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Abstract
This research is concerned with analysing how impactful Instagram marketing on the reduction of the perception of purchase barriers and purchase intentions of Indian consumers towards ASOS. Considering the increasing popularity of social media marketing for international fashion brands and the persistency of consumer concerns related to cross-border online shopping, the study was conducted. In terms of the literature review, the Perceived Risk Theory and TAM were considered in relation to the perceptions of perceived purchase barriers, Instagram marketing, purchase intention, and consumer trust. 
The study of previous researchers showed that influencer marketing, customer reviews, user-generated content, and visual communication are important in shaping consumer perceptions and highlighted the gaps in this area related to the Indian market and ASOS. The monomethod qualitative research design was adopted along with the interpretivist philosophy and inductive approach. The main source of data was semi-structured interviews of 12 Instagram users in India who had knowledge of ASOS. A semi-structured interview guide containing 12 questions was developed, and the data were analysed by adopting the thematic analysis approach as suggested by Braun and Clarke.
It was found that the uncertainties related to product quality, product size, delivery service, customs fee, safety of payments, and return policies act as major purchase barriers. Instagram marketing by use of customer feedback, product demonstration, user-generated content, and influencer content positively influenced consumers' perceptions about trust, brand reputation, and product knowledge. However, even with positive marketing strategy, the operational challenges were still acting as barriers to purchase. This research study, therefore, finds that Instagram marketing is an effective way to tackle informational and psychological purchase barriers, and should be supported by good logistical performance, security of payments, return policies, and customer involvement. From the findings of this study, it can be concluded that a combination of credible Instagram marketing strategies along with good operational performance can result in the creation of consumer trust and purchase intention for ASOS in the Indian market.
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Chapter 1: Introduction
[bookmark: _Toc236785199]1.1 Background of the Study
There has been a change and transformation in the consumer purchasing behaviour pattern in the international fashion industry because of rapid changes in the platforms of social media and e-commerce. Instagram is one of the most powerful and effective marketing tools in social media networking due to visual content, influencer marketing, user-generated content, and interaction and engagement features that assist in product finding and brand interaction (Rahman, Mutum and Ghazali, 2022). According to Technavio (2026), India is regarded as one of the most promising fashion markets in the world for Instagram due to millions of users, aged between 18-34 years, who can be considered as digital customers.
Moreover, the increased adoption of smartphones, mobile payments, and preferences of the consumers for e-commerce has brought about considerable growth in the Indian online fashion retail market (Tribhan and Kamble, 2024). It is expected that the Indian online fashion retail market will grow at an approximate 21.1% CAGR between 2025 and 2030, which will be driven by mobile commerce, social commerce through creator marketing, artificial intelligence and personalised shopping (Technavio, 2026). Nonetheless, despite all the factors above, there are considerable challenges that the fashion industry is facing regarding product returns, reverse logistics, sizes and issues with product authenticity and deliveries (Kumar, 2023).
[image: India Online Fashion Retail Market Analysis, Size, and Forecast 2026-2030]
[bookmark: _Toc236785184]Figure 1.1: Market Size and Forecast of Indian Fashion Retail
(Source: Technavio, 2026)
This dynamic environment is evident in the strategic entry of ASOS into the Indian market through its partnership with Reliance Retail, which reveals the company's perception of the growth opportunities that exist within the Indian market and its increasing youth population (Reuters, 2024). The strategic partnership aims at ensuring that the market becomes easily accessible to ASOS and improves within one of the world's rapidly growing fashion markets. 
Though all the above are opportunities in the market, there are also some barriers that consumers from India face when shopping from foreign fashion brands such as ASOS (Mordor Intelligence, 2026). Using Instagram marketing is a great way to effectively communicate through visual means, work with influencers, and showcase actual purchases made by ASOS consumers in India (Pathan and Sneha, 2025); however, very limited research has been done on how using Instagram marketing affects the reduction of purchase barriers of ASOS consumers in India. Therefore, the main objective of this research is to investigate the effect of Instagram marketing on the perceptions of consumers and purchase barriers and purchase intention towards ASOS with significant academic and practical implications.
[bookmark: _Toc236785200]1.2 Research Focus
In this context, the principal objective of this research is to investigate the impact of Instagram marketing on purchase barrier perception and to analyse the impact of Instagram marketing on purchase intention towards ASOS amongst Indian consumers. In this case, the setting of the research is the booming online fashion industry of India, wherein the international fashion brands have increasingly resorted to social media marketing to engage online customers (Rahman, Mutum and Ghazali, 2022). The India Entry of ASOS is significantly facilitated by the strategic alliance with Reliance Retail, which is reflecting the commitment of the company for the purpose of expanding within one of the world's fastest- growing markets of the retail fashion markets (Business Standard, 2024).
[image: ]
[bookmark: _Toc236785185]Figure 1.2: Primary Focus of the Research
(Source: Self-Created)
However, Indian consumers face some challenges in purchasing from foreign fashion brands (Murthy et al., 2025). Such concerns make them hesitant about making online cross-border purchases, thereby making them less confident about online shopping and online purchase intentions. Thus, the role of Instagram marketing practices in lowering barriers such as consumer trust, brand credibility, and product knowledge through the following marketing practices is examined: influencer marketing collaborations, reels, reviews of the customer, and visual product details (Agarwal and Himanshu, 2025). This study attempts to fill the gap in the existing literature; meanwhile, most research has been carried out uniquely in the context of social media marketing or intention to purchase through the internet.
[bookmark: _Toc236785201]1.3 Justification of the Study 
It can be stated that the rapid development of social media as well as cross-border e-commerce has led to an innovative development in the international fashion retail industry, with Instagram being among the most significant digital marketing platforms for customer engagement. One of the largest markets for Instagram is India, where both the internet and e-commerce in the fashion industry are experiencing rapid growth due to the emergence of smartphones, internet, and digital payments (Lama, Ray and Majumder, 2024). At the same time, despite this growth, international fashion retailers such as ASOS are experiencing challenges in terms of selling fashion goods due to the reluctance of consumers to buy fashion products from international fashion retailers (Jeevanantham and Krishnan, 2025). 
