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Abstract
Research Question: The research explores: What is the role of social media influencers in shaping brand loyalty among Generation Z consumers?
Rationale: The research was conducted as a reaction to the rising purchasing power of Generation Z and rising dependence of businesses on influencer marketing. Even after gaining popularity, it is not yet clear whether influencer-led engagement will result in long-term loyalty or just temporary sales.
Methods and Theoretical Framework: This research considers “Primary Quantitative and Secondary Qualitative Method”. As a part of secondary method, thematic analysis is used to analyse qualitative data gathered from Google Scholar. “Diffusion of Innovation” and “Theory of Planned Behaviour” and the opinion leaders that were considered in the study are those that reduce the uncertainty and those which affect the consumer norms. On the other hand, as a part of primary method, a questionnaire is formed, and 200 Gen Z respondents are selected to conduct a survey. Along with “Exploratory Research Design”, “Probability Sampling Method” is used in order to decrease probability of bias.
Findings: Both qualitative and quantitative findings are presented, and from qualitative analysis, this research found that Gen Z purchasing behaviour is heavily influenced by social media influencers in terms of credibility, trust, and relatability. The primary quantitative data further indicates that Gen Z's brand loyalty is most strongly influenced by the credibility of influencers and the quality of their content, along with emotional engagement, and marketing tools has a supportive role. Demographic analysis also revealed that maximum respondents are male from age group of 24 to 26 years old. Moreover, correlation and regression analysis proves credibility as the strongest driver of long-term attachment and loyalty, owing to the essentiality of trust and originality. The most crucial in creating emotional relations is authenticity, when commercialised, leads to distrust. The authenticity issue opens new opportunities with platform-specific tools and influencer segmentation tools and storytelling strategies to increase awareness and reach. Case studies confirm the growth of income, e-commerce, and tourism recovery, but also show the threat of lower confidence, brand migration and unequal loyalty, unless transparency is realised.
Key Outcome: The most notable outcome is the dual nature of influencer marketing, which can generate loyalty through authenticity and emotional engagement and drive brand switching when over-commercialised. Thus, sustainability is a matter of balancing credibility, transparency, and strategic alignment and Gen Z values.
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[bookmark: _Toc209731792]Chapter 1: Introduction
[bookmark: _d688lkep961h][bookmark: _Toc209731793]1.1 Research Background
“Generation Z (Gen Z)” is the generation born around 1997-2012 and is considered to be the first truly digitally native generation with a strong influence of social media and online communities. Their buying patterns are characterised by the high demand for authenticity, social responsiveness and personalised interaction. For example, Gen Z consumers rely on social media more than traditional search engines to learn about new brands, with the use of social media representing 41% (Ambos, 2025). Gen Z also value transparency as 59% are more likely to support brands that admit imperfections, compared to just 17% who favour brands that always appear perfect.
Influencer marketing has become one of the imperative instruments in the creation of “brand loyalty” among the “Gen Z generation”. One of the reports demonstrates that 53% of Gen Z respondents rely on recommendations by influencers, which depicts the power of trusted online voices (Smith, 2025). Furthermore, 69% of Gen Z affirm that they trust micro-influencers more than traditional celebrities, highlighting the fact that peer-like authenticity is more influential than fame (Ambos, 2025). In India, especially, Gen Z is abandoning the stars to become authentic, relatable brand ambassadors and is significantly moving in the direction of authentic, accessible personalities (Economic Times, 2025).
The research aims to underscore how influencers will be important in creating brand loyalty among this generation. A mixed-methods study determined that the perception of Gen Z consumers of brands is strongly influenced by influencers. Subsequently, the loyalty is affected, particularly when the content is relatable, emotional, and feels authentic (Deshmukh et al. 2022). Any type of emotional closeness, trust through relatable stories, symbolic identity connection, and unconscious brand loyalty demonstrates how emotional resonance, as opposed to logical appeal, can lead to loyalty (Putra and Sheyoputri, 2024).
Communities with influencers are also changing the conventional strategies. Community-based experiences, instead of takeovers of glamorous influencer visits, are becoming the favourite brand bonding activity among brands. For example, beauty brand REFY invited its customers (including, but not limited to, influencers) to Mallorca and the engagement rates grew by 250% which is the strength of the experience-based loyalty-building (Poggi, 2024). Influencer marketing is a complex concept that Gen Z depends on to establish brand loyalty as trust, authenticity, emotional appeal and embeddedness in community are far more persuasive than celebrity endorsements. Not only content that appeals to Gen Z values, but also content that is honest, builds more long-term relationships and brand loyalty in an already highly dynamic digital environment.
[bookmark: _jw0ib3g9k77x][bookmark: _Toc209731794]1.2 Problem Statement
Emergence of “influencer marketing” in the contemporary social environment of the digital world has radically altered the dynamics of the brand-to-consumer interaction. Generation Z are both digitally native and socially conscious at the same time (David, 2024). Although the use of traditional marketing approaches is increasing, “Gen Z” has also become less responsive to them, as they tend not to go back to the brands they know well. It has been found that only in 30% of cases will they revert to a go-to brand when purchasing new merchandise (McKinsey, 2023).
Although influencer marketing has potential, the viability of influencer marketing to promote brand loyalty in “Gen Z” is poorly studied. When content is real, personal, and emotional, influencers are very influential in shaping Gen Z’s attitudes towards brands. Nevertheless, the processes through which these effects were converted into sustainable loyalty, especially in the emotional resonance versus rational decision-making cases, are not clear yet. To add to this doubt is increasing scepticism about influencers. For example, the trend of the underconsumption core on TikTok is an indication of Gen Z getting tired of the constant product push, preferring minimalism, second-hand consumption, and authenticity and disapproving of influencer culture due to its lack of transparency (Getahun, 2024). Equally, in places such as India, statistics show that younger buyers are turning their backs on celebrity endorsements, preferring real and relatable personalities over traditional celebrities.
Thus, it is essential to discuss the way and under which circumstances influencer marketing can be effective in building brand loyalty among Generation Z. In particular, how are authenticity, emotional engagement, and trust relevant in changing influencer-based exposure to long-term loyalty? This gap is significant to marketers who want to build meaningful relationships with a generation that is influential and has a critical eye.
[bookmark: _87x32uyrrdez][bookmark: _Toc209731795]1.3 Research Rationale
Despite the potential to explode, the ability of influencer marketing to build enduring brand loyalty in Generation Z has an uncertain status. Gen Z is discriminatory, value-oriented and they are in search of authenticity, social mobility and emotional resonance rather than traditional advertisements and shallow promotions (Chhatwal, 2024). Although influencers can play a crucial role as trendsetters, as 51% of Gen Z consider influencers generate new trends, this trendsetting ability does not mean that they will turn into repeat purchasers or form long-term loyalty (Maguire, 2024). In addition, the popularity of influencer fraud, including inflated follower counts or followers generated by bots, is a major risk to credibility and brands may lose billions of dollars each year (Qureshi et al. 2024). The core issue is understanding whether influencer-driven engagement evolves into meaningful loyalty or remains fleeting, and identifying the conditions under which it succeeds or fails in cultivating genuine, long-term brand commitment among Gen Z.
The emergence of “influencer marketing” has both opportunities and threats for brands trying to build “brand loyalty” among “Gen Z”. Although the impact of influencers on Gen Z cannot be underestimated, and about 70-80% of them rely on influencer advice when making purchases online, it is not clear whether the loyalty that results can be maintained (Search Engine Insight, 2025). The importance of authenticity and alignment of values is becoming more and more critical: now brands create specialised Gen Z teams to create authentic messaging since this generation will quickly identify fake attempts. Without authenticity, influencer campaigns risk backfiring, especially when influencer fraud, such as fake followers, diminishes credibility and costs brands billions annually (VI De Araujo et al. 2025). Moreover, Gen Z's cultural shift toward mindful consumption like “de‑influencing” movements on TikTok that encourage scepticism, renders superficial campaigns less effective (Hadero and Swenson, 2023). Conversely, Gen Z is becoming less inclined to celebrate celebrity endorsement in their favour and more towards real and relatable influencers, prioritising genuineness over the effect of star power. Such complexity explains why it is urgent to know when engagement through influencers can lead to long-lasting brand loyalty and what supports or disallows the shift.
With the increased digital immersion and media fragmentation, influencer marketing is the key to reaching Gen Z, but only in case it is approached properly. Gen Z requires authenticity and purposeful interaction, and more than half appreciate buying products of socially responsible brands. Niche communities are increasingly becoming a source of identity and loyalty, with 45% of Gen Z indicating that they feel more connected to their micro community than to mainstream culture, and over half open to switching to a brand at the recommendation of their community (Hawkins, 2024). Through the aid of emotional sincerity, it has been noted that brands that are strategically embracing a vulnerable and nostalgic mix are forging stronger connections with them. The ability to resonate emotionally and real values in influencer marketing within this landscape is not just effective but also the key to building long-term brand loyalty.
This research sheds light on how authenticity, relatability, and emotional resonance can be the key connecting points between influencer-driven outreach and long-term brand loyalty in Gen Z. This study will examine the nature of trust, community alignment, and real-world interaction in the context of influencer fraud, changing cultural expectations such as de-influencing, and niche affinity groups. It will equip marketers with practical information to develop influencer tactics that attract attention and generate real, lasting consumer loyalty based on values and meaningful engagement.
[bookmark: _ldx7ikrf237g][bookmark: _Toc209731796]1.4 Research Aim 
The current research aims to critically analyse the role of influencer marketing on the development of brand loyalty among Generation Z consumers.
[bookmark: _jzgbtkn4vnqm][bookmark: _Toc209731797]1.5 Research Objectives and Questions
Research Objectives
· To investigate the role of social media influencers in shaping purchase behaviour of Gen Z customers. 
· To analyse the ways through which aspects like trust and authenticity of influencers create an emotional connection to Gen Z customers
· To identify the different tools used in influencer marketing to increase brand awareness and audience reach
· To evaluate the real business cases related to implementation of influencer marketing strategies and its positive or negative impact on business
Research Questions
· How do social media influencers shape the purchase behaviour of Generation Z consumers?
· In what ways do trust and perceived authenticity of influencers contribute to building emotional connections with Gen Z customers?
· What tools and techniques of influencer marketing are most effective in enhancing brand awareness and extending audience reach among Gen Z?
· What lessons can be learned from real business cases regarding the positive and negative impacts of influencer marketing strategies on brand loyalty and overall business performance?
[bookmark: _dh0h8gorty7d][bookmark: _Toc209731798]1.6 Significance of Research
This present research is important as it examines the effects of influencer marketing on the brand loyalty of Generation Z, a consumer group that is redefining the markets across the world. Gen Z does not consume media, values, and purchasing behaviour in the same way as the previous generations. They are very digital and spend the majority of their lives on social media, and in most cases, they depend on influencers as reliable sources of product discovery. However, the question that scalds is whether influencer engagement can result in long-term brand loyalty or not. 
The research will be academically significant and will be published as effective and informative literature on “digital consumer behaviour” and marketing psychology. Though there are different studies regarding “influencer marketing”, its significance, visibility and consumer engagement, few studies exist regarding the impact that influencers can have on brand loyalty. Therefore, findings of the research will effectively bridge the gap by considering the influence of authenticity, trust, and emotional attachment on “Gen Z brand relationships”. Apart from that, new trends of “influencer marketing” will be examined by affecting trends of classical advertising and “brand loyalty” in the current digital era. 
Practically, the research will provide a valuable body of knowledge to the brands that invest much in influencer campaigns. The influencer marketing market has already surpassed the billions of dollars per year and it is still a challenge for many brands to convert a single purchase into a recurring customer. The research will enlighten marketers on how they can come up with influencer strategies that are not only reach-based, but also sustainable, trust and community membership. Knowing what Gen Z is attached to a brand, whether it is through micro-influencers, real storytelling, or shared values, businesses can build more valuable relationships with consumers and a long-term competitive advantage.
[bookmark: _kevryvkd1e3z][bookmark: _Toc209731799]1.7 Research Scope
The research topic will focus on the influence of influencer marketing on developing brand loyalty among the consumers of Generation Z. The research will target Gen Z, a group of people who were born in the “mid-1990s to early 2010s”, as the most digitally native generation and heavily affected by the culture of social media. The study will examine the role of trust, authenticity, and “emotional connection” with influencers in long-term loyalty as opposed to short-term buying behaviour. The research will be restricted to the most popular “social media platforms” among Gen Z, such as “Instagram”, “Facebook” and “YouTube”, since these platforms are the focal point of influencer activity. It will also take into account a variety of influencer types, macro, micro, and nano, to find out whether the size and relatability affect the loyalty in different ways. Nevertheless, this is not up to the traditional celebrity endorsements because it is about the digital influencers who have direct consumer contact.
The geographical approach of the study is going to be worldwide, but the cultural differences in the relationship between Gen Z and influencers should be mentioned. Older generations (Millennials, Gen X, Boomers) are not included in the scope because the purpose of the study is to investigate the process of formation of loyalty in Gen Z in particular.
[bookmark: _wth8u2qj7opp][bookmark: _Toc209731800]1.8 Structure of Dissertation
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[bookmark: _Toc209731850]Figure 1: Structure of the Research
The dissertation is going to be structured into five major chapters.
· “Introduction” forms the basis of the study by providing the “background of the research”, problem, rationale, “aim of the research”, “research objectives” and guiding “research questions”. The section will also highlight the importance of research on influencer marketing with reference to Gen Z loyalty.
· “Literature Review” will be a critical analysis of academic and industry research. It will cover the ideas of influencer marketing, digital consumer behaviour, authenticity, trust and emotional engagement. The literature review will also examine the literature that identified gaps in the relationship between influencer activity and long-term loyalty, which will provide the foundations of contribution to the research.
· “Methodology” chapter will explain the research design, methodology, sampling framework and data collection tools. It will also address analytical methods, ethics and constraints to provide transparency and reliability.
· The results of the primary and secondary data will be presented in the form of “Data Analysis”. Results will be discussed and interpreted methodically to answer research questions and bridge the “research gap”.
· “Conclusions and Recommendations” will summarise key findings, theoretical and practical implications and recommendations to the brands and the future research.


