 years. 

[bookmark: _Toc124002441]Figure 2: Pie chart showing frequency distribution of participants by age
	The bar chart above shows that chart shows that maximum percentage of the participants were aged between 25 years to 34 years. Least participants belonged in the age group of more than 65 years. About 34 % of participants were aged between 25 years and 34 years and only 4 % participants were more than 65 years old. 28 % respondents were aged between 28 years and 34 years. 
Gender
Table 2: Frequency distribution of respondents by gender
[image: ]
About 25 respondents were male and 21 respondents were female. 4 participants belonged to other gender category. 

[bookmark: _Toc124002442]Figure 3: Pie chart showing frequency distribution of participants by gender
The pie chart showed that 50 % of participants were female and 42 % were male. Remaining 8 % participants belonged to some other gender category. Maximum percentage of participants were female. 
Place of Living
Table 3: Frequency distribution of respondents by place of living
[image: ]
According to the data, 25 respondents lived in city. 14 respondents were from town and 11 respondents belonged from village areas. 

[bookmark: _Toc124002443]Figure 4: Pie chart showing frequency distribution of participants by place of living
The pie chart above showed that 50 % of the respondents were from city. 28 % of the respondent belonged to towns and remaining 22 % were from villages.
Highest level of education
Table 4: Frequency distribution of respondents by educational qualification
[image: ]
According to the data only 1 participant had elementary level education. 12 participants had completed high school. 16 participants had a master’s degree. 5 participants had PhD. 16 participants were undergraduates. 

[bookmark: _Toc124002444]Figure 5: Horizontal bar chart showing frequency distribution of respondents by highest level of education
In terms of percentage, 2 % participant had elementary level education. 24 % participants had completed high school. 32 % participants had a master’s degree. 10 % participants had PhD. 32 % participants were undergraduates. 
Employment Status
Table 5: Frequency distribution of respondents by employment status
[image: ]

[bookmark: _Toc124002445]Figure 6: Pie chart showing frequency distribution of respondents by employment status
33 participants in the sample were employed while 17 were unemployed. In terms of percentage, 66 % were employed and 34 % were unemployed. 
Time spent on social media
Table 6: Frequency distribution of respondents by time spent on social media
[image: ]
	16 participants spent 1 to 2 hours on social media. 20 participants said that they spent 3 to 4 hours in a day in social media. About 3 participants said that they spent 5 to 6 hours on social media. 6 participants spent less than 1 hour and 5 participants spent more than 6 hours on social media. 

[bookmark: _Toc124002446]Figure 7: Frequency percentage of participants by time
	
	The bar chart showed that 32 % participants spent 1 to 2 hours on social media. 40 % participants said that they spent 3 to 4 hours in a day in social media. About 6 % participants said that they spent 5 to 6 hours on social media. 12 % participants spent less than 1 hour and 10 % participants spent more than 6 hours on social media. 
Usage of social media applications
Table 7: Frequency distribution of respondents by most frequently used social media app
[image: ]
16 respondents used Facebook most frequently. Twitter was the most frequently used social media application by 7 respondents. 13 participants used Instagram most frequently.

[bookmark: _Toc124002447]Figure 8: Pie chart showing frequency distribution of respondents by most frequently used social media app
The pie chart showed that 32 % respondents used Facebook most frequently. Twitter was the most frequently used social media application by 14 % respondents. 26 % participants used Instagram most frequently. Maximum percentage of participants used Facebook most frequently. 