These types of barriers are educational as well as managerial. In the business landscape, the perception of the barrier affects consumer trust, purchase intentions, and the effectiveness of digital marketing internationally. There are different communication platforms available for brands through which the companies can reach out to the customers, such as influencer marketing, reels, customer reviews, and user-generated content. However, it is still uncertain whether Instagram is successful in eliminating these barriers. For instance, Hu and Zhu (2022) argued that Instagram marketing is helpful in boosting consumer confidence due to information transparency and EWOM. On the other hand, Kim, Lee and Ahn (2026) mentioned that Instagram marketing could undermine consumer confidence due to excessive commercialisation of Instagram and over-endorsement by influencers. Recent studies by Sivakami and Marufa (2025) have shown that consumers are growing more sceptical regarding promotional material on Instagram, making it clear that Instagram marketing may not be enough to reduce purchasing uncertainty.
The issue under consideration has become even more relevant in recent times as modern Indian consumers prefer Instagram as a tool for fashion shopping and buying online, and international brands are increasingly concentrating on social media (Lama, Ray and Majumder, 2024). However, existing literature by Perannagari, Kannan and Mythiri (2025) considers the issues related to social media marketing, perceived risk, and purchase intention individually, while there are only a few pieces of research that consider the issue qualitatively, with a special focus on the Indian consumer market and cross-border purchasing at ASOS. Therefore, the purpose of this research is to address the gap in the existing literature and study the impact of Instagram marketing on trust, brand credibility, product awareness and reduction of perceived purchase barriers in order to increase purchase intention. Along with this, the findings of this study will be useful both for academic purposes and the development of practical digital marketing strategies for international fashion retailers in the Indian market.
[bookmark: _Toc236785202]1.4 Problem Statement 
The rise of cross-border e-commerce has brought about the era of globalisation even for international fashion companies such as ASOS. However, according to Barbe and Guisard (2024), despite the increased popularity of Instagram and high demand for fashion products online, many Indians feel reluctant to purchase products from foreign fashion brands. One of the main reasons why consumers may be reluctant to purchase goods from such fashion brands is the possible barriers that may occur while purchasing them. These concerns influence the attitude and willingness to purchase for consumers, which impacts the effectiveness of the digital marketing strategies adopted by international fashion companies. Gupta (2026) argued that although there are numerous marketing opportunities on Instagram, including influencer marketing, reels, reviews and customer interactions, there is no evidence proving its effectiveness.
Previously, several studies have explored social media marketing and perceived risk and online purchase intention, as done by Singh and Aggarwal (2025) as well as Gupta (2026), respectively, but these variables have not been explored together in one study. The recent studies by Hu and Zhu (2022) along with Sivakami and Marufa (2025) have mainly explored the impact of Instagram marketing on consumer engagement and their intent to purchase a product but have not investigated the effects on perceived purchase barriers when using cross-border fashion retail. In addition, there is not much empirical evidence directly focused on the Indian consumer base who buys from international fashion brands like ASOS, especially qualitative evidence. As a result, there is a lack of understanding of how Instagram marketing influences consumer trust, brand credibility and product understanding to lower perceived barriers to purchasing.
This study therefore focuses on exploring how Instagram marketing influences the perceptions of Indian consumers of ASOS and whether it contributes to reducing perceived purchase barriers that subsequently enhance purchase intention. By adopting a primary qualitative approach, the research addresses the identified gaps while generating practical recommendations for international fashion brands seeking to strengthen consumer confidence and improve cross-border online purchasing behaviour in the Indian market.
The current research is focused on the evaluation of how Instagram marketing affects the perception of ASOS by consumers in India and whether the process helps consumers to overcome their barriers to buying, resulting in increased purchase intentions. This study takes a qualitative approach and considers primary methodological aspects in order to address the existing gaps and give practical recommendations to international fashion brands to improve consumer attitudes towards cross-border online purchases in India. 
[bookmark: _Toc236785203]1.5 Overall Research Aim and Research Objectives 
[bookmark: _Toc236785204]1.5.1 Research Aim
The primary aim of this research is to examine how Instagram marketing reduces perceived purchase barriers and influences purchase intention towards ASOS among Indian consumers.
[bookmark: _Toc236785205]1.5.2 Objectives of the Research 
The research objectives established for the study are as follows: 
· RO1: To critically investigate the major perceived purchase barriers faced by Indian consumers in cross-border fashion purchases of international fashion brands such as ASOS.
· RO2: To critically evaluate the role of Instagram marketing in shaping consumer perceptions, particularly consumer trust, brand credibility, and product understanding towards ASOS in the Indian market.
· RO3: To conceptually analyse the relationship between Instagram marketing exposure and the reduction of perceived purchase barriers among Indian consumers.
· RO4: To critically assess the impact of reduced perceived purchase barriers on consumers’ purchase intention towards ASOS in the Indian market.
· RO5: To synthesise the findings of the study to develop recommendations on how Instagram marketing strategies can reduce perceived purchase barriers and enhance purchase intention for international fashion brands in India. 
[bookmark: _Toc236785206]1.6 Research Questions 
The research questions established for this study are as follows:
· RQ1: What are the major perceived purchase barriers faced by Indian consumers when purchasing from international fashion brands such as ASOS through cross-border online retail?
· RQ2: How does Instagram marketing shape consumer perceptions, particularly consumer trust, brand credibility and product understanding, towards ASOS among Indian consumers?
· RQ3: How does Instagram marketing exposure contribute to reducing perceived purchase barriers among Indian consumers?
· RQ4: How does the reduction of perceived purchase barriers influence Indian consumers' purchase intention towards ASOS?