[bookmark: _Toc207567539][bookmark: _Toc209731801]Chapter 2: Literature Review
[bookmark: _59mpuuj2g0br][bookmark: _Toc207567540][bookmark: _Toc209731802]2.1 Introduction
The following chapter provides a critical review of existing literature that evaluates the role of influencer marketing in shaping brand loyalty among Generation Z consumers. It starts with an introduction to influencer marketing and the discussion of consumer behaviour peculiar to Gen Z as digital natives. The chapter then assesses the role of social media influencers in decision-making when buying a product with a particular emphasis on trust, authenticity, and emotional connection. It also examines the usefulness of influencer marketing tools and techniques, uses the corresponding theoretical perspectives, and reveals the gaps in the existing knowledge. 
[bookmark: _j1sc2taqblyi][bookmark: _Toc207567541][bookmark: _Toc209731803]2.2 Overview of Influencer Marketing
Influencer marketing has become one of the most important tools in digital communication, as it has developed out of word-of-mouth into a formalised industry with quantifiable results. Tanwar et al. (2022) posit that its emergence is directly connected to the ability of social media to blend personal stories with brand communications and build a hybrid space in which authenticity and commerce live together. Abhishek and Srivastava (2021) substantiate it by mapping its bibliometric development, observing that influencer marketing has shifted to a niche activity to become a leading advertising paradigm. Nevertheless, Tanwar et al. (2022) hail its ability to democratise brand communication by enabling the competition of micro and nano-influencers with celebrities. However, Abhishek and Srivastava (2021) warn that academic studies are still divided, and there is little agreement on the long-term brand impacts.
Another dimension arises when Mouritzen et al. (2024) discuss virtual influencers, whose characteristics are completely distinct since they are based on AI and computer-generated imagery. Although Tanwar et al. (2022) claim influencers as believable human actors who are relatable to audiences, Mouritzen et al. (2024) refute this by revealing how virtual influencers provide brands with unprecedented control, flexibility, and scalability. However, this change creates ethical concerns: virtual influencers can obscure reality and the virtual world, and they can mislead consumers who are vulnerable. Therefore, it recognises the ability of influencer marketing to reach out, but their difference lies in the authenticity or growing artificiality of the engagement.
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[bookmark: _Toc209731851]Figure 2: “Marketing Size” of Influencer Marketing
(Source: Statista, 2025a)
As per Figure 2, the market of “influencer marketing” is estimated to hit a record of about 33 billion U.S. dollars in 2025 (Statista, 2025a). As Boerman and Müller (2022) emphasise, viewers find it hard to differentiate between commercial and non-commercial content on Instagram. Their eye-tracking experiment reveals that brand tags and labels such as paid partnership, attract attention, but hashtags remain unseen and consumers become susceptible to insidious influence. It is opposed to Tanwar et al. (2022), who opine that influencer marketing succeeds since consumers view influencers as authentic. Boerman and Müller (2022) complicate this point of view further and reveal that the definition of persuasion is not always stable, and regulation frameworks are necessary. Therefore, it is clear that power of influencer marketing is based on the possibility to integrate advertising into social communication. However, its development poses questions about transparency, authenticity, and the ethical application of virtual influencers. Though the field is becoming professionalised, its credibility lies in the ability to balance commercial interest with a real consumer trust.
[bookmark: _qac3257904ii][bookmark: _Toc207567542][bookmark: _Toc209731804]2.3 Influencing Factors of Generation Z Consumer Behaviour
Generation Z shows complex purchasing behaviour defined through their technological fluency, social identity and value orientation. Kahawandala and Peter (2020) underline that “Gen Z” are digital natives who have established technology as a part of the decision-making process and are highly influenced by social identity and peers. It supports Lalwani et al. (2021), who consider social media a dominant force in their purchasing behaviour, with the use of platforms like Instagram and YouTube being one of the trusted platforms to explore products. However, Kahawandala and Peter (2020) introduced the purchasing of Gen Z as rationally determined by the self-efficacy in using technology and planned behaviour. Lalwani et al. (2021) demonstrated the degree to which the controlled consumption of technology is frequently replaced by the impulsive and appearance-focused online interaction. It indicates that digital literacy can enhance both critical thinking and vulnerability to advertising. Combined, these attitudes demonstrate the conflict between rational decision-making and impulsive consumption and looks.
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[bookmark: _Toc209731852]Figure 3: Factors of consumer behaviour of Generation Z
(Source: Kahawandala and Peter, 2020)
Figure 3 highlights how intention has a significant impact on behaviour, which is significantly influenced by various factors, ranging from attitude and perceived behavioural control to technology self-efficacy (Kahawandala and Peter, 2020). In this regard, Dragolea et al. (2023) elaborated on the thought by predicting sustainability as a characterising behavioural impetus. They claim that Gen Z are especially environmentally conscious, and sustainable consumption is both a moral and identity-related option. It is partly in line with Popa et al. (2023), that despite Gen Z caring about sustainability, economic factors make them less willing to pay high prices consistently because of the conflict between values and prices. Whereas sustainability is presented by Dragolea et al. (2023) as a natural characteristic, Popa et al. (2023) reminded that in economic reality, such behaviours are usually moderated among lower-income demographics whose primary concerns are price and convenience. This implies that sustainability messages might not be enough to lead to loyalty without the introduction of affordable pricing strategies. The opposite results highlight the fact that socio-economic segmentation among Gen Z is important in interpreting differences in consumer behaviour.
Kahawandala and Peter (2020) stated that peer identity and social norms influence the decisions of Gen Z in purchase process. Similarly, Lalwani et al. (2021) showed that online reviews, advertisements, and influencer endorsements have a different effect on preferences, with men being more sensitive to price discounts and women more sensitive to brand narratives. It is reinforced by Popa et al. (2023) that Gen Z are very active in digital reviews and word-of-mouth but sceptical about the old-school celebrity endorsement, instead, seeking micro-interaction with relatable influencers. These perspectives show that “consumer behaviour” of “Gen Z” is not only rational and impulsive, but based on technological confidence, peer validation, sustainability awareness and financial pragmatism. Marketers have to find a way to balance these contradictions by providing affordability and authenticity. 
[bookmark: _8c231kc004p][bookmark: _Toc207567543][bookmark: _Toc209731805]2.4 Role of social media influencers in shaping purchase behaviour of Gen Z
The impact of social media influencers in shaping purchase behaviour of Generation Z is undeniable. According to Kadam et al. (2021), influencers play a key role in influencing Gen Z in terms of lifestyle and electronics categories as they seem less intrusive and relatable compared to traditional advertising. Unobtrusive nature of influencer endorsements added to the daily content leads to increased engagement. However, their research indicates that less than 40% of exposed consumers actually buy, which indicates a disparity between exposure and behaviour. It supports Erwin et al. (2023) that, despite 85% of Indonesian Gen Z saying they are influenced by social media figures, authenticity and disclosure of sponsorship determine whether influence becomes a real behaviour. A combination of these views shows that reach is not enough to lead to conversions without being supported by trust.
Pham et al. (2021) investigate the dimensions of credibility and reveal that attractiveness, trustworthiness, and expertise contribute to purchase behaviour, with attractiveness being the strongest predictor in the Vietnamese environment. In contrast, Hapsari et al. (2024) stated that between Gen Z and Millennials, credibility and trustworthiness are more important in making decisions than visual appeal. The distinction suggests cultural and generational nuance: the appearance and appeal of influencers might take the stage in one context, whereas perceived authority and trustworthiness are the key factors in another. The implication is that beauty can generate first-time interest, whereas credibility can generate long-term influence.
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[bookmark: _Toc209731853]Figure 4: Power of Influencers in Influencing Consumers' Purchase Intentions
(Source: Chen et al. 2024)
Chen et al. (2024) highlighted that “persuasive influence” of influencers can frequently be supported by psychological processes like parasocial relationships and emotional resonance. It is demonstrated that followers might view recommendations as personal advice, which increases trust and reduces resistance to persuasion. Erwin et al. (2023) added that authenticity reinforces emotion-based connections and consumer confidence, but makes the actual purchases still scarce, as found by Kadam et al. (2021). It indicates that although emotional proximity promotes positive attitudes, price and peer validation mediate the action of attitude. 
According to Kadam et al. (2021), the frequent endorsement of influencers is likely to reduce persuasive effectiveness, since a significant portion of Gen Z buyers compares reviews and prices before making a purchase decision. Erwin et al. (2023) indicated that excessive sponsorships lead to scepticism and diminished authenticity. However, Pham et al. (2021) argued that despite increased scepticism, influencers remain at the centre of shaping attitudes and perceived usefulness as Gen Z relies extensively on online cues in their shopping behaviour. It supports the notion that credibility is being tested, but influencers are still part of the digital consumption habits of Gen Z. These studies reveal that social media influencers are not so much in the business of driving sales but rather in the business of creditworthiness, who influence perceptions, legitimise new brands and lead to consideration. Influencers are effective depending on culture, generational characteristics and perceived authenticity. Influencers can be the most effective when they are matched with the values of transparency, relatability and peer-driven validation by Gen Z and are not dependent on the followers' reach or physical attractiveness only. The combination of these results shows that the long-term success of influencers is based on the balancing of visibility and credibility. Although the authenticity is at risk because of oversaturation and sponsorship fatigue, the use of online cues guarantees that influencers will continue to be part of the decision-making process of Gen Z. It shows that influencer marketing is not about instant conversions, but it creates legitimacy, brand stories, and trust in the digital market.
[bookmark: _9nazq0g8jqgi][bookmark: _Toc207567544][bookmark: _Toc209731806]2.5 Impact of Trust and Authenticity of Influencers on Building Emotional Engagement
Trust and authenticity are commonly considered to be the basis of influencer marketing since they define credibility and emotional appeal of content to audiences. Chavda and Chauhan (2024) underlined that transparent communication and alignment of the lifestyle with the promoted products are the most important factors. The factors show authenticity and thus provide the greatest impact on consumer trust and engagement. It is supported by Orencia (2023), who states that relatability and cultural alignment are decisive factors to build trust as consumers tend to follow influencers who share their values and experiences. Simultaneously, trust is weak and can be broken in no time when the influencers promote the products they do not use in reality, which highlights the ethical issues with maintaining authenticity.
Gothi and Thakur (2023) placed influencer marketing in the context of emotional marketing. In addition to cognitive trust, emotional resonance, which is attained through personal narration, vulnerability and relatability, enhances parasocial relationships between influencers and their followers. Chavda and Chauhan (2024) viewed trust as a rational assessment of credibility. Conversely, Gothi and Thakur (2023) emphasised affective aspect of the concept and indicated that authenticity should be framed within the emotional bond to be converted into loyalty. 
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[bookmark: _Toc209731854]Figure 5: Connection between Influencer Trust, Attachment and Consumer Purchase
(Source: Chen and Yang, 2023)
Yi et al. (2025) demonstrated that virtual influencers, though appealing to brands as their controllability and scalability, have a strong obstacle to the creation of emotional authenticity because of their lack of lived experience. The viewers were found to have both adoration and irritation when interacting with virtual personalities, and authenticity was the determining factor in the development of emotional responses. When virtual influencers were made interactive, some audiences reacted positively, which indicates that authenticity, even though more difficult to recreate artificially, can be built with proper design. It not only questions the perception that emotional involvement is human, but also shows its weakness in digitally mediated situations.
Chen and Yang (2023) recognised trust and attachment as two factors by which influencers influence consumer purchase intentions in live streaming e-commerce. They find that trust gives confidence in product quality, but attachment is more powerful in influencing the purchase behaviour. It supports Chavda and Chauhan (2024), who consider credibility to be the main driver, more complicated by indicating that trust is usually a gateway towards more emotional involvement that eventually leads to action. Additional influences on the experience of authenticity and trust are cultural and demographic. Orencia (2023) emphasised that cultural relatability tends to dominate over expertise in collectivist societies. Conversely, Yi et al. (2025) showed that younger audiences are particularly sensitive to the signals of authenticity as the requirements to trust. Therefore, authenticity is not universal and is contextual, and changes among cultures and generations. The literature shows that authenticity is both a rational and an emotional construct. Human influencers develop credibility because of transparency and likability, whereas virtual influencers encounter structural issues, although they can be used to build engagement when made interactive and with realistic stories. Emotional authenticity, based on empathy, cultural fit and honest storytelling, is the most important factor to Generation Z. These points of view underscore the fact that trust and authenticity combine rational credibility and emotional appeal, which determine consumer loyalty. The Virtue of culture, generational demands, and virtual innovations make it difficult to be an effective influencer in different contexts.