Studying the survey response to all survey questions
22 % participants had strongly agreed that they purchased an item online that they saw on social media. 28 % participants had agreed that they purchased an item online that they saw on social media. 34 % had a neutral opinion in this matter. 10 % participants had disagreed that they had purchased an item online that they saw on social media. 6 % participants strongly disagreed that they had purchased an item online that they saw on social media. 28 % participants had strongly agreed that they followed fashion influencers. 26 % participants had agreed that they followed fashion influencers. 24 % had a neutral opinion in this matter. 8 % participants had disagreed that they followed fashion influencers. 14 % participants strongly disagreed that they follow fashion influencers. 18 % participants had strongly agreed that social influencer's content would make them interested in a product that they have not been interested in previously. 26 % had a neutral opinion in this matter. 20 % participants had disagreed that social influencer's content would make them interested in a product that they have not been interested in previously. 6 % participants strongly disagreed that social influencer's content would make them interested in a product that they have not been interested in previously. 30 % participants had strongly agreed that they bought items directly from an influencer’s affiliated link. 32 % participants had agreed that they bought items directly from an influencer’s affiliated link. 16 % had a neutral opinion in this matter. 18 % participants had disagreed that they bought items directly from an influencer’s affiliated link. 4 % participants strongly disagreed that they bought items directly from an influencer’s affiliated link. 20 % participants had strongly agreed they bought more clothing due to exposure to endorsements by social media influencers. 28 % participants had agreed that they bought more clothing due to exposure to endorsements by social media influencers. 24 % had a neutral opinion in this matter. 18 % participants had disagreed that they bought more clothing due to exposure to endorsements by social media influencers. 10 % participants strongly disagreed that they bought more clothing due to exposure to endorsements by social media influencers. 20 % participants had strongly agreed that they learned about a new product from a social media influencer. 30 % participants had agreed that they learned about a new product from a social media influencer. 22 % had a neutral opinion in this matter. 18 % participants had disagreed that they learned about a new product from a social media influencer. 10 % participants strongly disagreed that they learned about a new product from a social media influencer.[bookmark: _Toc124002448]Figure 9: Horizontal stacked bar diagram demonstrating percentage of responses to each survey question

Hypothesis testing
· H1: Social media influencers have a positive impact on the consumer perception concerning lifestyle brands in the UK. 

[bookmark: _Toc124002449]Figure 10: Scatter plot showing the relationship between influence of social media influence and consumer perception
The scatter plot above shows that the influence of social media influencers was positively related with consumer perception. The relationship between influence of social influencers and consumer perception towards a brand was strong and positive. Influence by social media influencers could explain 53.41 % of the variation in consumer perception. Based on this the hypothesis (H1) can be accepted. 


· H2: Social media influencers have a positive impact on the purchase intention concerning lifestyle brands in the UK. 

[bookmark: _Toc124002450]Figure 11: Scatter plot showing the relationship between influence of social media influence and purchase intention
The scatter plot in figure 9 above shows that the influence of social media influencers was positively related with purchase intention. The relationship between influence by social influencers and purchase intention from a brand was moderate and positive. Influence by social media influencers could explain 45.12 % of the variation in purchase intention. Based on this the hypothesis (H2) can be accepted.	


· H3: Social media influencers have a positive impact on the consumer conversion rate concerning lifestyle brands in the UK. 

[bookmark: _Toc124002451]Figure 12: Scatter plot showing the relationship between influence of social media influence and customer conversion
The scatter plot above shows that the influence of social media influencers was positively related with customer conversion. The relationship between influence by social influencers and customer conversion from a brand was moderate and positive. Influence by social media influencers could explain 45.34 % of the variation in customer conversion. Based on this the hypothesis (H3) can be accepted.
· H4: Social media influencers have a positive impact on the lifestyle branding in the UK. 
Overall, it was observed that influence of social media had a positive impact on customer conversion, customer perception and purchase intention. Customer conversion, customer perception and purchase intention are all significant components of lifestyle branding. This indicated that influence of social media influencers had a positive impact on lifestyle branding of consumers. Based on this, hypothesis H4 can be accepted. 
[bookmark: _Toc123933640][bookmark: _Toc124002109]4.3 Summary
About half of the participants were female. Maximum percentage of employees were aged between 25 to 34 years. The most frequently used social media application by the respondents was Facebook followed by Instagram. Majority of the respondents spent 3 to 4 hours on social media in a day. According to survey responses 50% of the respondents came to know about new products through social media influencers. More than half of the respondents considered that social media influenced their intention to purchase a product that they advertised. According to Ahmad et al. (2019) in the marketing and advertising of the numerous companies currently in the 21st century, the influence of young celebrities and influencers and brand image on young customers is growing increasingly important. The current study has indicated that social media influencers have a positive impact on intention of customers to purchase a product. This finding was aligned with the research finding by Ahmad et al. (2019). According to Schivinski and Dabrowski (2016) social media marketing techniques have a significant impact on consumers' purchasing behaviour as well as their attitudes toward various products. The analysis in the current study had indicated that the influence of social media influencers had a positive influence on perception of customers towards a brand. Thus, the finding was aligned with the research study by Ahmad et al. (2019). The current study found that social media influencers positively influenced customer conversion. This finding was aligned with the research study by Bharti (2021). According to the author, Instagram is a very popular network for visual businesses, especially those in the fashion apparel sector. A growing number of fashion apparel companies are expanding purely through their online platforms, without any sort of physical location. Customers were more likely to become actual customers when there was a visually appealing and engaged forum with active involvement and partnership with reputable companies or esteemed social media influencers. In this research the researcher focussed specifically on Instagram as a social media platform. Overall, it could be said that social media influencers had a positive impact on the lifestyle branding of consumers. 