· RQ5: What Instagram marketing strategies can international fashion brands adopt to reduce perceived purchase barriers and enhance purchase intention among Indian consumers?
[bookmark: _Toc236785207]1.7 Research Significance
[bookmark: _Toc236785208]1.7.1 Academic Significance 
This research not only adds to the expanding literature on social media marketing but also on cross-border e-commerce and consumer behaviour, as it investigates the connection between Instagram marketing and the perceived purchase barriers in the realm of international fashion retail. In that regard, while the research conducted by Hossain, Hussain and Akther (2023) as well as Ilieva et al. (2024) addresses social media marketing, perceived risk and purchase intention, there are few studies that consider all these constructs in one theoretical framework in the case of international fashion brands such as ASOS and consumer purchase intention. 
At the same time, this research makes a contribution to the usage of theoretical perspectives such as Perceived Risk Theory and Technology Acceptance Model (TAM) in this landscape, because it addresses the effect of Instagram marketing on the trust and credibility of the brand and the product on consumers as a means to overcome the perceived barriers to purchase. Furthermore, this primary and qualitative approach offers an in-depth look at the experience of consumers and perception of the phenomenon, which is consistent with the existing literature in the field, where consumer experience and perception are mostly explored using a quantitative approach. Thus, the results will give a contribution to the academic knowledge about digital consumer behaviour and serve as a basis for future research on cross-border fashion shopping in emerging markets.
[bookmark: _Toc236785209]1.7.1 Practical Significance 
The current study has provided important findings on the Indian fashion industry, which would help foreign brands and digital marketers develop a sound approach to attract and engage the growing number of consumers in India. With the findings of the research, ASOS and other international brands would be able to identify and learn about the important purchase barriers among Indian consumers. In a consequent manner, it would enable them to develop an appropriate Instagram marketing strategy that would increase their ability to build consumer trust and brand credibility and enhance the knowledge about products accordingly. 
The results would allow marketers to build meaningful collaboration with influencers and conduct informative demonstrations of products, customer review campaigns, and other types of user-generated content that remove any uncertainty related to cross-border fashion e-commerce purchases. The study can also offer strategic recommendations for other international fashion brands entering emerging markets where consumer confidence is still a major issue for brands, enabling brands to make better decisions in their digital marketing and to support the sustainable growth of cross-border fashion e-commerce. 
[bookmark: _Toc236785210]1.8 Summary of Chapters
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[bookmark: _Toc241176388]Table 1.1: Dissertation Structure 

[bookmark: _Toc236785211]Chapter 2: Literature Review
[bookmark: _Toc236785212]2.1 Chapter Introduction
This chapter critically reviews the existing literature on the context of this study, that is, the role of Instagram marketing in influencing purchase intentions of consumers through purchase barriers. This chapter provides the theoretical and conceptual framework of this study and discusses it in the context of the most important empirical issues relevant to the research objectives. This chapter is concluded by pointing out the gap in the existing literature, its relevance, and the methods used in this study, which will be discussed in the next chapter.
[bookmark: _Toc236785213]2.2 Foundational Concept
[bookmark: _Toc236785214]2.2.1 Theoretical Framework
The Perceived Risk Theory was particularly proposed by Raymond A. Bauer whereby consumers become uncertain of the possible outcomes of their purchasing decisions since they are unable to physically examine the product prior to their purchases (Aufa and Marsasi, 2023). In such a context, the usual risks involved in cross-border e-commerce include financial, product, privacy, and return risks (Pham, Nagy and Ngo, 2024). In this research study, the perceived risk theory is instrumental in understanding the difficulty that consumers in India would experience when buying clothes from international fashion brands such as ASOS through Instagram. 
[image: Factors Influencing Perceived Risk | Download Scientific Diagram]
[bookmark: _Toc236785186]Figure 2.1: Perceived Risk Theory
(Source: Pham, Nagy and Ngo, 2024)
According to the Technology Acceptance Model (TAM) of Fred D. Davis, as explained by Çelik and Uslu (2023), the acceptance and use of technology considerably depend on the perceptions of its usefulness and ease of use. At the same time, it implies that a user is more likely to be willing to use some digital tool if they perceive it as increasing their efficiency in making decisions and if they do not find the use of it too difficult (Hossain, Hussain and Akther, 2023). In this research, it is found that Instagram works as a marketing platform for Indian consumers to gain information about the product, engage in interaction with the brand content and build a pre-purchase evaluation of ASOS. Consideration of informative content and more convenient product evaluation could help to build consumer confidence and also eliminate uncertainty. 
[image: ]
[bookmark: _Toc236785187]Figure 2.2: Technology Acceptance Model 
(Source: Hossain, Hussain and Akther, 2023)
The two theories have identical explanations of the online consumer behaviours but varied viewpoints on purchasing decision making. As mentioned by Wang et al., (2023), the theory of perceived risk aims at reducing uncertainty levels and offers an explanation of the unwillingness of the consumers to cross-border shopping due to uncertainties accordingly. On the contrary, the Technology Acceptance Model was developed to investigate consumer behaviour concerning the adoption and use of technologies in terms of their usefulness and ease of use. The theory does not incorporate the issue of perceived risk in its framework (Jamshaid, Rashid and Idrees, 2025). In a consequent manner, the TAM model can be applied in explaining consumer behaviours related to using Instagram for marketing purposes, whereas the Perceived Risk Theory can be used to describe potential psychological barriers that can influence consumer decisions on buying products. Thus, combining the two theories provides a more comprehensive explanation of how Instagram marketing can help in increasing confidence of the consumers and thereby lowering the barrier of purchase of ASOS products. 