[bookmark: _244ojxcevkfz][bookmark: _Toc207567545][bookmark: _Toc209731807]2.6 Effectiveness of Influencer Marketing Tools and Techniques to Reach Audience
Influencer marketing largely relies on the tools and methods that determine the engagement of the audience on platforms. According to Fan et al. (2023), the interaction level of young consumers directly depends on the design of the social media posts, such as visuals, event promotion and longer captions. Promotional bonuses and event-related content promote more active engagement, yet excessive branding in posts decreases the interest of the audience by weakening the authenticity. Zhou et al. (2021) emphasised that over-commercialisation and disclosure of sponsorship can be overcome with the help of narrative strategies, including brand-love storytelling and self-identity construction. Whereas Fan et al. (2023) emphasise the technical nature of post design, Zhou et al. (2021) show that the quality of narrative is also crucial in maintaining engagement. It shows that such tools as event tie-ins are most effective when placed within a relatable narrative.
Leung et al. (2022) found that online influencers use networks of followers, personal positioning, communication and trust of followers to enhance marketing effectiveness. Influencers inherently create groups of homogeneous followers, which provides brands with targeting and positioning benefits. Lou et al. (2023) build upon that by demonstrating that platforms have varying levels of success. Instagram leads to aspirational engagement via visuals, YouTube leads to parasocial intimacy via long-form content and TikTok leads to virality via algorithm-driven short videos. Whereas Leung et al. (2022) emphasised the structural capabilities of influencers, Lou et al. (2023) demonstrated that platform-specific characteristics are inherent. The capabilities are converted into audience reaction, indicating that the same marketing strategy can work successfully on one platform and fail on another.
Mero et al. (2023) even focused and examined influencer marketing in the B2B context. They find four managerial approaches like reference-based, content-based, interaction-based, and purpose-driven approaches. In B2B settings, success lies more in the area of expertise and thought leadership than in the area of emotional appeal. In contrast, Fan et al. (2023) discovered that entertainment value and relatability prevail in the B2C markets targeting the youth. Instagram aesthetics can be effective in the fashion industry, whereas podcasts and webinars can be more convincing in the industrial market.
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[bookmark: _Toc209731855]Figure 6: Platforms of Influencer Marketing
(Source: Mintel, 2025)
Feng et al. (2021) presented data that narratives are more effective as they allow the audience to relate to the influencers as familiar experts, which boosts trust and purchase intention. Nevertheless, Acikgoz and Burnaz (2021) warned that websites like YouTube have some difficulties when the influencers are over monetised since constant sponsorships undermine trust. Such opposite views indicate that storytelling is one of the most efficient instruments, but its strength is diminished when the audience considers it too commercialised. Zhou et al. (2021) observe that sponsorship disclosure may reduce engagement, especially in culturally and regulation-sensitive markets like China. Narrative strategies can overcome this effect by incorporating brand messages with real personal experiences. Leung et al. (2022) highlighted that a cautious alignment of brand values and the identity of an influencer minimise risks of disclosure, as followers are more tolerant of the endorsement. Such fusion of narrative authenticity and strategic brand-influencer fit consequently comes out as a key method of maintaining efficacy.
These are supported by the attached chart displaying the preferences of UK internet users aged 16 and older with regard to platforms. Facebook (68%) and YouTube are the leaders in terms of reach, whereas TikTok, although with only 25% of total users, has a huge impact on younger users (Mintel, 2025). These platforms can be used in accordance with the demographics of the audience, where established platforms offer scale and newer ones offer cultural relevance to Gen Z. Therefore, platform-specific strategies, narrative authenticity and sectoral adaptations have to be balanced with structural benefits. Emotional stories and platform dynamics are decisive in consumer markets, but authority and expertise dominate in professional markets. The literature indicates that influencer tools are successful in case authenticity, platform dynamics, and narrative fit are harmonized. The consideration of cultural context, sector needs, and structural capabilities allows achieving sustainable interactions with various audiences.
[bookmark: _eh8grdgb1p7][bookmark: _Toc207567546][bookmark: _Toc209731808]2.7 Challenges of Influencer Marketing in Building Brand Loyalty
Despite influencer marketing becoming one of the leading instruments of digital communication, there are a number of obstacles that limit its capacity to establish long-term brand loyalty. According to Revilla-Camacho and Al Hadid (2024), the most urgent paradox is that, although influencers need to sound authentic and relatable, they also need sponsored posts to earn money, which makes their materials appear fake. Such tension can tend to cause the followers to become sceptical as they may view the endorsements as purely transactional. Tumalle (2025) supported this fact by describing how influencer saturation has caused fatigue among the audience, as consumers are now less responsive to promotions that they consider repetitive or too commercial. In contrast to Revilla-Camacho and Al Hadid (2024), who emphasised the authenticity paradox, Tumalle (2025) emphasised the impact of changing algorithms. It decreases organic reach and forces influencers to depend on paid content more, and undermines their credibility even more.
According to Revilla-Camacho and Al Hadid (2024), the likes and shares are easy to monitor, but they are not good measures of loyalty or repeat purchase. Mallipeddi et al. (2022) took a structural perspective on this problem and created a model of influencer selection and scheduling. It states that the results of loyalty can be enhanced in case the activity of influencers is planned and scheduled. Their emphasis on efficiency and planning is opposite to the wider challenge of connecting the engagement data and the real loyalty. Despite the optimisation of influencer selection, the industry continues to be unable to bridge the gap between short-term interaction and long-term consumer commitment.
In their research on sustainable fashion influencers, Jacobson and Harrison (2022) show that the calibration of content creation is a problem when the influencers strive to reconcile ethical positioning and commercial forces. For example, an influencer who promotes sustainability will lose credibility when they work with fast fashion brands. It further lends credence to Tumalle's (2025) argument that transparency and ethics will be the key to the future of influencer strategies. It is not only a question of commercialisation but also of keeping the values of influencers and brand partnerships in balance.
According to Revilla-Camacho and Al Hadid (2024), with the increased use of influencer marketing by more brands, campaigns are finding it difficult to cut through in a growing pool of brands. Tumalle (2025) explained this phenomenon in terms of audience fatigue, whereby the sustained exposure to various platforms lowers the level of consumer attention. However, Mallipeddi et al. (2022) claimed that it is possible to reduce saturation through managerial strategies like staggered release of influencers to reduce overlap and redundancy. It emphasises disparity between consumer fatigue and managerial optimisation, demonstrating that disengagement is an obvious threat. However, it can be mitigated by proper planning, which provides brands with the means to mitigate its effects.
The authenticity is also weak since the influencers are required to be both trusted peers and commercial promoters. Measurement is also a problem because current engagement metrics fail to reflect long-term loyalty results. Ethical follies, particularly in sectors like sustainability, have high costs of credibility and saturation reduces the success of campaigns on platforms. It is only through these measures that the concept of influencer marketing can be transformed into long-term brand loyalty rather than short-term persuasion. The combined findings of these studies point that genuineness dilemmas, moral inconsistencies, and viewer exhaustion are obstacles to loyalty. Risks can be reduced through managerial optimisation, but long-term brand commitment lies in credibility, transparency, and partnering with influencers through strategic alignment.
[bookmark: _mdx830jmzoeh][bookmark: _Toc207567547][bookmark: _Toc209731809]2.7Theoretical Application
Diffusion of Innovation Theory
The Diffusion of Innovation Theory proposed by Rogers describes the spread of new ideas and products in society in phases, namely awareness, interest, evaluation, trial, and adoption. Stone (2023) emphasised that the model is not only a communication framework but also a marketing tool. It defines the types of adopters (innovators, early adopters, early majority, late majority and laggards) which can be strategically targeted by businesses. Conversely, Farajnezhad et al. (2021) focused on the behavioural aspect, revealing that adoption is predetermined by the perceptions of the relative advantage, compatibility, complexity, trialability and observability of an innovation.
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[bookmark: _Toc209731856]Figure 7: “Diffusion of Innovation Theory”
(Source: Corporate Finance Institute, 2023)
This theory is applied to influencer marketing and demonstrates why influencers are so important in brand diffusion. Influencers can become early adopters or opinion leaders and their actions can influence how their followers perceive innovation. According to Stone (2023), influencers can help marketers establish momentum at the initial stage of adoption, which will spread to broader social circles. Farajnezhad et al. (2021) further contend that Gen Z adoption is faster when the influencers minimise uncertainty. Whether by showing a product is easy to use (low complexity), it explains real-life applications (observability) or providing free trials (trialability). This is what Gen Z brand loyalty requires influencers to be not only promoters but also facilitators of innovation adoption. Therefore, influencers can be quickly diffused, positive attitudes reinforced, and initial trial turned into long-term loyalty by positioning influencers as trusted early adopters.
Theory of Planned Behaviour
“Theory of Planned Behaviour (TPB)” states that there are three factors that influence the actions of a person. The factors are attitudes of a person towards the behaviour, subjective norms that they perceive that peers or society impose on them and their perceived behavioural control. Fielden and Holch (2022) demonstrate that influencers can promote behavioural intentions in healthcare sectors attending cervical screening, through a positive frame, establishment of enabling norms and alleviation of perceived obstacles. It is shown that influencers are authoritative figures that make previously unrecognised or uncomfortable behaviours appear more acceptable and attainable.
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[bookmark: _Toc209731857]Figure 8: “Theory of Planned Behaviour”
(Source: Denis, 2022)
Conversely, Muna et al. (2025) applied TPB to the field of environmentally friendly purchasing and demonstrate that influencer marketing can have both direct and indirect implications on behaviour. They discovered that the credibility of the influencer and the positive feelings that they produce reinforce the attitude towards green products, and community norms regarding sustainability reinforce the subjective norms. Nevertheless, in contrast to the focus of Fielden and Holch (2022) on behavioural control, Muna et al. (2025) emphasize the role of credibility and emotions as mediators. This contradiction indicates that in consumer settings, persuasion is based more on trust and inspiration rather than on the minimisation of practical obstacles. It means that influencers can affect brand loyalty by aligning positive attitudes with social approval and decreasing barriers with tutorials, promotions, or relatable experiences to Gen Z. Therefore, it demonstrates how loyalty is not a chance, but it is constructed in the situation when the influencers can influence attitudes, peer norms, and perceived ease of switching brands at the same time.
[bookmark: _ryh4ah2hgnn][bookmark: _Toc207567548][bookmark: _Toc209731810]2.8 Literature Gap
Although substantial literature supports the increasing role of influencer marketing in consumer loyalty, available evidence is still disjointed on how loyalty is formed and sustained across various groups of audience. Gen Z is indicated to be very active in the content of influencers, but the comparative knowledge between the older generations is insufficient. Moreover, it is well-known that there is a problem of authenticity, credibility, and oversaturation, but how these factors directly contribute to loyalty maintenance is ambiguous. There are also unanswered ethical and relational issues with the emergence of virtual influencers. In general, the literature lacks integrated, longitudinal, and cross-generational approaches that can connect influencer strategies to long-term loyalty.
[bookmark: _qsoxj3153wfm][bookmark: _Toc207567549][bookmark: _Toc209731811]2.9 Conceptual Framework
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[bookmark: _Toc209731858]Figure 9: “Conceptual Framework”
[bookmark: _2lvrob9005ju][bookmark: _Toc207567550][bookmark: _Toc209731812]2.10 Summary
The chapter has critically analysed how influencer marketing can be used to form brand loyalty among the Gen Z consumers. It has highlighted history of influencer marketing; behavioural tendencies of Gen Z and the influence social media recommendations have on purchasing decisions. The themes of authenticity, trust, and emotional engagement were identified as the primary ones to form loyalty, and the strategies and approaches were considered to be effective in relation to specific platforms. Issues such as credibility, measurement, saturation and ethical alignment were also addressed. Moreover, gaps in theory and the literature indicated the necessity of integrated, longitudinal and cross-generational views. Different theories have also been mentioned and elaborately discussed, including “Diffusion of Innovation Theory” and “Theory of Planned Behaviour”. 