[bookmark: _Toc124002110]Chapter 5: Conclusion Limitation and Recommendation 
[bookmark: _Toc124002111]5.1 Introduction
The analysis of the survey data has provided answers to the research questions. In addition, in this section we provided recommendation so that the social media influencers could improve their capability of lifestyle branding. 
[bookmark: _Toc124002112]5.2 Conclusion of Research Issues
What are the factors of social media influencer marketing that impact on consumer perception?
From the analysis of the survey, we found that most of the consumers agreed to the fact that social media has a strong influence on the consumer perception. The analysis revealed that the impact is b = 0.62, p – value < 0.000. Our study confirms previous studies done by Lee and Ha (2020). 
What is the impact of social media influencers on consumer perception and purchase intention concerning lifestyle brands?
From the analysis of the survey, we found that most of the consumers agreed to the fact that social media has a strong influence on the consumer purchase intention towards lifestyle branding. The analysis revealed that the impact is b = 0.61, p – value < 0.000. Our study corroborates previous studies done Hermanda, Sumarwan and Tinaprillia (2019). 
What is the impact of social media influencers on the customer conversion rate concerning the different lifestyle brands operating within the UK?
From the analysis of the survey, we found that most of the consumers agreed to the fact that social media influences customers and has the ability towards their conversion rate into lifestyle branding. The analysis revealed that the impact is b = 0.61, p – value < 0.000. Our study corroborates previous studies done Zumstein and Kotowski (2020). 
[bookmark: _Toc124002113]5.3 Conclusions of the research problem 
The present research was done to explore the influence that social media has on lifestyle branding. To investigate the research objective a survey was conducted amongst users of social media. Although the number of respondents were small the research revealed the fact that social media has the ability to influence lifestyle branding. From survey we found social media marketing has the ability to influence perception of consumers in UK. Customers of lifestyle brands it has been found are followers of social media. The purchase choice of the customers it is revealed is influenced by marketeers and influencers active in social media. Thus, from the study it can be said that marketeers play a distinct role in lifestyle branding of customers. 
[bookmark: _Toc124002114]5.4 Summary of the research findings and outcomes 
The survey was done on 50 respondents. While 50% of the respondents were females, and 42% were males. Further, most of the survey respondents had education al qualification of undergraduate and higher. In addition, two-third of the respondents were employed. It was further founded from the survey that most of the respondents spent less than hours on social media. In relation to the survey questions, we find that social media influences consumer conversion towards lifestyle branding. It was also revealed from the survey that the purchase intention of customers can be influenced by social media influencers. The perceptions towards lifestyle branding are also influenced through social media. 
[bookmark: _Toc124002115]5.5 Contribution to Research 
In the present study the model developed for the study evaluated the impact of social media influencers on different factors of lifestyle branding. Thus, it was found that social media influences the consumers perceptions towards consumer brands. Moreover, social media has also found to influence the purchase intention of customers towards lifestyle brands. Further, we find that social media can also influence the conversion rate of customers towards lifestyle branding.  
[bookmark: _Toc124002116]5.6 Limitations of the Research
i. The present research has been conducted on 50 respondents only 
ii. Closed ended questions have been used to explore the research questions. Thus, the survey responses are not based on detailed information towards factors influencing lifestyle branding 
iii. The survey was conducted only once.
[bookmark: _Toc124002117]5.7 Recommendations to the research 
i. Social media influencers had a significant impact on consumer perceptions concerning lifestyle brands. Therefore, it can be recommended that organizations dealing with lifestyle branding and having presence in social media marketing should increase their presence.
ii. Further, from the study it can be further recommended that lifestyle branding organizations should follow the purchase pattern of the customers. This would enable the organizations to understand the requirements of the customers and thereby create social media content to increase the purchase likelihood. 
iii. The organizations should also create social media content so that they are able to convert customers towards lifestyle brands. 
[bookmark: _Toc124002118]5.8 Summary
From the study we find that social media influencers have a strong impact on customers of lifestyle brands. Social media has been able to influence consumers perceptions so that they can affect the lifestyle branding. Moreover, the purchase intention of customers has also been found to be influenced by social media. In addition, from the research we find social media is able to influence customers so that they are converted towards lifestyle branding. 
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Frequency percentage of respondents by age group