[bookmark: _Toc236785215]2.2.2 Conceptual Framework
In this research study, the conceptual framework is the relationship between Instagram marketing as an independent variable, perceived purchase barriers as a mediating variable, and purchase intention as a dependent variable concerning the international fashion brand ASOS. Instagram marketing includes activities such as influencer marketing, visual communication, reels, customer reviews, user-generated content, and customer interaction. In previous studies, it has been shown that the marketing mix can influence consumer decision-making through enhancing consumer awareness, brand credibility, and trust (Marwan et al., 2024; Chen et al., 2024). Similarly, according to Alabi (2024), UGC increases consumer involvement and brand trust, while Celestin and Sujatha (2024) suggest that social media interaction leads to building customer relationships in a better manner.
[image: ]
[bookmark: _Toc236785188]Figure 2.3: Conceptual Framework
(Source: Self-Created)
According to the model, Instagram marketing can overcome the existing barriers in relation to cross-border online shopping of fashion products (Bozzi et al., 2022; Nandeshwar, 2024). When these barriers are reduced, consumers gain trust and confidence in the product, which leads them to have a high desire to make the purchase (Saoula et al., 2023; Ahmad and Ijaz, 2024). However, as more influencers seem to support a particular brand, the credibility of the brand falls, which indicates that credibility is crucial for good marketing on Instagram (Cheah et al., 2024). Therefore, according to the conceptual model, Instagram marketing leads to an increase in purchase intentions indirectly due to decreasing the purchase barriers and forming positive perceptions regarding international fashion retailers in India.
[bookmark: _Toc236785216]2.3 Empirical Evidence/Themes in the Literature 
[bookmark: _Toc236785217]2.3.1 Perceived Purchase Barriers in Cross-Border Online Fashion Retail
It can be stated that purchase barriers stand to be the mental, financial, and operational concerns or impediments, which prevent consumers from making online purchases. Such barriers tend to exist in the case of cross-border e-commerce and can be associated with uncertainties. In such a context, the examples of such barriers include problems with consideration for aspects such as product quality, product size fit, security of payments, and returns, among others, in the context of international fashion retail (Makhitha and Ngobeni, 2024). According to recent studies conducted by Camacho et al., (2026), the factor for perceived barriers can be considered one of the major determinants of intentions of customers to purchase products from foreign online retailers because perceived barriers create perceived risks and reduce the trust of consumers. At the same time, the consideration for product uncertainty stands as one of the barriers identified in numerous empirical studies on cross-border fashion purchasing. Hereby, researchers Pham, Nagy and Ngo (2024) in their systematic review of the e-commerce literature note that consumers are unwilling to purchase products when they cannot examine the quality, material, or fit of the product, which is a barrier to the consumer's purchasing intention. Pham, Nagy and Ngo (2024) and Salim and Doraisamy (2022) offer consistent support for the importance of product uncertainty in influencing cross-border purchases. Yet, while they focus on uncertainty, they do not sufficiently clarify the extent to which consumers consider all barriers equal, especially if the financial and logistical risks become more immediate than the product risk itself. Therefore, it seems reasonable to consider the purchase barriers to be interrelated factors, rather than as isolated determinants of consumer behaviour.
The factors of finances and transactions further contribute to consumer hesitation. According to Qazzafi (2024), it was recently proven that financial risk poses itself as a more significant risk to consumers, particularly to those who operate in international retailing because of payment security and unforeseen import tariffs and duties. In a similar manner, delays and complex policies regarding shipping and returns further discourage consumers due to the uncertainty and longer duration of cross-border purchases. In light of this fact, Camacho et al., (2026) argue that consumers will be less likely to engage in cross-border e-commerce if they have concerns regarding transaction safety and delay in delivery; however, empirical data gathered on an international scale has further proven that trust and transaction risks are significant determinants of cross-border purchasing decisions. On the other hand, Makhitha and Ngobeni (2024) argue that the classical barriers in buying have been gradually minimized over time owing to advances in digital payments systems and international infrastructure concerning logistics and e-commerce. For example, Islam (2024) posit that improved tracking of deliveries, secure payment processes, and improvements in logistics have enhanced consumer trust in the international online marketplace. 
It raises an important contradiction within the existing literature on this topic. While Qazzafi (2024) and Camacho et al. (2026) still emphasize financial, transactional and delivery risks as serious challenges, Makhitha and Ngobeni (2024), Islam (2024), and Mahapatra, Sindhi and Hindolia (2025) argue that the development of technologies makes these obstacles less relevant. The latter argument can be more applicable for the case of India but still may exaggerate the potential of technological development because the improvement of payment and delivery systems does not mean the absence of consumers' fear about the quality, authenticity and returnability of the goods purchased. 
[bookmark: _Toc236785218]2.3.2 The Role of Instagram Marketing in Shaping Consumer Perceptions 
The marketing consideration of Instagram focuses on the use of visual elements on Instagram, including posts, reels, stories, user-generated content and working with influencers, in order to market the value of the brand and influence the consumer's attitudes (Pathan and Sneha, 2025). With respect to the fashion industry, Instagram has become more than just an element of promotion; thus, becoming a key tool in discovering the product, searching for information as well as engagement of customers. The recent research by El-Shihy and Awaad (2025) has shown that the visual nature of Instagram helps in fashion products evaluation process by consumers. On the other hand, there are a lot of examples proving the positive impact of Instagram marketing on consumer perceptions in recent research. For instance, Molina-Prados, Munoz-Leiva and Prados-Peña (2022) argue that the interaction that consumers experience in Instagram is likely to promote emotional ties between them and fashion brands, since it promotes interaction and increases product awareness. In a similar manner, Sgroi (2023) proved that the use of social media positively impacts consumer attitudes because of easy accessibility to product information, communication possibilities and increased information transparency. Even though there is an association between the levels of engagement and positive perception of the consumers about the brand from these studies, the intensity of the relationship will depend on the way consumers perceive the credibility of the content. Molina-Prados et al. (2022) focus on engagement and emotional engagement, while Sgroi (2023) focuses on information access and transparency. It is implied that engagement is not enough for the formation of trust because consumers must perceive the information shared via Instagram as credible and useful.