[bookmark: _Toc207662765][bookmark: _Toc209731813]Chapter 3: Methodology 
[bookmark: _pbeu633sgnzh][bookmark: _Toc207662766][bookmark: _Toc209731814]3.1 Introduction
This chapter aims to highlight a research plan for proper data collection and analysis on influence of influencer marketing on shaping brand loyalty among Gen Z consumers. This chapter has developed a well-structured methodology by providing transparency about research design, data collection, proper research methods and analytical tools. 
Aim of this research is to analyse influence of influencer marketing on shaping brand loyalty among Gen Z consumers. This research has considered following research objectives that are 
·  “To analyse ways through which aspects like trust and authenticity of influencers create emotional connection to Gen Z customers”. 
· “To identify different tools used in influencer marketing to increase brand awareness and audience reach. The most popular and effective tools need to be explored”.
· “To evaluate real business cases related to implementation of influencer marketing strategies and their positive or negative impact on business. Both pros and cons of influencer marketing in practice are preferred”
This research has considered both secondary qualitative and primary quantitative method for achieving research goals. Overall discussion for completing research with a proper plan has been highlighted in this chapter. 
[bookmark: _tkjdrl8fnm7g][bookmark: _Toc207662767][bookmark: _Toc209731815]3.2 Research Strategy
In this era of digitalisation, E-Commerce businesses in different sectors have increased, and young population, due to easy access to smartphones and internet, prefer social media platforms. Zhan (2022) added that in busy schedule E-Commerce and online marketing are highly appreciated among consumers. However, Ibrahim et al. (2023) argued that customers who are not tech-savvy or prefer traditional or convenience stores for purchasing do not prefer online purchasing. However, consumers having sufficient knowledge on internet usage and Technologies, highly prefer online marketing, and in era of digitalisation, number of these consumers is comparatively higher. In that case, organisations by engaging influencers who are known faces or famous in specific fields like sports fashion or others can improve marketing strategies. For example, engagement of famous models for promotion of fashion products or engagement of famous sports persons in promotion of specific food items can be effective influencer marketing (Belanche et al. 2021). Engagement of influencers for marketing is related to enhancing brand awareness and promotion, and brand acceptance among consumers can be enhanced. Transparent communication between brand and consumers can be developed, which is also effective for improving trust and reputation of brand. 
However, often influencers deliver wrong messages about brand because of their own profit, and consumers are deprived because of this. Accordingly, reliance on social media platforms and influencer marketing can be responsible for huge data breaches and data privacy issues (Ekinci et al. 2025). One of major challenges of influencer marketing is to analyse effectiveness of performance, and there are limited KPIs to analyse performance of influencers to derive audience growth and sales for brand. Performance assessment approach is also not visible due to limitations related to privacy rights and confidentiality of influencers (Musiyiwa and Jacobson, 2023). Brands in that case should overcome all of these issues to achieve success in influencer marketing and also overcome regulatory challenges. “primary quantitative and second qualitative data analysis” have been considered in this research for determining all benefits of influencer marketing to generate trust and authenticity among Gen Z consumers, and issues in integrating influencer marketing.
[bookmark: _7zi5sp9mcpem][bookmark: _Toc207662768][bookmark: _Toc209731816]3.3 Research Design 
[bookmark: _s5flxbyaanja][bookmark: _Toc207662769]“Exploratory Research Design” has been applied in this research paper. Applying this design appears to be quite suitable as it offers a deeper assessment of emerging patterns and interconnections (Singh, 2021). As influencer marketing or digital platforms are quite a dynamic topic; therefore, applying “Exploratory Design” aids in assessing and identifying interconnected variables. Moreover, one of main advantages of applying this design is its flexible nature, and this design is highly compatible with both “secondary qualitative data and primary quantitative surveys”, ensuring both depth and breadth of insights (Szabelska et al. 2021). This design further allows for shedding light on new perspectives or themes, offering a foundation for future studies. Apart from that, considering “exploratory design” also ensures that gathered findings are practically relevant, which offers a clear overview of how to engage Gen Z consumers through influencer strategies. Research has considered mixed method, including both “ qualitative and primary quantitative method”.
[bookmark: _Toc209731817]3.4 Research Philosophy 
This research study has focused on "Interpretivism Research Philosophy", which provides most appropriate lens to explore influencer marketing to shape brand loyalty among Generation Z customers. Interpretivism philosophy understands social phenomena, and subjective and constructed analysis about variables can be used to get unique beliefs, experiences and perceptions (Ikram and Kenayathulla, 2022). Interpretivist paradigm is important to capture nuances of their meanings, attitudes and behavioural diversity that cannot be measured by purely objective methods. For example, loyalty of generations can be influenced not only by economic conditions but also by cultural, psychological, or social interpretations of influential marketing. In that case, interpretivism engages deep context and specific dynamics.
[bookmark: _Toc207662770]As this research also considers “Primary Quantitative Method”, research adopts a “Pragmatist philosophy”. Pragmatism appears to be quite effective for this research as it offers practical solutions along with actionable outcomes (Ikram and Kenayathulla, 2022). Pragmatism further aids in uncovering patterns and establishes interconnection between interconnected variables like authenticity, trust and purchase intention (Ikram and Kenayathulla, 2022). Whereas Positivism believes that reality is independent of human action and social influence, Pragmatism believes that reality is determined by human action and social influence. This further makes it quite effective and appropriate for quantitative surveys as it aims to assess insights, which marketers or businesses can practically apply in designing effective influencer marketing strategies. Hence, application of Pragmatism along with “Interpretivism Philosophy” offers a mixed-method design that effectively balances and enriches understanding with empirical validation.
[bookmark: _Toc209731818]3.5 Data Collection
Though there are two types of data collection, including “Primary Data Collection and Secondary Data Collection”. This research paper has considered both “Primary and Secondary Data Collection Method” in order to gather ample data and realistic findings. Primary data collection focuses on first-hand approaches, whereas secondary data collection is related to gathering previously analysed sources that have been previously collected for variables of studies (Taherdoost, 2021). Secondary data collection has provided access to a wide variety of materials like industrial reports, journal articles, market research papers, case studies and others on influencer marketing campaigns considered by different organisations in Global market. Moreover, opportunities of triangulation can be obtained by secondary data analysis, and perceptions of different researchers who have previously analysed research topic can be integrated into this data collection. Thus, considering both appears to be quite effective in terms of enriching this research paper while mitigating research objectives as well. Having access to both recorded data along with first-hand insights appears to be highly effective for business entities to assess role of influencer marketing in terms of shaping brand loyalty, especially among Gen Z customer segments. Thus, combining these two methods aids in developing a holistic understanding of process to engage Generation Z with influencer-based brand communication.
As a part of “Primary method”, survey has been selected, which is a significant resource for gathering real-time information about customer behaviour. A total of 200 Gen Z participants have been finalised in order to conduct this survey. Moreover, this is also a cost-effective and reliable approach in terms of gathering quantifiable insights (Rana et al. 2021). Conducting a survey among Gen Z helps to capture their attitudes toward influencers, which aids in quantifying variables and uncovering patterns across a large sample. Furthermore, as digital natives, group of Gen Z appears to be highly responsive to online surveys, making it easier to gather authentic responses (Ridwan et al. 2025). In this regard, a set of questionnaire has been developed, which includes both demographic and research-oriented questions. Google Forms has been selected to develop and circulate this questionnaire among selected participants. Moreover, this quantitative survey further ensures validity and reliability by generating measurable data, which is going to be statistically analysed in order to assess underlying patterns and highlight correlations.
Secondary data is also effective as it helps collect relatable data according to requirements of this research to analyse variables and achieve objectives (Bany Mohammad et al. 2022). Thus, incorporating both “primary and secondary methods” supports this research paper through triangulation, where existing knowledge is either going to be challenged or supported by direct findings from respondents. Therefore, it can be noted that this dual approach heightens both practical relevance as well as credibility of this research paper, which further aids in establishing a sense of balance in assessing theoretical understanding with real-world insights.
This research has focused on different attributes in terms of collecting both secondary and primary data, which are mentioned in following points: 
· Databases: Important databases has considered to ensure comprehensive coverage and credibility of academic sources, and selection of secondary sources from databases is effective to make research process authentic compared to a normal Google search (Heck et al. 2024). Google Scholar, ScienceDirect, and ProQuest have been used as databases.
· Tools and Instruments: Google Forms has been selected in order to form a survey questionnaire. Moreover, questions of this questionnaire have been developed by strongly aligning with research objectives and questions in order to ensure that data collected directly addressed aim of this research paper. In addition, survey questions have also been designed after conducting a deep analysis of existing academics, along with previous empirical studies and business reports, especially related to influencer marketing and brand loyalty. Moreover, “Five-Point Likert Scale”, ranging from “Strongly Disagree to Strongly Agree”, has also been applied to assess respondents’ level of agreement or disagreement with questions.
· Keywords: Important keywords to find core concepts about concentration study are “social media influencers”, “influencer marketing”, “generation Z”, “brand loyalty”, “consumer engagement”, “consumer behaviour” and others. This is related to making search process easier and more authentic.
· Boolean Operators: These are used in order to combine keywords properly. To connect keywords of this research, research has used AND as a Boolean operator; however, there are three types of Boolean operators, including OR, NOT and AND. Search strings has also generated in terms of linking keywords, like “Influencer marketing” AND “Brand loyalty” or “Generation Z” AND “Brand Loyalty” and others.
· Limiters: Limiters or filters are used to refine search results in data search (Winn et al. 2024). This research has used "date range", "language", "publication type", and "subject area" as Limiters of this study for data collection. For example, data from 2021 to 2025 has been collected. Only secondary sources written in English have been collected. Accordingly, peer-reviewed journal articles, case studies and industry reports have been considered. Secondary sources consider at least one subject area or variable, for example, consumer behaviour, marketing, influencer marketing and others have been considered in this research.
· Inclusion and exclusion criteria: This research has focused on selecting secondary sources since 2021, and journals and articles previously have been excluded. In order to consider recent time updates and information on concerned research variables have been considered here and in that case, journals and articles between 2021 and 2025 have been included. Secondary sources that considered at least one variable have been included here. Accordingly, duplications have been excluded from this research along with non-English publications. Grey literature without credibility, for example, blogs, non-peer-reviewed sources and others have also been excluded. 
[bookmark: _q57ychqbscb9][bookmark: _Toc207662771][bookmark: _Toc209731819]3.6 Population and Sample
Population: 
Targeted population for this research paper is “200 Generation Z consumers”, particularly born between 1997 and 2012. This particular group has been selected for this research paper as they are most likely to represent one of most digitally engaged demographics. Reports highlight that Gen Z spends significant portion of their time on different social media platforms, ranging from TikTok or Instagram to YouTube (Elkatmış, 2024). Prasanna and Priyanka (2024) have stated that, unlike previous generations, Generation Z is quite influenced by advertisements, making their preferences more relevant to what their peers think of products and what personalities on social networks are saying. This research paper collects data directly from Gen Z respondents, which offers direct insights into how influencers affect consumer perception and brand loyalty in long term. It also makes findings much more practical, as businesses and marketers can adjust strategies specifically aimed at Gen Z, improving brand engagement and performance as a result. Thus, assessing effect of influencer marketing on Generation Z by choosing 200 respondents from this group appears to be significantly relevant.
Sampling Method: 
Sampling in research process means choice of a subset of examples of aggregated unit numbers so as to have capability to generate an overall conclusion based on entire data collection. Researchers prefer collection of suitable samples to generalised results to investigate issue due to time and financial constraints. Sampling supports to represent a large population that cannot be reached by selecting a manageable portion of respondents (Hörl and Balac, 2021). It will help to draw generalisable and reliable conclusions without surveying entire population. According to Crema (2022), there are two categories of sampling design, including probability and non-probability sampling. This research work is based on “Probability Sampling Method”, which not only reduces risk of selection bias but also heightens representativeness of sample. As this research paper considers a survey of “200 Gen Z respondents”; thus, applying “Probability Sampling Method” heightens generalisability as well as validity of findings by highlighting broader population’s point of view (Makwana et al. 2023). Applying this method further supports utilisation of statistical techniques, which aids in assessing interconnection between variables like authenticity and brand loyalty, making survey results more accurate and reliable.
Survey included biographical details ranging from age, gender and education to social media usage habits to allow segmentation and deeper investigation of trends. Comparative research between male and female respondents, and frequent and less-frequent social media users, among others, helps clarify perceptions and responses of different subgroups of Generation Z to influencer marketing. This method further ensures that results are valid and target population is sufficiently diverse. On the other hand, for secondary data analysis, “Purposive sampling technique” has been implemented to filter vast amount of available secondary sources. Instead of randomly selecting sources, this sampling is effective in enabling deliberate data set choices that can provide an in-depth view of development relationship between loyalty and influencer marketing.
[bookmark: _z4b5yt1uzhqq][bookmark: _Toc207662772][bookmark: _Toc209731820]3.7 Data analysis 
As this research paper has considered mixed methods, including “Primary Quantitative and Secondary Qualitative”, therefore, different analysis techniques have been applied. For assessment of “secondary qualitative data”, “thematic analysis technique” has been applied. Qualitative thematic analysis has been implemented to evaluate existing data and gain relevant insights. Wachinger et al. (2025) added that Qualitative data analysis identifies meaning of existing perceptions and theoretical insights, and locates ideas from previous research works on same topic. Polluted analysis has focused on considering different approaches to influence of influencer marketing on brand loyalty. Perspectives of various researchers who have previously analysed concerned topic have been included during data analysis. This research has used “Braun and Clarke's thematic analysis”, where codes has developed based on objectives of this research, and codes have been effective for developing themes (Gethin et al. 2023). Triangulation method has also been included in this study for betterment of thematic analysis and ensuring validity, credibility and reliability of starting.
[bookmark: _Toc207662773]For “Primary Quantitative Data”, which are gathered through surveys, different statistical analyses are conducted by using SPSS. Rahman and Muktadir (2021) have stated that considering SPSS appears to be quite effective in terms of handling large datasets, making it a suitable method for this research. In order to acquire an overview of selected respondents, demographic analysis is performed, which offers a clear summary of respondents’ age, gender, and social media usage patterns. This aids in assessing characteristics of sample and further identifies any unusual behaviour or subgroup differences. Along with demographic analysis, “descriptive statistics and correlation analysis” are also performed. By assessing percentages along with means and frequency distribution, descriptive statistics also help assess overall trends in purchase behaviour and loyalty. Assessing these statistical insights will offer a clear preview of how Gen Z respondents are influenced by influencer marketing. On the other hand, to assess and scale interconnection of different variables, correlation analysis is also performed. In order to assess relationship between variables and scale strength of variables, correlation analysis is performed (Patel, 2025). Moreover, a number of hypotheses have also been developed and regression analysis has been further performed to predict and explain impact of independent variables on dependent variables. This makes findings more accurate as well as reliable. Henceforth, by combining both these analysis techniques, this research ensures that objectives are effectively addressed and findings are practically relevant for businesses targeting Gen Z consumers. 
[bookmark: _Toc209731821]3.8 Reliability and Validity
Validity and reliability in research work are crucial to ensure trustworthiness and credibility of findings. This study has adopted an “Exploratory Research Design and Interpretivism philosophy” for managing both “secondary qualitative and primary quantitative analysis”. Considering these methods aids in managing easily and handling meaningful data regarding relationship between “influencer marketing, brand loyalty and Generation Z”. Reliability refers to whether results would be same if research were repeated, and validity is concerned with how accurately methods measure (Andersson et al. 2024). Application of reputable databases like Google scholar, ProQuest, ScienceDirect are effective in avoiding risk of unreliable sources and biased data. Usage of reputable databases, keywords, Boolean operators alongside inclusion and exclusion criteria is effective for maintaining transparency and ensuring effectiveness of research process. Similarly, validity refers to truthfulness and accuracy of findings to genuinely address research questions. In qualitative research, validity and reliability are considered as trustworthiness. Credibility can be achieved by triangulation process of multiple sources and consistency of coding practices (Gamble and Hewlett, 2025). Usage of established theoretical frameworks and transparency in research process also highlight confirmability and dependability. Transferability has also been maintained by considering cultural and industrial context, and applicability of collective data has been increased.
In order to gather primary data, a “structured survey questionnaire” has been utilised, which ensures a sense of consistency across all 200 respondents. This also aids in decreasing risk of variation in how questions are interpreted. Moreover, for reliability enhancement, utilisation and implementation of a “Five-Point Likert Scale” also increases reliability because it standardises answers, making them easier to analyse statistically. Validity parameter is also ensured by developing a questionnaire by considering previous literature and studies that are in alignment with objectives. This further aids in establishing content validity, as survey measures relevant constructs of trust, authenticity, purchase behaviour and loyalty. It also focuses on design questions that accurately reflect theoretical concept, or, for example, authenticity of influencer, which links with emotional connection of consumer. To improve internal validity, probability sampling is utilised, indicating that every individual in Gen Z population had an equal chance of being selected, which reduced selection bias.
Research might face issues like incomplete surveys or low response rates. However, in order to avoid this, questions have been formed in a concise and clear manner to reduce fatigue and increase completion rates. Before final analysis of data, any missing data or inconsistent entries are also cross-checked. Thus, utilisation of these methods and approaches, this research paper and gathered findings will be appropriate and reliable, and hence outcomes will also be consistent, accurate and relevant to role of influencer marketing in shaping brand loyalty amongst generation Z consumers.
[bookmark: _ml69yxnbx4qt][bookmark: _Toc207662774][bookmark: _Toc209731822]3.9 Research Limitations