18 - 24 years	25 - 34 years	35 - 44 years	45 - 54	55 - 64	65 and Over	0.28000000000000003	0.34	0.22	0.06	0.06	0.04	Age groups


Frequency percentages



Frequency percentage of participants by gender


Female	Male	Other	0.5	0.42	0.08	

Frequency percentage of participants by place of living


City	Town	Village	0.5	0.28000000000000003	0.22	

Frequency percentage of participants by highest level of education


Elementary	High school	Masters	PhD	Under graduate	0.02	0.24	0.32	0.1	0.32	Employment status


Frequency percentages



Frequency percentage of participants by employment status


Employed	Unemployed	0.66	0.34	

Frequency percentage of participants by time spent on social media


1-2 hours	3-4 hours	5-6 hours	Less than 1 hour	More than 6 hours	0.32	0.4	0.06	0.12	0.1	Time spent on social media


Frequency percentages




Facebook	Instagram	Twitter	You Tube	0.32	0.26	0.14000000000000001	0.24	

Percentage of responses for various questions

Strongly Disagree	
Have you ever bought an item online that you saw on social media?	Do you follow fashion influencers?	Social influence's content would make me interested in a product that I have not been interested before.	Have you bought items directly from an influencer’s affiliated link?	Do you buy more clothing due to social media influencers fashion exposure?	Fashion influencers set trends.	Social media influencers are a good source of information about products.	I trust the recommendation of social media influencers.	I use influencers promo codes to get a discount on products.	Do you ever consider if the clothes promoted by the influencers are ethically made?	Are you less convinced to buy a product if you are aware it is a paid advertisement?	Do you believe that the influencers you follow actually believe in the product and use such products they are promoting? 	Do you think that social media influencers increase your attractiveness towards a brand?	Do you think that social media influencers increase your trustworthiness towards a brand?	Do you think that social media influencers increase your awareness towards a brand?	Do you think that your attitudes and beliefs towards brand are influenced by a social media influencers?	Have you previously made purchase from a brand that was endorsed by a social media influencer?	How strongly do you think a social media influencer influences your intention to purchase branded products?	How much do you think you learn about a product from a social media influencer?	0.06	0.14000000000000001	0.06	0.04	0.1	0.16	0.1	0.06	0.18	0.04	0.08	0.04	0.06	0.1	0.14000000000000001	0.16	0.08	0.06	0.1	Disagree	
Have you ever bought an item online that you saw on social media?	Do you follow fashion influencers?	Social influence's content would make me interested in a product that I have not been interested before.	Have you bought items directly from an influencer’s affiliated link?	Do you buy more clothing due to social media influencers fashion exposure?	Fashion influencers set trends.	Social media influencers are a good source of information about products.	I trust the recommendation of social media influencers.	I use influencers promo codes to get a discount on products.	Do you ever consider if the clothes promoted by the influencers are ethically made?	Are you less convinced to buy a product if you are aware it is a paid advertisement?	Do you believe that the influencers you follow actually believe in the product and use such products they are promoting? 	Do you think that social media influencers increase your attractiveness towards a brand?	Do you think that social media influencers increase your trustworthiness towards a brand?	Do you think that social media influencers increase your awareness towards a brand?	Do you think that your attitudes and beliefs towards brand are influenced by a social media influencers?	Have you previously made purchase from a brand that was endorsed by a social media influencer?	How strongly do you think a social media influencer influences your intention to purchase branded products?	How much do you think you learn about a product from a social media influencer?	0.1	0.08	0.2	0.18	0.18	0.12	0.22	0.18	0.06	0.12	0.14000000000000001	0.18	0.14000000000000001	0.24	0.12	0.14000000000000001	0.22	0.16	0.18	Neutral	
Have you ever bought an item online that you saw on social media?	Do you follow fashion influencers?	Social influence's content would make me interested in a product that I have not been interested before.	Have you bought items directly from an influencer’s affiliated link?	Do you buy more clothing due to social media influencers fashion exposure?	Fashion influencers set trends.	Social media influencers are a good source of information about products.	I trust the recommendation of social media influencers.	I use influencers promo codes to get a discount on products.	Do you ever consider if the clothes promoted by the influencers are ethically made?	Are you less convinced to buy a product if you are aware it is a paid advertisement?	Do you believe that the influencers you follow actually believe in the product and use such products they are promoting? 	Do you think that social media influencers increase your attractiveness towards a brand?	Do you think that social media influencers increase your trustworthiness towards a brand?	Do you think that social media influencers increase your awareness towards a brand?	Do you think that your attitudes and beliefs towards brand are influenced by a social media influencers?	Have you previously made purchase from a brand that was endorsed by a social media influencer?	How strongly do you think a social media influencer influences your intention to purchase branded products?	How much do you think you learn about a product from a social media influencer?	0.34	0.24	0.26	0.16	0.24	0.28000000000000003	0.22	0.32	0.2	0.24	0.2	0.34	0.26	0.24	0.14000000000000001	0.16	0.24	0.18	0.22	Agree	