Overall, researchers such as Kothari et al., (2025) indicate that credibility, authenticity and trust significantly mediate between social media advertising and consumer behaviours, indicating that consumers react more to messages that they feel are authentic and credible. In similar manner, Seppänen (2025) in a recent study concerning luxury and fashion consumption showed that user generated contents and interactions improve the users' trust in the brand, as a user generated experience seems more authentic than a typical advertisement of brands. Despite these positive outcomes having been identified in the existing body of research, there is also evidence pointing to opposite results. Specifically, according to Bertaglia et al., (2025), it has been argued that excessive commercialisation and endorsement may lead to reduced perception of the authenticity of the brand and the lack of trust in the advertised brand among consumers. Similarly, recent research suggests that with the growing awareness of sponsored content, consumers are likely to lack trust in recommendations offered by influencers if the advertisement connection is not clear or if its commercial character as identified by Shukla (2023). This critical approach is better justified by the arguments of Bertaglia et al. (2025) and Shukla (2023), as opposed to literature that focuses on the benefits of Instagram marketing. The benefits show that Instagram can improve brand relationships and engagement, while contrary evidence shows that such marketing approach can lead to both trust and skepticism based on the perception of its authenticity. Thus, Instagram marketing is seen as an enabler in this research.
[bookmark: _Toc236785219]2.3.3 Instagram Marketing and the Reduction of Perceived Purchase Barriers
It was also noted that marketing through Instagram has become increasingly useful as an element of the marketing mix due to the ability of lowering the barriers to purchase by providing consumers with information that helps boost the level of confidence and trust to facilitate purchases. Beyond the border of fashion retail, consumers are unable to examine the products before purchasing and Instagram becomes the medium of information where customers get rid of uncertainties using visual information, customer interaction as well as socialising (El-Shihy and Awaad, 2025). Instagram can be viewed as not the platform for advertising but the opportunity to evaluate the goods and services provided by the means of influencer recommendations, customer opinions and reels as highlighted by Sandunima and Jayasuriya (2024), thus reducing the risks experienced by consumers while buying from abroad. It should be stressed that some recent research supports the idea that marketing through Instagram has a positive influence on the perceptions of consumers by reducing informational asymmetry. Here, researcher Sgroi (2023) have proposed that the use of social media websites increases purchase self-assurance as it helps consumers to exchange information, allows interactive communication and peer reviews that increase customer knowledge about the product before making a purchase. In a similar manner, Orangifard (2024) found that there exists a positive relationship between social media marketing practices and customer engagement and e-WOM, decreasing the perception of risk and increasing online repurchase intentions. There is therefore considerable agreement about how Instagram can help in minimising information asymmetry; however, the literature disagrees on whether this will result in the actual minimization of perceived risk of purchase. According to Sgroi (2023) and Orangifard (2024), information sharing and interaction are mostly related to increased confidence; however, El-Shihy and Awaad (2025) relate content with purchase intention. It is crucial to note here that more information does not mean that perceived risks will also be low.
The literature review also reveals that different forms of Instagram content have been found to reduce some of the barriers to purchasing products. According to Lariba (2023), user-generated content and customer reviews help consumers understand the quality of the product through hearing and reading the experiences of past customers, whereas demonstrations of the product through influencers help consumers understand the product by seeing how it looks, is styled, and worn in real-life situations. The more information consumers get about the appearance and quality of the product, particularly considering fashion products that would require touching before purchasing, the more convincing the visual information becomes. Moreover, as discussed by Sandunima and Jayasuriya (2024), consumer interactions through comments and messages help the firm overcome information problems. However, the issue on whether Instagram marketing will be able to help reduce purchasing barriers is still contentious. As much as the social media platform increases the confidence of the consumer, it cannot solve some of the structural barriers such as tariffs, international shipment issues, and complicated refund policies, as noted by Mukherjee (2024). Likewise, in the same way, too much involvement with influencers and sponsored postings can reduce the authenticity of the postings and create distrust rather than trust, as argued by Bertaglia et al., (2025). This implies that Instagram has more capacity to deal with informational and psychological barriers than the structural barriers. The reason for this limitation is well elaborated by Mukherjee (2024). Customs issues, shipping and refunds are beyond the realm of social media communication. Conversely, the limitations on Instagram as an extra barrier are identified by Bertaglia et al. (2025). This is because when the content becomes commercialized, then authenticity is dropped. 
[bookmark: _Toc236785220]2.3.4 Influence of Reduced Purchase Barriers on Consumer Purchase Intention
Purchase intention is the customer's attitude towards buying a product after evaluating all the benefits and challenges. In cross-border fashion retail through online channels, according to Wang et al. (2023), the confidence level of the consumers in the purchase procedure rather than the attractiveness of the product could influence their purchase intention. From the review of the literature by Al-Adwan et al. (2022), it is clear that fewer perceived purchase barriers, including issues regarding security, quality, size, delivery, and returns of the product, positively influence the purchase intention of customers from international fashion retailers. With the increasing relevance of cross-border e-commerce, it becomes highly imperative to overcome these barriers to encourage consumers to use the platforms of e-commerce, especially in developing countries like India, as argued by Nandeshwar (2024).
According to Wang et al. (2023), it turns out that the perception of risk is considered one of the most important aspects that influences purchase intention in cross-border e-commerce. Specifically, Wang et al. (2023) discovered that the number of individuals who are willing to buy goods on an international online retail store is considerably higher if they perceive the risk related to the online retailer regarding finance, performance, and delivery as relatively low. Even though Wang et al. (2023), Al-Adwan et al. (2022) and Saoula et al. (2023) share the general view that decreased perceived risk is linked to purchase intention, each study approaches the process of achieving this objective from a somewhat different perspective. While Wang et al. (2023) focuses on perceived risk, Saoula et al. (2023) pays more attention to trust, reliability and usability. This indicates that decreasing purchase barriers cannot be viewed as one process since a consumer may need to overcome two obstacles to develop a purchase intention.