[bookmark: _yh5o1n254bk0][bookmark: _Toc207662775]One of main limitations of this study was lack of interviews or focus groups, which would have covered broader choices of Gen Z consumers. As this research is mainly based on surveys, results only reflect measurable responses and other aspects may not be captured. Furthermore, sample used consists of 200 people, which may not represent Gen Z from a range of cultures and regions. Moreover, relying on influencer marketing or considering only Gen Z segment may limit scope of this study as digital marketing and online customer range is quite broader. Thus, these can be noted as major limitations of this research paper.
[bookmark: _Toc209731823]3.10 Research Ethics
The researcher has ensured usage of all collected data only for academic purposes, and no data will be used for business purposes. Data has been protected on University portal. All collected data have been cited properly to ensure academic integrity. Transparency during data analysis has been maintained as well. Before survey, a consent form has been distributed, explaining purpose of survey. Moreover, high anonymity and confidentiality are maintained regarding personal information of respondents. It is also ensured that gathered data is strictly utilised for academic purposes.
[bookmark: _n82xcpkfmi90][bookmark: _Toc207662776][bookmark: _Toc209731824]3.11 Summary 
This research paper has considered “secondary qualitative and primary quantitative analysis” in order to explore role of influencer marketing in shaping brand loyalty among Generation Z consumers. Thematic analysis and different statistical analyses have been considered in this research to analyse reliability and validity of gathered and generated findings. A survey has been done among 200 respondents to gather authentic responses, which aids in assessing influence of influencer marketing on Gen Z customers. Entire research plan, including usage of research tools, data analysis and data collection, has been highlighted in this research.
[bookmark: _Toc209448935][bookmark: _Toc209731825]Chapter 4: Data Analysis
[bookmark: _tl9g5w95yu4k][bookmark: _Toc208047514][bookmark: _Toc209448936][bookmark: _Toc209731826]4.1 Introduction
Findings collected through qualitative and quantitative analysis clearly demonstrate how influencer marketing impacts brand loyalty of Generation Z. Thematic analysis indicates role of influencers in persuading purchase behaviour, creating an emotional bond, usage of marketing tools and actual business outcomes. Each theme demonstrates how credibility, authenticity, and relatability fit together to impact engagement, loyalty, or even switching brands. Quantitative analysis among 200 respondents using SPSS tests above relationship and provides conclusive proof regarding shaping of Gen-Z consumer behaviour through influencers, enhancing their loyalty.
[bookmark: _fc1kj9sqg8zt][bookmark: _Toc208047515][bookmark: _Toc209448937][bookmark: _Toc209731827]4.2 Qualitative Thematic Analysis 
[bookmark: _24lzzlfjccr][bookmark: _Toc208047516][bookmark: _Toc209448938][bookmark: _Toc209731828]4.2.1 Theme 1: “To investigate role of social media influencers in shaping purchase behaviour of Gen Z customers”
The online generation that is increasingly reliant on online relationships has made social media influencers an important factor in shaping Generation Z’s purchasing behaviour. Wijaya et al. (2024) affirmed that influencer marketing directly affects purchase intention and loyalty of Gen Z when trust and credibility are built in promoting products by influencers. This emphasis on credibility is consistent with results of Shahid and Ikram (2024), who show that trustworthiness, expertise and attractiveness affect purchase intentions and impulse buying considerably and are more sensitive to Gen Z than older generations. Although credibility is main aspect in both studies, Shahid and Ikram (2024) emphasised impulsivity, whereas Wijaya et al. emphasised long-term loyalty.
Tan et al. (2024) showed that mediators between digital marketing strategies and purchase behaviour in Malaysia are influencers, who are not content creators but strategically placed intermediaries between brands and consumers. Influencers have more power to induce brand switching in Gen Z as compared to celebrities or opinion leaders, reverse of thought that loyalty is a determining factor that leads to brand switching (Wijaya et al. 2024). Depending on circumstances and brand strategy, influencers can be both loyalty-inspiring and switching-inspiring, as can be observed in comparison.
Ilieva et al. (2024) defined concept of authenticity and relatability as a tool to establish emotional connection, higher engagement and intent to buy. It also develops argument of Shahid and Ikram (2024) as authenticity is stronger than credibility in developing more profound emotional relations. These results indicate that influencers’ credibility may lead to trust and impulse purchase, authenticity may lead to engagement and loyalty, and relatability may lead to brand switching when consumers strongly associate with influencer values. Companies that cater to Gen Z should understand that influencers have potential to influence both immediate impulse buying and future loyalty. Credibility, authenticity, and brand goals work together to achieve strategic alignment to ensure that influencer partnerships can obtain repeat customers or stimulate desire to explore new brands.
[bookmark: _ic1b2sjs7ozd][bookmark: _Toc208047517][bookmark: _Toc209448939][bookmark: _Toc209731829]4.2.2 Theme 2: “To analyse ways through which aspects like trust and authenticity of influencers create an emotional connection to Gen Z customers”
Authenticity and trust are two primary pillars to get emotionally connected with influencers, and level of influence is a controversial issue among Gen Z. According to Obreja (2023), aspects of authenticity that Gen Z strengthen emotional relationships in long term are transparency, responsibility in information and an extroverted personality. It is echoed by Febriatmoko et al. (2024), who state that interactivity and authentic content have a direct positive impact on brand trust. Kolić Stanić and Dabo (2024) found that Gen Z in Croatia is more likely to doubt influencer material and think that it is commercial and fake, rather than authentic. Such scepticism is opposed to optimism of Obreja (2023) and implies that authenticity may be culturally and contextually relative. However, Ghosh et al. (2024) added that even when expertise and trustworthiness are characteristics of an influencer, behavioural intentions can still be influenced by emotional mediation and self-construction that authenticity does not necessarily have to be absolute to work.
It is supported by Choi et al. (2024), who confirm that influencers’ trustworthiness also plays a crucial role in influencing Gen Z to buy in context of travel. Here, type of influencer and content format meet expectations of consumer. In contrast, Kolić Stanić and Dabo (2024) stated that emotional connectivity cannot work when perceived trust is low. These studies confirm that authenticity and trust may result in high rates of emotional engagement, but they are fragile and cultural scepticism or commercialisation can destroy them. Emotional association between Gen Z is based on relational features of influencers and structural setting where trust and authenticity are acted out. It is role of brands to match characteristics of influencers with open and interactive activities to maintain credibility in a wide range of cultural contexts.
[bookmark: _q933q0p3zmmv][bookmark: _Toc208047518][bookmark: _Toc209448940][bookmark: _Toc209731830]4.2.3 Theme 3: “To identify different tools used in influencer marketing to increase brand awareness and audience reach”
Effectiveness of influencer marketing depends on tools that are implemented to promote brand awareness and engagement. According to Xu (2023), use of social media applications, including Instagram, may contribute to building brand empathy by creating a celebrity effect. In social media platforms, frequent use of stories and brand positioning will lead to a more robust relationship with audience. Nonetheless, Bonus et al. (2022) believed that content quality and working with relatable micro-influencers are more important than celebrity appeal as start-ups do not have means to conduct extensive endorsements. Feeling of this opposition is that leverage of celebrity is capable of generating awareness at a shockingly amazing rate, and authenticity and niche targeting can provide more trustworthy contact.
Vidani and Das (2021) stated that there are electronic word-of-mouth (eWOM), native advertising, and product placement in response to increasing ad-blocking systems. Vaidya and Karnawat (2023) believed that influencer marketing has outgrown such strategies, claiming that key to building authenticity, co-creation and long-term relationships is strategic segmentation by type of influencer (macro, micro, nano). As eWOM is concerned with solving problem of short-term visibility, segmentation will allow brands to be more integrated into consumer networks.
More fundamentally, Jhawar et al. (2023) consider development of virtual influencers to be a disruptive technology, which can generate routine content, eliminate human scandals, and attract technologically advanced users. However, Xu (2023) warned that excessive dependence on personalities that people have developed online will turn out to be a danger to perceived authenticity that is essence of consumer trust. These views show that influencer marketing tools run between classic word-of-mouth extensions to technologically enhanced virtual characters. It demonstrates that no single tool can be used to ensure reach and awareness, but it can be effective when three aspects of scale, authenticity, and innovation are balanced. Thus, tools should be adapted to market maturity, where start-ups are more likely to remain authentic, and popular brands are more likely to resort to both celebrity and digital innovations to remain topical.
[bookmark: _nws0p98j2i9y][bookmark: _Toc208047519][bookmark: _Toc209448941][bookmark: _Toc209731831]4.2.4 Theme 4: “To evaluate real business cases related to implementation of influencer marketing strategies and their positive or negative impact on business”
Influencer marketing has been used in various business scenarios both positively and negatively. It has also been shown to be able to create significant commercial value. Beichert et al. (2024) have shown that influencer campaigns can create revenue streams that can be quantified and that they do so more effectively than various more traditional channels. Performance will not be same with design of campaign and nature of product, although there is an overall optimism, not all performance is ensured. It is contrary to Cartwright et al. (2022), who discovered that adoption is more tentative in B2B contexts as companies focus on credibility, expertise, and trust-related transactions. It proposes that although ROI potential is present, organisational conservatism is a barrier to adoption in professional sectors.
At consumer level, Arief et al. (2023) emphasised that perceived attractiveness of influencers and review reinforcement positively influence buying behaviour that directly leads to online sales. Observation complements Ingrassia et al. (2022), who demonstrate that not only influencers trigger a purchase of a product, but also revitalise wider markets such as tourism and hospitality in crisis recovery, contributing to open innovation and market renewal. Conversely, Gamage and Ashill (2023) commented that perceived authenticity is lost when content shared by influencers appears to be too commercial, leading to a lack of trust and desire to further search product. It implies that although Arief et al. (2023) and Ingrassia et al. (2022) consider influencers as enablers of growth, positive impact is closely tied to perceived authenticity, which Gamage and Ashill (2023) pre-empt as a risk factor.
All these business cases demonstrate that influencer marketing has potential to generate revenue growth, sectoral recovery and increased consumer engagement. The way it can remain credible, balance its commercial orientation and authenticity, and scale its strategies to case will define its success. Although influencer marketing has proven to be a successful tool in both B2C and sectoral recovery scenarios, its sustainability in long term will be based on ability to evade over-commercialisation and encourage authentic consumer relationships.
[bookmark: _Toc209448942][bookmark: _Toc209731832]4.3 Quantitative Data Analysis
[bookmark: _Toc209448943][bookmark: _Toc209731833]4.3.1 Demographic Analysis
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[bookmark: _Toc209731864]Table 1: Descriptive Statistics of Demographic Factors
Demographic analysis in Figure 4.1 shows that gender variable has a mean of 1.48, with a median of 1 and a mode of 1. It indicates that there are more male respondents in sample compared to female respondents. Mean age bracket was 2.78, indicating that most of participants are within 24–26 years bracket. Mean of 2.76 was generated by educational background, with median and mode values of 3, indicating that highest percentage of participants are undergraduate students. To use social media, average of 3.80 means that respondents spend three to four hours a day on social sites. Likewise, average score of 3.85 on influencer engagement indicates that respondents engage with or follow influencers multiple times per week, and mode scores support this pattern. Thus, results introduce a digitally active and educated population of Generation Z.
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[bookmark: _Toc209731859]Figure 10: Gender
Gender distribution in Figure 10 is quite even, but male participants are slightly dominant at 52.5%. Female respondents constitute 47.5% and are smaller group.
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[bookmark: _Toc209731860]Figure 11: Age
Figure 11 shows maximum respondents are in 24-26 age category, with 46.5%. In comparison, youngest category of 18-20 years is least represented, with only 9% of participants. 
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[bookmark: _Toc209731861]Figure 12: Education Level
Figure 12 indicates that majority of sample (47%) are master's degree holders. Conversely, 12% indicated that their highest qualification was high school, meaning that most participants are highly educated.
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[bookmark: _Toc209731862]Figure 13: Spending Hours on Social Media
Figure 13 indicates that 55.5% of respondents spend 3-4 hours daily on platforms. Comparatively, only 4.5% spend less than one hour a day on social media, which indicates a high level of digital penetration in population under study.
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[bookmark: _Toc209731863]Figure 14: Engagement with Influencers
Figure 14 shows that 58% of people engage with influencers once a week, while only 5% of participants do so rarely. 
[bookmark: _hn1sadd8chh0][bookmark: _Toc209448944][bookmark: _Toc209731834]4.3.2 Descriptive Analysis
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[bookmark: _Toc209731865]Table 2: Descriptive Analysis
[bookmark: _ur6hb6td7608]Table 2 shows descriptive statistics of participants’ responses on dependent and independent variables. Average score of brand loyalty among consumers of Generation Z is 4.18, meaning that majority of participants were inclined to agree with corresponding statements. It implies that young consumers are usually loyal when they are manipulated via social media activities (Vo et al. 2024). Mean of influencer credibility is 4.22, which indicates that people regarded influencers as knowledgeable, trustworthy and reliable sources of product promotion (AlFarraj et al. 2021). “Influencer content quality” has a mean of 4.24, meaning that direct, original and interesting content is highly accepted by viewers (Choudhry et al. 2022). Mean of emotional engagement is 4.21, indicating that influencers are personally engaged and inspirational to respondents. “Influencer marketing tools and techniques” had largest mean of 4.26, indicating that interactive strategies and platform diversity have a significant positive impact on consumer connection. Values of standard deviation are between 0.83 and 0.85, which means that overall responses of participants are fairly consistent, which proves overall validity of responses.
[bookmark: _ymoc5vak1thn][bookmark: _Toc209448945][bookmark: _Toc209731835]4.3.3 Hypothesis 1
H0: “Influencer credibility has no significant impact on brand loyalty among Generation Z consumers.”
H1: “Influencer credibility has a significant positive impact on brand loyalty among Generation Z consumers.”
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[bookmark: _Toc209731866]Table 3: Correlation 1
Table 4.3 shows that “influencer credibility” and “brand loyalty” have a strong positive relationship among Generation Z, with a Pearson coefficient of 0.798. P-value is less than 0.001, which ensures that relationship is statistically significant. This correlation power indicates that increased perceptions of credibility of influencer are always congruent with brand loyalty. Outcome shows that credibility is a decisive element in forming loyalty behaviours. Such statistical data can be further analysed using regression analysis to predict.
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[bookmark: _Toc209731867]Table 4: Regression 1
Table 4.4 shows that credibility of influencers is a significant predictor of brand loyalty, with R-Square = 0.637, which implies that 63.7% of change in brand loyalty can be predicted by credibility. ANOVA findings indicate that p < 0.001, which proves strength of overall model (Wang et al. 2024). Highly significant t-value (18.646, p < 0.001) of coefficient (B = 0.822, 0.798) proves that higher credibility, higher loyalty level. It rejects null hypothesis and indicates that variables have a strong predictive relationship. Therefore, “Influencer credibility has a significant positive impact on brand loyalty among Generation Z consumers.”
[bookmark: _lleewh86szwe][bookmark: _Toc209448946][bookmark: _Toc209731836]4.3.4 Hypothesis 2
H0: “A negative relationship exists between content quality and brand loyalty among Gen Z consumers.”
H1: “A positive relationship exists between content quality and brand loyalty among Gen Z consumers.”
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[bookmark: _Toc209731868]Table 5: Correlation 2
Table 4.5 indicates that “influencer content quality” and “brand loyalty” are statistically significant (p < 0.001), and its “Pearson correlation” is 0.732. It means that greater clarity, originality, and informative content, greater loyalty tendencies of Generation Z. It shows that engaging and authentic content directly affect consumer trust and retention (Saoula et al. 2023). Thus, present discovery validates that content quality is a key driver of loyalty behaviour formation and offers a basis to test predictive power using regression analysis.
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[bookmark: _Toc209731869]Table 6: Regression 2
Table 4.6 proves that “influencer content quality” is a significant predictor of brand loyalty as R-square = 0.536, indicating that 53.6% changes in loyalty can be predicted by “influencer content quality”. As ANOVA analysis found, “significant value” is less than 0.05, it supports “positive hypothesis”. High-quality and creative content will stimulate more emotional and behavioural reactions to increase loyalty (Shahid et al. 2022). Null hypothesis is rejected as “significant value” of “coefficient analysis” is found <0.001. Therefore, “A positive relationship exists between content quality and brand loyalty among Gen Z consumers.”
[bookmark: _yrtzt1gug1rf][bookmark: _Toc209448947][bookmark: _Toc209731837]4.3.5 Hypothesis 3
H0: “Emotional engagement with influencers does not influence brand loyalty in Gen Z audiences.”
H1: “Emotional engagement with influencers effectively influences brand loyalty in Gen Z audiences.”
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[bookmark: _Toc209731870]Table 7: Correlation 3
Positive and statistically significant relationship between emotional engagement and brand loyalty among Gen Z is indicated by “correlation coefficient” of 0.675 ( p < 0.001) in Table 4.7. This means that increased emotional attachment, excitement and inspiration by influencers are closely linked with increased loyalty. It indicates that emotional resonance creates parasocial relationships, which enhance consumer trust and advocacy (Bismo et al. 2023). 
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[bookmark: _Toc209731871]Table 8: Regression 3
Regression outcomes in Table 4.8 indicate that brand loyalty is highly predicted by emotional engagement with an R² of 0.456, which implies that 45.6% of variation in brand loyalty is attributed to “emotional engagement”. A strong predictive ability is emphasised due to significant coefficients ( =0.675, =12.872, =0.001), which indicates that increase in emotional involvement directly correlates with level of loyalty. Therefore, affective relationships with influencers enhance identification and consumer loyalty (Rajput and Gandhi, 2024). Both results and theory are in agreement and are statistically significant; null hypothesis is rejected. Thus, it can be stated that “Emotional engagement with influencers effectively influences brand loyalty in Gen Z audiences.”
[bookmark: _dtyiwvj3j5xc][bookmark: _Toc209448948][bookmark: _Toc209731838]4.3.6 Hypothesis 4
H0: “Employing interactive and multi-platform techniques does not contribute to higher brand loyalty among Gen Z.”
H1: “Employing interactive and multi-platform techniques contributes to higher brand loyalty among Gen Z.”
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[bookmark: _Toc209731872]Table 9: Correlation 4
Table 4.9 shows that positive relationship between influencer marketing tools and techniques and brand loyalty is statistically significant (0.605, p < 0.001). It means that interactive polls, live sessions, and promotions based on multiple platforms are closely associated with increasing loyalty among Gen Z. Although correlation is a bit less important than credibility and content quality, it is still significant, which indicates that innovative techniques play a key role in strengthening stable consumer-brand relationships.
[image: ]
[bookmark: _Toc209731873]Table 10: Regression 4
Table 4.10 indicates that influencer marketing tools and techniques have a significant effect on brand loyalty, with R-Square = 0.366, indicating that 36.6% of brand loyalty can be attributed to “influencer marketing tools and techniques”. Standardised beta (t = 10.687, p < 0.001) creates a high predictive value. When influencers use cross-platform presence and interactivity, consumer confidence and interest increase, resulting in increased brand loyalty (Mohammed and Sundararajan, 2024). Thus, it can be stated that “Employing interactive and multi-platform techniques contributes to higher brand loyalty among Gen Z.”