Have you ever bought an item online that you saw on social media?	Do you follow fashion influencers?	Social influence's content would make me interested in a product that I have not been interested before.	Have you bought items directly from an influencer’s affiliated link?	Do you buy more clothing due to social media influencers fashion exposure?	Fashion influencers set trends.	Social media influencers are a good source of information about products.	I trust the recommendation of social media influencers.	I use influencers promo codes to get a discount on products.	Do you ever consider if the clothes promoted by the influencers are ethically made?	Are you less convinced to buy a product if you are aware it is a paid advertisement?	Do you believe that the influencers you follow actually believe in the product and use such products they are promoting? 	Do you think that social media influencers increase your attractiveness towards a brand?	Do you think that social media influencers increase your trustworthiness towards a brand?	Do you think that social media influencers increase your awareness towards a brand?	Do you think that your attitudes and beliefs towards brand are influenced by a social media influencers?	Have you previously made purchase from a brand that was endorsed by a social media influencer?	How strongly do you think a social media influencer influences your intention to purchase branded products?	How much do you think you learn about a product from a social media influencer?	0.28000000000000003	0.26	0.3	0.32	0.28000000000000003	0.28000000000000003	0.18	0.28000000000000003	0.26	0.26	0.32	0.24	0.18	0.14000000000000001	0.28000000000000003	0.28000000000000003	0.2	0.26	0.3	Strongly Agree	
Have you ever bought an item online that you saw on social media?	Do you follow fashion influencers?	Social influence's content would make me interested in a product that I have not been interested before.	Have you bought items directly from an influencer’s affiliated link?	Do you buy more clothing due to social media influencers fashion exposure?	Fashion influencers set trends.	Social media influencers are a good source of information about products.	I trust the recommendation of social media influencers.	I use influencers promo codes to get a discount on products.	Do you ever consider if the clothes promoted by the influencers are ethically made?	Are you less convinced to buy a product if you are aware it is a paid advertisement?	Do you believe that the influencers you follow actually believe in the product and use such products they are promoting? 	Do you think that social media influencers increase your attractiveness towards a brand?	Do you think that social media influencers increase your trustworthiness towards a brand?	Do you think that social media influencers increase your awareness towards a brand?	Do you think that your attitudes and beliefs towards brand are influenced by a social media influencers?	Have you previously made purchase from a brand that was endorsed by a social media influencer?	How strongly do you think a social media influencer influences your intention to purchase branded products?	How much do you think you learn about a product from a social media influencer?	0.22	0.28000000000000003	0.18	0.3	0.2	0.16	0.28000000000000003	0.16	0.3	0.34	0.26	0.2	0.36	0.28000000000000003	0.32	0.26	0.26	0.34	0.2	
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Influence of Social Media Influencer vs Purchase Intention


5	2.6666666666666665	4.333333333333333	3.6666666666666665	3.6666666666666665	2	1.3333333333333333	1.3333333333333333	4	3.3333333333333335	4	4	3.6666666666666665	4.333333333333333	4	4.333333333333333	2.3333333333333335	4.666666666666667	2.3333333333333335	4.333333333333333	2.6666666666666665	3.3333333333333335	3	4	3.3333333333333335	1.6666666666666667	2.3333333333333335	4.666666666666667	3.6666666666666665	2.3333333333333335	4	3	2	3.3333333333333335	2	3.3333333333333335	3.3333333333333335	4.333333333333333	3.6666666666666665	5	3.6666666666666665	5	2	4	4.666666666666667	4	3	2	5	2	5	4	4	4	4.5	1.5	2	2.5	3	3	3.5	4.5	4	4	4	4	3	4.5	1.5	3.5	3	2.5	3	4	4.5	1.5	4.5	4	4	3	4	3	1.5	3	4	4.5	2	4	3.5	5	4.5	5	4	4	4	4	3	3.5	5	3.5	Influence of Social Media Influencer 


Purchase Intention



Influence of Social Media Influencer vs Customer Conversion
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