This association between reduction in purchase barriers and purchase intention is more evident in the fashion industry on the international market. Fashion goods tend to have a higher level of product uncertainty because the buyer is not able to feel the product prior to purchasing it. As was mentioned by Bozzi, Neves and Mont'Alvão (2022), the willingness of the consumers to purchase fashion goods from international retailers is greatly hindered by varied concerns. Therefore, international fashion brands are willing to invest in strategies in an increasing manner, which is aimed at reassuring buyers about these problems.
The example of ASOS is illustrative of the positive effects that reducing perceived barriers could exert on the purchase intention of international customers. ASOS provides clear product descriptions, lots of photos, catwalk videos, size guides, reviews from other buyers and liberal return policies; all of which help reduce the uncertainty of online buyers. This is how it was pointed out by Castenetto (2022). It gives an international consumer more information about the quality of the product and its styling before purchasing and makes him/her more confident about the transaction itself. In the same vein, according to Smith (2024), the intent to purchase is increased by Zara because of the current inventory, visibility of the delivery process and ease of return procedures in many countries across the globe. In the same manner, the website of H&M uses reviews, sustainability data, and precise product information in order to increase transparency and decrease the perceived risk of purchases by customers (Miettinen, 2024).
However, there exists some controversy regarding the role of reduction of barriers in increasing purchase intention. Ahmad and Ijaz (2024) said that while the perceived risk positively influences the purchasing behaviour, there exist other determinants which positively impact the purchasing behaviour, such as perceived value, quality of product, and brand image. Likewise, Cheah, Koay and Lim (2024) suggested that much promotion and influencer endorsements could make the message less authentic, thus resulting in distrust from the consumers' part even if the purchase barriers are reduced. However, this contradiction is especially significant due to the challenge it makes to the linear assumption of the fact that decreasing perceived risk will inevitably increase purchase intention. While Ahmad and Ijaz (2024) show how perceived value, product quality, and brand image could work together along with perceived risk, and Cheah, Koay, and Lim (2024) reveal the possibility of the detrimental effect of excessive promotion on trust, the existing literature provides evidence in support of a conditional relationship where decreased purchase barriers may contribute to purchase intention but only under certain conditions.
These findings become even more significant in the context of the Indian market, where consumers are more conservative when dealing with foreign fashion retailers. Many customers feel uneasy about the lack of physical contact with the product, return policies, and complexities associated with international shipping (Zheng et al., 2024). Nevertheless, along with the growing popularity of social media marketing, social media influencers, and user-generated content, there is an increasing level of trust in the product, which eliminates those concerns (Ozuem et al., 2024). It becomes especially critical now to add transparency to the communication process as fashion retailers aim to encourage young Indians in their purchases through Instagram posts.
The situation in India adds another layer of complexity to this issue since the effect of reduced risk perception cannot be taken for granted as being universal to all markets. While Zheng et al. (2024) focus on physical inspection and logistics issues, Ozuem et al. (2024) focus on the increasing importance of social media to build trust. This means that while digital contact may help overcome some psychological barriers for Indian consumers, other issues may affect the final choice.
[bookmark: _Toc236785221]2.3.5 Strategies for Enhancing Cross-Border Fashion Purchases through Instagram Marketing
The use of Instagram as an influential digital marketing tool has grown significantly among international fashion companies because it combines elements of storytelling, social communication, and e-commerce to increase customer engagement (Harkim and Sugiharto, 2024). With the entry of international fashion brands into the markets of emerging countries such as India, Instagram provides chances to reduce consumer fear and concerns of making purchases due to increased transparency, consumer trust, and understanding of products. However, it is not suggested by literature that all Instagram strategies have equal impacts. Influencer marketing strategy is about social assurance, user-generated content gives peer assurance whereas visual content tackles the issue of product information uncertainty. These strategies thus seem to solve different aspects of the perceived barriers of purchases rather than being equal marketing tools. 
One identified technique that is becoming prevalent in the current market is to leverage influencer marketing. The significance of the role played by influencers in shaping customer perceptions can be well seen through the reality that customers believe their recommendations to be more reliable and relevant, as stated by Chen et al. (2024). Nowadays, many fashion brands are adopting the technique of micro-influencers rather than endorsing celebrities due to higher engagement rates and better relations with the followers. ASOS often works with fashion influencers through the #AsSeenOnMe campaign and involves influencers and customers in taking photos in real-world situations (Gilroy, 2023). Similarly, Zara collaborates with fashion influencers to present the seasonal collection of products that increase brand awareness among customers (Nguyen, 2023). These techniques clear all the apprehensions regarding the style, quality, and suitability of the product before making the purchase.
User-generated content has also emerged as an exceptional method for reducing purchase barriers. Alabi (2024) noted that the credibility of the brand will increase when the customers take photos, provide reviews and create certain videos, since consumers tend to have faith in others who are shopping rather than believing the promotion established by the brand itself. ASOS focuses on encouraging customers to upload their clothes on Instagram, enabling potential buyers to evaluate garment fit, colours, and styling on different body types (Song and Viksne, 2025). Likewise, H&M makes good use of user-generated content in its Instagram ads, increasing its authenticity as well as consumer trust (Alabi, 2024).
Another significant technique is designing visually informative material to increase the understanding of the products. According to TALREJA & CHATURVEDI (2024), Instagram is a window through which customers focus on achieving better insights and understandings into the products through reels, videos, and interactive posts. Videos demonstrating how the garments look when moving, how it feels, and how the clothes can be combined together are used by international companies in order to reduce uncertainties prior to purchasing them. For example, Nike often publishes product demonstration reels, collaborations with athletes and behind-the-scenes posts, where detailed information about the product is shared (Popek, 2024).