[bookmark: _pbkes01c7b5x][bookmark: _Toc209448949][bookmark: _Toc209731839]4.4 Discussion
Results of this research prove that influencer marketing has a strong impact on brand loyalty among Generation Z, but intensity of its influence varies. Influencer credibility was most significant predictor of loyalty. It was demonstrated that over 60% of variation in loyalty could be attributed to perception of credibility. This finding is consistent with previous studies that placed dimensions of credibility at heart of consumer decision-making when it comes to online contexts (AlFarraj et al. 2021). However, credibility encourages impulse purchasing over loyalty, especially with Gen Z, who react promptly to signs of trust (Shahid and Ikram 2024). Divergence suggests contextual difference: in the digital maturity dominating market, credibility wins over the short-term responses and turns into brand devotion, but in less developed settings, it may be limited to the transactional effect. This study supports the literature because it demonstrates findings of loyalty, but not spontaneous behaviour.
Statistical results showed that there is a strong relationship between the originality and clarity of influencer content and consumer loyalty. The results of the research support the premise that a deeper narration and authentic communication reinforce consumer-brand relationships (Choudhry et al. 2022). Nonetheless, Fan et al. (2023) have emphasised that attention capture is not as important as technical and visual design. The existing findings indicate that within a content world, Gen Z viewers are more attracted to originality and relatability rather than to aesthetics. The trend is a sign of progress in the audience since they are now more engaged than merely following the style. 
The emotional engagement also played an important role as a predictor, but not as much as credibility and content. The results of the correlation and regression indicated that the presence of parasocial relationships, inspiration and personal connection with the influencers significantly contributes to loyalty. These findings claim that emotional resonance enhances relational quality and brand advocacy (Bismo et al. 2023). However, sceptical studies point to fragility of this bond, where perceived over-commercialisation or insincerity can erode trust rapidly (Kolic Stanic and Dabo 2024). Results of this study confirm that emotional engagement can drive loyalty but only if reinforced by authenticity and transparency. This balance is a reflection of dual expectations of Gen Z, who desire both credibility and emotional relatability in their digital engagements.
Influencer marketing tools and techniques were weakest predictor, but statistically significant. Interactive polls, live stream, and cross-platform promotion showed a positive yet less significant impact on loyalty. This partially substantiates claims that variety of tools improves interest and buying intent (Mohammed and Sundararajan 2024). Simultaneously, it questions arguments that innovation is only driver of loyalty, which is supported by studies that are too technologically oriented (Lou et al. 2023). Results in this section indicate that tools are not unconditional determinants but serve to enhance credibility and quality of content. 
[bookmark: _Toc208047521]Loyalty is based on credibility and quality of content, emotional engagement reinforces relationship, and use of tools increases reach and strengthens it. This ranking expands on arguments that authenticity and relatability are key concepts of Gen Z and provides quantitative insight into relative importance of these concepts (Tanwar et al. 2022). From a critical perspective, these findings highlight that Generation Z is not easily swayed by superficial exposure or digital novelty. Instead, they engage in evaluative processes where credibility, authenticity, and creativity are prioritised. This supports warnings that over-commercialisation undermines effectiveness and authenticity, reducing likelihood of loyalty (Revilla-Camacho and Al Hadid 2024). Contribution of this study lies in refining this debate, demonstrating empirically that influencer marketing does not guarantee loyalty unless it is grounded in credible practices, authentic narratives and consistent engagement. It shows that influencer marketing can foster brand loyalty in Generation Z, but success lies in striking a balance between rational trust and emotional connection and employing tools as enhancers and not as substitutes. 
[bookmark: _Toc209448950][bookmark: _Toc209731840]4.5 Summary
The chapter above demonstrates that the influence of influencer marketing has a positive effect on the loyalty of Generation Z, even though the dimensions impact the strength of this effect differently. Credibility and content quality were chosen as the two greatest sources of loyalty. The emotional involvement and the marketing tools were significant as well, but they were secondary drivers. It was compared to literature, where certain points were supported and contradicted, in particular, authenticity and the dangers of over-commercialising. The findings indicate that trust, originality, and frequent interactions are the keys to long-term loyalty to any company. As revealed in this chapter, credibility, authenticity, and new approaches are paramount ingredients of successful influencer marketing.