Interactive communication contributes to more credibility on the part of the consumer during the purchasing process. The element of two-way communication through comments, messages, poll questions, and live sessions gives consumers a feeling of involvement and trust, because brands have the chance to deal with customer complaints directly (Marroncelli and Braithwaite 2022). Fashion retailers are organising more Instagram Live sessions with customer service executives, designers, and influencers, and responding to customer questions related to sizes, availability of products, delivery, and returns (Bozzi, Neves and Mont'Alvão, 2022). However, the effectiveness of the above approaches must be approached with caution. According to Chen et al. (2024) and Alabi (2024), there are credibility advantages of the use of influencers and user-generated content. In turn, the research of Marroncelli and Braithwaite (2022) is more focused on the aspect of interaction and responsiveness. The above approaches might work together but neither of them can address the issue of structural barriers like charges and international shipping and returns independently.
Although the marketing strategy is effective, problems related to operations, such as customs clearance, costs of international shipping, delays, and return processes, still constitute a significant problem, as highlighted by Koray, Kaya and Keskin (2025). In addition, according to Cheah, Koay and Lim (2024), if there are many endorsements or promotion materials, which are perceived as commercial, this can reduce the level of authenticity and consumer trust if the recommendation does not seem to be genuine on the part of the influencer. The findings demonstrate that Instagram marketing is unable to serve as a solution for other organisational changes but should rather become an element of a larger strategy.
The critical issue here, however, is that the literature shows that these measures cannot be regarded as being effective across the board. While the positive evidence has been found where Instagram has been able to deliver credible information, social proof, and engagement, the negative evidence is there that excessive commercialisation may negate these advantages. Therefore, this research sees Instagram as an instrument through which information and trust barriers can be overcome. 
[bookmark: _Toc236785222]2.4 Research Gap/Literature Gap
There are abundant studies in the literature regarding social media marketing, consumer trust, perceived risk and purchasing intention in relation to the concepts of e-commerce and fashion retail. Studies such as those of Wang et al. (2023), Saoula et al. (2023) and Ahmad and Ijaz (2024) illustrate the effect of the reduction of perceived risk on purchasing intention in the online domain, while studies by Chen et al. (2024) and Alabi (2024) stress the need for the influence of marketing and user-generated content for consumer engagement. However, in most of the studies, all of these factors are addressed separately rather than together to understand their increasing impact on the purchase barriers and intentions.
Furthermore, past research, for instance, Song and Viksne (2025) and Miettinen (2024), have focused more on advanced markets or generally on online retailing, and limited focus has been paid to the issue of Indian consumers purchasing foreign fashion brands. Although some successful examples of Instagram marketing can be observed in ASOS, Zara, and H&M, there are limited studies investigating the effectiveness of such marketing methods in dealing with the problem of concerns of Indian consumers. Hence, this research helps in filling this gap by conducting qualitative research on Instagram marketing in reducing purchase barriers faced by Indian consumers.
[bookmark: _Toc236785223]2.5 Chapter Summary
In summary, the literature analysed in this chapter served as a tool for critical analysis of the literature that was concerned with the context of Instagram as a marketing channel, difficulties in perception of purchasing and consumer purchase intention in the international fashion retail industry. Literature analysis was performed in accordance with theory and concepts, with respect to the empirical information related to the purpose of the study and the gap in the literature was identified. The analysis highlighted the need for qualitative analysis in order to identify factors contributing to making purchases easier for consumers through Instagram marketing in India and its influence on the purchase intention, as well as the methodology of the study in the next chapter.


[bookmark: _Toc236785224]Chapter 3: Methodology
[bookmark: _Toc236785225]3.1 Chapter Introduction
This chapter discusses the research methodology chosen for the research in order to understand the impact of Instagram marketing on barrier reduction and intentions of purchase regarding ASOS by Indian customers. This chapter follows a qualitative research approach where semi-structured interviews are conducted with 12 interviewees using a 12-interview schedule based on a set of questions.
The aims and objectives of this research are to:
The primary aim of this research is to examine how Instagram marketing reduces perceived purchase barriers and influences purchase intention towards ASOS among Indian consumers.
· To critically investigate the major perceived purchase barriers faced by Indian consumers in cross-border fashion purchases of international fashion brands such as ASOS.
· To critically evaluate the role of Instagram marketing in shaping consumer perceptions, particularly consumer trust, brand credibility, and product understanding towards ASOS in the Indian market.
· To conceptually analyse the relationship between Instagram marketing exposure and the reduction of perceived purchase barriers among Indian consumers.
· To critically assess the impact of reduced perceived purchase barriers on consumers’ purchase intention towards ASOS in the Indian market.
· To synthesise the findings of the study to develop recommendations on how Instagram marketing strategies can reduce perceived purchase barriers and enhance purchase intention for international fashion brands in India. 
[bookmark: _Toc236785226]3.2 Research Rationale
The qualitative research method will be employed in this study in order to focus on gaining insight into the effects of the use of Instagram in marketing for the purpose of minimising purchase barriers and purchase intentions of ASOS among Indian consumers. There are cases that cannot be explained by quantitative figures, such as experiences, perceptions, and attitudes of the respondents on purchasing fashion merchandise across the border, therefore generating a case for the use of the qualitative method. According to Usman (2025), the qualitative research method suits consumer performance studies as it helps to understand the meaning and behaviours in context.
Furthermore, semi-structured interviews provide an opportunity for respondents to explain aspects such as trust, knowledge regarding the product, concerns about its delivery and the influence of social media, therefore yielding more comprehensive and context-based information (van der Bend et al., 2022). Theme analysis was applied to improve the quality of the research and was done using a six-step approach by Braun and Clarke (2022). This approach involves the identification of themes based on the responses of the participants. The validity of this research is ensured through the use of a pilot interview guide, consistent interviewing techniques, ethical consideration and proper data analysis to ensure that the research findings are credible and useful.