[bookmark: _Toc209731841]Chapter 5: Conclusion and Recommendation
[bookmark: _ej4ed5u55w3x][bookmark: _Toc209731842]5.1 Conclusion
The research aimed to investigate the effect of influencer marketing on the brand loyalty and purchase behaviour of Generation Z consumers using both current literature and secondary qualitative sources. It has been found that influencers on social media have a strong and intricate role in influencing the attitude and decisions of this demographic, and their success depends on credibility, authenticity, relatability, and the strategic application of marketing tools. The overall conclusion is that, despite the ability to influence both short-term and long-term loyalty, the impact of influencers is weak and more dependent on the situation, cultural norms, and authenticity-commercialisation ratio.
The first notable point is that influencers are relevant to Gen Z purchase behaviour, but indirectly. Credibility was also reported to be a major driver of purchase intention and loyalty. Influencers perceived as credible and knowledgeable stimulated not only the first purchase but also the recurring interaction with a brand. Credibility, though, did not always imply fair loyalty as it was also found to play a role in impulse buying and even brand switching. Other consumers appreciated the familiarity and appeal of the influencers to the point of trying new brands or products that were not within their normal range of choices. This duality means that the influencer may succeed in reconciling loyalty, and consumers may also separate it by promoting experimentation and variety-seeking. It means that companies must be eager to understand how to match the relationship with influencers with long-term brand strategies.
Trust and authenticity were repeatedly revealed to be the most valuable traits in the establishment of emotional bonds with Gen Z. Authenticity was perceived as both the honesty of the influencers and the transparency and relatability of the content they create. Interactivity strengthened these relationships through a response to a comment or the creation of something to which one can relate. However, authenticity turned out to be fragile and culturally relative, as well. Gen Z consumers perceived influencer content as over-commercialised and fake in certain contexts, undermining trust and decreasing the chances of an emotional connection. That authenticity is not a predetermined feature but rather a contingent finding that must be preserved is shown.
It was also found that tools and techniques are significant in influencing the efficacy of influencer marketing. A kind of interaction is formed in each channel, and Instagram dreams, YouTube closeness, and TikTok popularity are produced. The work and content produced with the micro-influencers was more beneficial to start-ups and smaller brands because it was cheaper and more available. Larger brands turned to influencers or attempted virtual influencers to stay connected and grow. Electronic word of mouth, product placement, and storytelling were recognised as long-term instruments that can be used to overcome consumer resistance like ad-blocking. The second viable strategy alternative was the segmentation of macro, micro, and nano influencers to position campaigns according to the needs of the audience and long-term development of relationships. The introduction of virtual influencers was mentioned as another tool that reduced risk of personal scandals and made threat of branding a common phenomenon, but risk of authenticity loss also turned out to be a problem.
This quantitative analysis considers impact of influencer marketing on brand loyalty of Generation Z. The SPSS analysed survey responses from 200 samples. Demographic analysis revealed that maximum consumer responses comes from age group of 24 to 26 years, which are predominantly male, accounting for 52.5%. Most respondents have a higher education degree, nearly half of them a master’s. Moreover, majority were very active online, with over half spending three to four hours on social media daily and 58% engaging with an influencer at least once a week. The sample was confirmed to be a digitised and socially involved subgroup of Gen Z consumers. According to descriptive statistics, there is a very high agreement between variables as indicated by mean scores which range from 4.18 to 4.26. This findings suggest that respondents extensively associated influencer credibility, content quality, emotional engagement, and innovative tools with brand loyalty behaviours. 
Hypothesis analysis further justified strength of these relationships. First hypothesis indicates that influencer credibility that plays a very important role, supported by values of “Pearson correlation of 0.798 and R² of 0.637”. It shows that trust, reliability and expertise significantly predict loyalty. Second, content quality is not only strong but it is positively impacted too, which has a correlation of 0.732 and R² value of 0.536. This means if posts are original and informative, consumers get attached to brand. Following this, emotional engagement was significant at almost a moderate level, which can be noted through the correlation value of 0.675 and R-square value of 0.456. Therefore, primary findings clearly indicates that Gen Z brand loyalty is quite significant and it also gets influenced by influencer credibility and content quality as well. 
Overall, primary and secondary findings offers a broader overview of influencer marketing and its impact on Gen Z customers including both opportunity and challenges. It can be summarised that influencer marketing should be aligned with a brand and consumer expectations. The influence is a powerful but sensitive tool of persuasion in hands of very active and very cynical Generation Z. The manner in which they deal with credibility and authenticity might turn them into emotional loyalists, impulse buyers or alternative shoppers. The successful businesses will be those that maintain natural communication, adjust their selection of influencers to situation, and do not over-commercialise. By doing so, influencer marketing will be able to produce both short-term and long-term brand loyalty. These conclusions provide a direct response to the research question since they show that credibility, the quality of the content, and authenticity are the most effective predictors of Gen Z brand loyalty, yet their influence is weak and conditional.
[bookmark: _ejp97s74niv1][bookmark: _Toc209731843]5.2 Linking with Objectives
Linking with Objective 1
The first objective was to explore the role of social media influencers in the Gen Z purchase behaviour. The researchers found that loyalty and brand switching are both affected by the influence, credibility results in planned and impulse purchases, and reliability results in new brand exploration. Credibility, attractiveness and parasocial bonds were emphasised in literature, but the results went further and revealed that digital marketing strategies are mediated by influencers as well. The findings suggest that the role of influencers is dualistic, as they are able to build and break loyalty, depending on the situation. Moreover, this is also reinforced by quantitative survey assessment, where influencer credibility has notable impact on loyalty along with a correlation value of 0.798 and R² value of 0.637, highlighting its significancy. It confirms the purpose by showing that Gen Z behaviour is dynamic and driven by authenticity, credibility and strategic brand alignment. Objective 1 is therefore completely achieved because both literature and survey data prove that influencers influence Gen Z purchase behaviour by both consolidating loyalty and promoting variety-seeking.
Linking with Objective 2
The second objective was to explore how trust and authenticity could establish emotional bonds with Gen Z customers. The results showed that transparency, relatability and interactivity can be used to build trust and that authenticity is a tool that can be abused to gain and earn loyalty. Literature proved to be a valid power, but facts showed it to be weak and culturally predetermined, and more probably, scepticism will undermine confidence. It was also shown that emotional connections can be maintained when influencers use credibility in conjunction with genuine communication, but excessive commercialisation diminishes performance. It also supported primary analysis, where emotional engagement shares a statistically significant relationship with brand loyalty, supported by a correlation value of 0.675, as it is lesser than 0.001. Moreover, Regression results further mentions that 45.6% of loyalty variation of the variance in loyalty can be predicted by emotional involvement. Hence, connections are strengthened when authenticity is employed at capacities which enhance long-term relationships with consumers. It also validates the objective since it shows that trust and authenticity are contingent features that must be re-established constantly to build consumer relationships. Accordingly, Objective 2 is met, demonstrating that although trust and authenticity are the fundamental elements of emotional connections, they are delicate and should be reinforced continuously and with cultural awareness.
Linking with Objective 3
The third objective was to determine the tools applied in influencer marketing to promote awareness of the brand and reach. It concluded that literature centred on storytelling, event tie-ins and platform strategy and the importance of influencer segmentation and new technologies. Instagram, YouTube, and TikTok developed a system of interaction of their own, and micro-influencers worked in the context of authenticity and niches. Larger brands were able to use social celebrity and virtual influencers, but with credibility. It was found that no given tool can be said to be successful; it is successful when there is a balance between authenticity, scale and innovation. This achieves the purpose by demonstrating the strategic position of tools. Moreover, survey results also resonates with this, which can be noted through correlation value of 0.605, indicating significant positive relationship of influencer marketing tools and techniques with brand loyalty. Therefore, Objective 3 is achieved, as the results have proved that tools and platforms can only work successfully when they are strategically aligned with authenticity, segmentation, and audience context.
Linking with Objective 4
The fourth objective was to examine actual business cases that demonstrated the effects of influencer marketing. The results showed some positive and negative results. E-commerce conversion increased as campaigns and recovery of tourism sectors and in B2B, adoption was slow and reluctant. Moreover, as per quantitative findings, content quality has a strong connection with brand loyalty, supported by correlation value of 0.732, highlighting that informative campaigns often translate into positive business outcomes. Among the threats identified in the literature are saturation and over-commercialisation, which the results supported, stating that too much promotional information destroys credibility. In the meantime, business cases were reporting good revenues and industry recovery based on authenticity. Despite the potential of influencer marketing to create a considerable amount of value, the sustainability of this strategy lies in the compromise between strategy and credibility. In this way, Objective 4 is fulfilled, which proves that influencer marketing can have measurable results in practice, but it is important to balance credibility and commercialisation.
[bookmark: _jxuyudk9jdgu][bookmark: _Toc209731844]5.3 Recommendations
Recommendation 1: Select strategic influencers
Brands should associate with influencers whose values, credibility and audience align with the identity of the brand. Rather than counting followers, it is important to focus on actual interaction and a consistent level of trust among the audience. Long-term partnerships should be better established, as influencers will be more stable and build emotional relations with the consumers (Okonkwo and Namkoisse, 2023). Businesses conduct due diligence on any influencer and monitor their behaviour, authenticity and relevance to the target audience. It would ensure the endorsements are more sustainable and convincing and reduce reputational risks. Thus, influencer partnerships are able to provide a loyal brand, rather than a week-long burst of consumer attention. Brands are advised to adopt influencer vetting models, which are based on information on engagement rates, audience demographics, and brand-value compatibility prior to getting into partnerships.
Recommendation 2: Emphasising authenticity and transparency
In order to keep Gen Z interested, influencers need to be authentic. Influencers will be open to paid partnerships and advertisements in their own stories. Transparency lowers scepticism and builds trust, especially in markets where viewers are suspicious of over-commercialised content. Trustworthiness also comes through interactive features like live sessions, question and answer features and behind the scenes (Borchert and Heisel, 2022). The brands need to establish ethical values of influencer relationships, including integrity expectations in communication. With authenticity and transparency integrated into all partnerships, companies will safeguard credibility, build emotional bonds and maintain long-term relationships with consumers on various digital platforms. To maintain transparency and credibility, firms are to insist on disclosure rules and incorporate authenticity checks, e.g., quarterly reviews of content.
Recommendation 3: Avoiding commercialisation
Over-commercialisation of influencer content undermines the authenticity and consumer trust. It should include fewer repetitive sponsorships and highly scripted promotions and have greater freedom of creativity and co-created stories. Brands can facilitate a sense of genuine interaction with consumers by involving them in campaigns, whether by seeking feedback, conducting interactive polls, or creating user-generated content (Lariba, 2023). Some of the areas that need to be altered through influencer marketing include B2B, where businesses need to shift their strategy towards either thought leadership or employee advocacy, and not consumer-type endorsements. It will help influencer marketing to be credible, sustainable, and flexible, without falling into the trap of being overly commercial. To balance it, companies are advised to limit the number of sponsorship posts per influencer in each campaign cycle and promote 30-40 percent of user-generated or unsponsored content.
Recommendation 4: Integrating storytelling approaches
Gen Z and consumers in general are emotionally attached to real-life experience narratives. Instead of mere endorsements, brands need to encourage influencers to create content with messages embedded within regular stories. Episodic narration, backstage revelation and lifestyle tricks are all means of attaining emotional attachment (Hall, 2022). Life stories are more easily used to convince and make people see products as part of a known lifestyle. The result of this type of storytelling is increased engagement and brand recognition and loyalty in the long term. Influencers should be provided with storytelling toolkits by the brands, where narrative formats, such as day-in-the-life campaigns and interactive story lines, should be promoted to align brand promotion with life experiences that people can relate to.
[bookmark: _Toc209731845]5.4 Contributions to Theory
The results of this research not only expand the theory of “Diffusion of Innovation (DOI)” but also the “Theory of Planned Behaviour (TPB)” in the context of influencer marketing. DOI traditionally assigns opinion leaders the role of reducing uncertainties and triggering adoptions. This research confirms that influencers are opinion leaders among Gen Z, but it also shows that influencers can lead to brand switching, meaning that not all diffusion is loyalty-based but may lead to fluid and cyclical adoption patterns. Similarly, TPB is supported by the fact that trust, authenticity and relatability are strong drivers of attitudes and behavioural intentions. However, the research continues TPB by showing how over-commercialisation and cultural scepticism undermine the intention-behaviour relationship, resulting in discrepancies between positive attitudes and actual purchases. Thus, it is important as it re-categorises the role of influencers as adoption facilitators and a potential source of disloyalty, as their impact is situational and depends on the context.
[bookmark: _1bj8svs5cqf][bookmark: _Toc209731846]5.5 Research Limitations
The research is restricted by the secondary character of the qualitative data, which limits the richness of primary consumer information. The discussion is grounded in current literature and case studies, while the results are predetermined by the views and situations that were already published. In this way, it might not adequately reflect quickly changing digital trends or localised differences in Gen Z behaviours. Another limitation of the study is that it mainly concentrates on influencer marketing in consumer-facing industries, which cannot be generalised to B2B. In addition, the cultural difference between the attitudes towards authenticity and trust was not examined in detail due to the scope limitations.
[bookmark: _rlt6vmvdtji9][bookmark: _Toc209731847]5.6 Future Scope
Comparative cross-cultural studies would provide an understanding of the differences in authenticity, trust, and credibility by region, and thus would be more applicable worldwide. Longitudinal research could examine how influencer-based loyalty may be sustained, and whether emotional attachment and trust may persist longer than the initial campaigns. Research on virtual influencers and AI-based marketing tools can help to gain some valuable information regarding how these technologies affect the credibility and interest of Gen Z. It is also going to improve understanding of the long-term strategic significance of influencer marketing by applying the study to the B2B domain and other ethical issues, such as sustainability and transparency. 
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Demographic questions
1. What is your gender?
Male
Female
2. What is your age group?
18–20 years
21–23 years
24–26 years
27–28 years
3. What is your highest level of education?
High school
Bachelor’s degree
Master’s degree
PhD
4. How many hours do you spend on social media daily?
Less than 1 hour
1–2 hours
3–4 hours
5–6 hours
More than 6 hours
5. How often do you follow or engage with social media influencers?
Rarely
Once or twice a month
Once a week
Several times a week
Daily
Descriptive questions
DV: Brand Loyalty among Generation Z Consumers
6. Do positive experiences with a brand through social media influencers make you more loyal to it?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
7. Do you frequently engage with your preferred brands on social media?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
8. Do you feel emotionally attached to the brands promoted by influencers you trust?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
9. Are you willing to recommend your favourite brands to your friends or peers?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
IV1: Influencer Credibility
10. Do you consider the influencer knowledgeable about the products or services they promote?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
11. Do you find the influencer’s recommendations reliable?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
12. Do you believe the influencer is trustworthy when endorsing a brand?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
13. Do you believe the influencer provides unbiased opinions about products or services?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
IV2: Influencer content quality
14. Do you find the influencer’s content clear and easy to understand?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
15. Do the influencer’s posts provide enough useful details about the product or service?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
16. Do the influencer’s posts encourage you to engage (like, share, comment, or save)?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
17. Do you think the influencer’s content is original rather than repetitive or copied?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
IV3: Emotional Engagement
18. Do you feel emotionally connected to the influencers you follow on social media?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
19. Do you feel excited when your favourite influencer shares new content?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
20. Do influencers make you feel personally involved in their stories or lifestyle?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
21. Do you feel happy or inspired after watching content from influencers you admire?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
IV4: Influencer Marketing Tools and Techniques
22. Do you prefer influencers who use multiple platforms to promote the same brand?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
23. Do you find influencer content more effective on social media platforms?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
24. Do creative techniques like interactive polls, Q&A, or live streams make you more likely to connect with a brand?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
25. Do influencer collaborations with brands encourage you to engage more with the brand?
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
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	How many participants are expected?

	Approximately 200 participants, all aged 18 years and above (Generation Z, 18–26 years old).
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	Who will the participants be?

	Adults (18+) who are members of Generation Z, active social media users on platforms such as Instagram, TikTok, YouTube, and Facebook.
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	How will you identify the participants?
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	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
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	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	
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.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:

The risks to participants are very minimal because the research only involves answering an online questionnaire. However, it is possible that some participants may feel mild discomfort when reflecting on their personal social media usage, purchasing behaviour, or attitudes toward influencers.
	How you will mitigate the risk to participants:

To minimise this risk, participants will be clearly informed in advance (through the Participant Information Sheet and Consent Form) that participation is voluntary, completely anonymous, and that they may skip any questions they do not wish to answer. They will also be told that they can withdraw from the study at any time, without providing a reason and without facing any consequences. No personal or identifying information (such as names, emails, or addresses) will be collected, which further reduces the risk of harm. Only adults aged 18 years and above will be recruited for this study, ensuring there is no involvement of vulnerable individuals such as children or minors.


(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) 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

	
	This research does not include any sensitive, embarrassing, or upsetting topics, nor does it involve issues likely to disclose information requiring further action (e.g. illegal or criminal activity). The survey questions focus only on participants’ general use of social media platforms, their engagement with influencers, and their views on brand loyalty. All participants will be adults aged 18 and above, and no personal, financial, medical, or criminal information will be collected. Therefore, no additional support or advice procedures are required.
(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

The risks to the investigator are minimal and mainly relate to workload management and the responsibility of safeguarding the data. Conducting a large online survey and then analysing 200 responses can create time pressures and stress for the researcher.
(this box should expand as you type)
	How you will mitigate the risk to the investigator:
These risks will be managed through careful time management, advance planning, and maintaining a structured timetable for data collection and analysis. Another risk is related to data handling, since the researcher is responsible for ensuring that the data remains secure and confidential. To address this, all collected data will be stored on the researcher’s personal device in password-protected folders. This ensures that no unauthorised individual will have access to the files.


(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

The main risk to the University is a potential breach of data protection regulations (GDPR) if the data is not handled correctly.

(this box should expand as you type)
	How you will mitigate the risk to the University:

This risk will be mitigated by ensuring that no identifiable personal information is collected at any stage of the research. All responses will remain completely anonymous. The researcher will store the survey data securely on a personal device in encrypted and password-protected files, and the data will be accessible only to the researcher. No copies will be shared with third parties. All data will be permanently deleted once the dissertation has been submitted and assessed, which is expected to be by the end of September 2025. Therefore, the University’s reputation and compliance with data protection standards will not be at risk.



(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

There are no risks to the environment associated with this research project. The study will be carried out entirely online using digital tools such as Google Forms and computer-based analysis software. No physical resources such as paper or travel are required, meaning the project has no negative environmental impact.

(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Participants will be debriefed at the end of the online questionnaire. This will include a short explanation of the study’s overall aims, how their responses will be used, and how the research contributes to the wider objectives of the dissertation. A thank-you message will be displayed upon completion of the survey, and participants will also be given the researcher’s contact email should they have any further questions. In addition, participants will have the option to request a general summary of the final findings once the dissertation is completed. Feedback will be provided in plain English, ensuring it is accessible and non-technical.
(this box should expand as you type)

	2
	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 data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Informed consent will be obtained electronically at the start of the online questionnaire. Before beginning, participants will be presented with a Participant Information Sheet outlining the purpose of the study, what participation involves, their rights (including the right to withdraw at any time), and how their data will be used. They will then be required to confirm that they are aged 18 or over, have read the information, and voluntarily consent to take part by selecting the consent option before proceeding with the questionnaire.
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	All responses will be anonymous. The questionnaire will not collect names, emails, IP addresses, or any other identifying personal data. Data will be recorded only in numerical and text-response format. No individual participant will be identifiable in the dissertation or any related reporting.

What procedures are in place if participants wish to withdraw?
Participants will be informed, in the Participant Information Sheet and on the consent form, that they may withdraw at any time during the survey simply by closing the questionnaire. Since no identifiable data is collected, withdrawal after the questionnaire has been submitted is not possible, as responses cannot be linked back to individuals.

Who will have access to the data?
Only the researcher (Badal Tyagi) will have access to the raw data. The supervisor (Gweynth Jones) may review the anonymised dataset for academic purposes. No third parties will have access.

How will data be reported?
Data will be reported only in aggregate form (e.g., percentages, averages, themes). Direct quotes may be used from open-text responses but will not include any identifying information.
(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	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 is considered to be personal data.
	☐
	x☐

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

	2
	This includes audio/video data of participants, but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
x☐

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

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All data will be collected anonymously through the online questionnaire. Participants will be informed at the start of the survey that no personal or identifying details (such as names, emails, or IP addresses) will be recorded. Once collected, the responses will be securely stored by the researcher in password-protected folders on a personal device. Access to the data will be restricted solely to the researcher, with the supervisor only reviewing anonymised summaries for academic purposes.

At the end of the research project, all data will be permanently deleted from the researcher’s device. A thank-you message will confirm this to participants at the end of the questionnaire, along with contact details for the researcher if they have further questions. If participants request a summary of the findings, this will be shared in plain English after the dissertation has been submitted, ensuring accessibility and clarity.

(this box should expand as you type)


	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒





	
	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 Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Badal Tyagi
	Date:14/ 07/ 2025


	2
	Director of Studies/Supervisor:
	Gwyneth Jones
	Date:14/07/2025

	3
	Signature:
	
Gwyneth Jones
	


SECTION I: Declaration



FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	Gwyneth Jones
	Date: 14/ 07/ 2025


	2
	Name:
	Gwyneth Jones

	3
	Role:
	Supervisor







2

image3.png
Subjective
Norm

Perceived
Behavioural
Control

Market
Mavenism

Social-Identity

Technology
Self-efficacy





image4.png
Influencers”





image5.png
Coustomer
Experience

Influencer

/ Trust
H2 H3,
Consumer
HI »  Purchase
Intention
HS, H6
\ Influencer

Attachment





image6.png
Use of Social Media Platforms

In 2022, Facebook was the most popular social media platform with 68% of Brits using it.
However, TikTok is popular with younger consumers.

68%

25%

Facebook YouTube Instagram Twitter TikTok

Base: Base: 2,000 internet users aged 16+
Source: Kantar Profiles/Mintel, October 2022




image7.png
Early Majority Late Majority

Early Adopters Laggards

Innovators

| I I N S

2.5% 13.5% 34% 34% 16%




image8.png




image9.png
Perceived Commercalisaion
(oversponsarship - faud)

Moderators

Pltform Type
(TITok «Instagram +YouTube )

GutralContext
(regionalnorms)

credbily
(trustworthiness - expertise - attractveness)

PercgvedBiefavioural Cotrol (T78)

7
7. scess » know-how)

Trust(n nfuencer/brand)

Tools Samp: Techniques
> platform srstegy - WM - nflusncer typology
* e/short formylong-foun  Vis)

EmotonalEngagement
(storysling - meractvey - paraacalcues)

Asherscty

7~

Communty Algament
(peernorms / ety )

parency - relatabiy - )

/'

b parasocial Atachment (emotonalbond) {—}

ors £ TPB Paths

Subjective Norms (TP8)

Brand Loyalty Gen )
(repeat ntention - long:term engagement -
Tesistance 0 sniching)





image10.png
Statistics

5. How often
4 Howmany  doyou'follow

3Whatis  hoursdoyou  orengage

2Whatis  yourhighest  spend on with social

1. Whatis your age level of social media media

your gendsr? aroup? education? 57 influencers?
N vaid 200 200 200 200 200
Missing 0 0 0 0 0
Mean 1.48 278 276 380 385
Median 1.00 300 300 400 400
Made 1 3 3 4 4

Std. Deviation 501 a7t 915 989 983





image11.png
1. What is your gender?

Ewale
WFemals





image12.png
2. What is your age group?

W 18-20 years
W21-23 years
2426 years
E27-28 years




image13.png
3. What is your highest level of education?

W High school

M Bachelor's degree
W Master's degree
Erhp




image14.png
4.How many hours do you spend on social media5?

M Less than 1 hour
-2 hours
W34 hours
E5-6 hours
W ors than 6 hours





image15.png
5. How often do you follow or engage with social media influencers?
WRarely

Oncs or twice a month
MOnce a week

[ Several times a week
MDaily





image16.png
Descriptive Statistics

N Minimum | Madmum  Mean  Std.Deviation
Brand Loyalty among 200 1.00 500 41863 85984
Generation Z Consumers

Influencer Credibility 200 1.00 500 42250 83463
Influencer content qualty 200 1.00 500 42450 84248
Emotional Engagsment 200 1.00 500 42125 84983
Influencer Marketing 200 1.00 500 42613 83962
Tools and Techniques

Valid N (listwise) 200





image17.png
Correlations

Brand Loyaly
among
Generationz  Influencer
Consumers _ Credibility
Brand Loyaly among Pearson Corelation 1 708"
Generation Z Consumers
sig. (2tailec) <001
N 200 200
Influencer Crediblty Pearson Corelation 7e8” 1
sig. (2tailec) <001
N 200 200

*_Corrslation is significant atthe 0.01 level (2-tailed)




image18.png
Model Summaryb

Adjusted R Std. Error of Durbin-
Model R R Square Square the Estimate Watson
1 .798% 837 635 51925 2.063

a. Predictors: (Constant), Influencer Credibility
b. Dependent Variable: Brand Loyalty among Generation Z Consumers

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 93739 1 93739 347665 <001®
Residual 53.386 198 270
Total 147125 199

a. Dependent Variable: Brand Loyalty among Generation Z Consumers
b. Predictors: (Constant), Influencer Credibility

Coefficients”

Standardized
Unstandardized Coefficients  Coefficients
Mods! 8 std. Error Beta t sig
1 (Constant) 72 190 3749 <001
Influencer Credibility 822 044 798 18.646 <.001

a. Dependent Variable: Brand Loyalty among Generation Z Consumers




image19.png
Correlations

Brand Loyaly
among Influencer
Generationz  content
Gonsumers aualiy
Brand Loyaly among Pearson Corelation 1 737"
Generation Z Consumers
sig. (2tailec) <001
N 200 200
Influencer content qualiy ~ Pearson Correlation 737" 1
sig. (2tailec) <001
N 200 200

*_Corrslation is significant atthe 0.01 level (2-tailed)




image20.png
Model Summlryb

Adjusted R Std. Error of Durbin-
Model R R Square Square the Estimate Watson
1 732° 536 533 58743 1.905

a. Predictors: (Constant), Influencer content quality
b. Dependent Variable: Brand Loyalty among Generation Z Consumers

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 78.799 1 78799  228.351 <001®
Residual 68.326 198 345
Total 147125 199

. Dependent Variable: Brand Loyalty among Generation Z Consumers
b. Predictors: (Constant), Influencer content quality

Coefficients”
Standardized
Unstandardized Coefficients  Coefficients
Model B Std. Error Beta t Sig
1 (Constant) 1.016 214 4748 <.001
Influencer content quality 747 049 732 15111 <.001

a. Dependent Variable: Brand Loyalty among Generation Z Consumers




image21.png
Correlations

Brand Loyaly
among
Generationz  Emational
Consumers _ Engagement
Brand Loyaly among Pearson Corelation 1 675"
Generation Z Consumers
sig. (2tailec) <001
N 200 200
Emotional Engagement Pearson Corelation 675" 1
sig. (2tailec) <001
N 200 200

*_Corrslation is significant atthe 0.01 level (2-tailed)




image22.png
Model Summlryb

Adjusted R Std. Error of Durbin-
Model R R Square Square the Estimate Watson
1 675° 456 453 63604 1.954

a. Predictors: (Constant), Emotional Engagement
b. Dependent Variable: Brand Loyalty among Generation Z Consumers

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 67.025 1 67.025 165.682 <001®
Residual 80.099 198 405
Total 147125 199

. Dependent Variable: Brand Loyalty among Generation Z Consumers
b. Predictors: (Constant), Emotional Engagement

Coefficients”
Standardized
Unstandardized Coeflicients  Coefficients
Model B Std. Error Beta t Sig
1 (Constant) 1.308 228 5744 <001
Emotional Engagement 683 053 675 12872 <.001

a. Dependent Variable: Brand Loyalty among Generation Z Consumers




image23.png
Correlations

Brand Loyalty  Influencer
among Marketing
GenerationZ  Tools and
Consumers  Technigues
Brand Loyalty among Pearson Corrslation 1 605"
Generation Z Consumers
Sig. (2ailed) <001
N 200 200
Influencer Marksting Pearson Corrslation 605" 1
Tools and Technigues.
Sig. (2ailed) <001
N 200 200

*_Corrslation is significant atthe 0.01 level (2-tailed)




image24.png
Model Summary"

Adjusted R Std. Error of Durbin-
Model R R Squars Square the Estimate Watson
1 605° 366 363 68646 1.750

a. Predictors: (Constant), Influencer Marketing Tools and Techniques
b. Dependent Variable: Brand Loyalty among Generation Z Consumers

ANOVA?
Sum of
Model Squares df Mean Square F sig
1 Regression 53822 1 53822 114215 <001®
Residual 93.303 198 A7
Total 147.125 199

a. Dependent Variable: Brand Loyalty among Generation Z Consumers
b. Predictors: (Constant), Influencer Marketing Tools and Techniques

Coefficients”
Standardizsd
Unstandardized Cosficients  Cosflicients
Model B Std. Error Beta t sig
i (Constant) 1547 252 6146 <001
Influencer Marketing 519 058 605 10667 <001

Tools and Techniques

a. Dependent Variable: Brand Loyalty among Generation Z Consumers




image1.png
Chapter 1: Introduction

Chapter 2: Literature Review

Chapter 3: Methodology

Chapter 4: Data Analysis

Chapter S: Conclusion and Recommendations





image2.png
n US. dollars

Market size In bi

35

30

25

20

1

10

2015

2016

2017

2018

2019

2020

2021

2022

2023

2024

32.55

2025%