[bookmark: _Toc236785227]3.3 Research Design following the Research Onion Paradigm
The Research Onion framework provides a systematic structure for selecting appropriate research methods by guiding researchers through successive methodological decisions (Saunders, Lewis and Thornhill, 2023). It ensures consistency between the research objectives, philosophical assumptions, research design, data collection techniques, and analysis procedures, thereby strengthening the overall credibility of the study. 
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[bookmark: _Toc236785189]Figure 3.1: Research Onion Framework
(Source: Saunders, Lewis and Thornhill, 2023)
[bookmark: _Toc236785228]3.3.1 Research Philosophy
Research philosophy focuses on establishing the principles underlying the collection, interpretation, and analysis of data (Bergmann, 2023). The research philosophy in this case study is interpretivist. Positivism assumes that reality is an objective phenomenon that can be quantified through statistical testing and hypothesis verification, which makes it appropriate for research that adopts the positivist philosophy (Ali, 2024). Nevertheless, the philosophy has not been chosen as the research is not the measurement of the variables, but a process of understanding the subjective experiences of the participants. On the other hand, pragmatism consists of a combination of both qualitative and quantitative methods, based on the research question and the requirement for practical applications (Hampson and McKinley, 2023). In assuming the social construction of reality and the fact that individuals construct meaning through their experiences and interactions, interpretivism accepts that reality is socially constructed (William, 2024).
As RO1–RO2 involve consumer perceptions of trust and credibility for ASOS that are subjective in nature, interpretivism is more appropriate than positivism for the present scenario. The reason being that while positivism views reality as one that can be measured, the hindrances for Indian consumers buying goods are based on personal experiences. Such philosophy helps in justifying the research because it is intended to discover the views of Indian consumers on Instagram marketing and barriers for the purpose of building trust and making a purchase from ASOS. Semi-structured interviews provide the opportunity for respondents to voice their opinions using their own language, giving detailed context that aligns with the objectives of the research (Chand, 2025). Thus, interpretivism may be considered the most suitable philosophy for conducting consumer experience research as it will obtain results that reflect a variety of views on the subject of Instagram marketing in a cross-border fashion retail context (William, 2024).
[bookmark: _Toc236785229]3.3.2 Research Approach
The generation of knowledge and interpretation is an essential part of the research process, which is defined by the research approach (Barth-Cohen, Swanson and Arnell, 2023). In this study, an inductive approach to research is used. The deductive research method is based on theories and hypotheses formulated at first, and quantitative data is used to verify such theories and hypotheses using statistical methods (Hall, Savas-Hall and Shaw, 2023). Although it can be used to test predetermined relationships, the deductive approach was not used because this research sought to examine the experiences of participants and not to verify any theories or hypotheses. Abductive research is an inductive or deductive approach that moves from theory to empirical evidence and back from empirical evidence to theory to interpret unexpected findings (Van Hulst and Visser, 2025). It was also not relevant, as it was a study aimed at gaining insights through direct observations of participants rather than theory development. The advantage of the inductive approach lies in the possibility of identifying themes and meanings of interview data, which makes it highly applicable for qualitative research (De Paoli, 2024).
The inductive method is best suited for RO3 because there is conceptual examination of the relationship between the Instagram barrier without formulating a hypothesis first. While the deductive method demands an analysis of already formed theories with set variables, there is currently no proven theory which can explain the role of Instagram in removing purchase barriers for Indian consumers. This will help in understanding the perception of Indian consumers on the use of Instagram marketing, purchasing barriers and purchase intention with respect to ASOS. Thematic analysis helps in identifying patterns from the narratives of participants rather than imposing patterns on the basis of theories that already exist (Ahmed et al., 2025). Thus, the inductive approach will be an appropriate approach in achieving the research objectives.
[bookmark: _Toc236785230]3.3.3 Methodological Choice
The technique of data collection and data analysis is based on the methodology chosen in the research process (Mwita, 2022). The current research uses a mono-method qualitative research design. The choice of a quantitative method is not considered since this methodology relies on numbers and statistical graphics. Such an approach cannot reveal the detailed perception of participants regarding the use of Instagram marketing (Mulisa, 2022). A mixed method is also not selected for research since it requires qualitative and quantitative data that takes more time to collect than can be allowed in the current study (Taherdoost, 2022). 
A quantitative methodology is limited to the measurement of pre-determined variables, such as the frequency of purchases. It will be not possible to capture the reason for the concentration on trust and credibility of RO2 with such an approach. Since the research aim centres on meaning-making around Instagram content rather than statistical correlation, a qualitative-only design was necessary to explore participants' reasoning in depth. A mono-method qualitative design is considered appropriate since it will provide detailed insight into the opinions of participants based on semi-structured interviews. Thus, such an approach allows for collecting rich and detailed information (Saunders et al., 2023). The current methodology reveals the philosophical and theoretical orientation of the research. It will help the researcher to investigate the influence of Instagram marketing on Indian consumers' perception of the barriers to purchase and purchase intentions for ASOS.
[bookmark: _Toc236785231]3.3.4 Research Strategy
A research strategy is considered the overall plan adopted for the set research objectives (Lavarda and Bellucci, 2022). The research approach used for this research is the interview-based case study research approach, adopting the ASOS in the Indian market as the object of research. The survey research approach was not selected because it requires standardisation of responses from many people, which does not allow an opportunity to gain a better understanding of the experience of the respondents (Goodfellow, 2023). On the other hand, an experimental research approach was not selected due to the fact that it requires the manipulation of variables under controlled conditions, which cannot be helpful in understanding the perceptions of consumers (Stoner, Felix and Stadler Blank, 2023). The case study research approach is the best for studying a real-life case study in the context and is relevant for this investigation. 
Other primary methods would offer and generate breadth, but standard responses would not be sufficient for meeting the criterion of RO1 for a critical analysis of purchase barriers that are diverse and specific. The approach chosen for conducting the research which is the interview-based case-study strategy, involves studying the experience of ASOS customers in using Instagram, will allow to conduct such an investigation. The research study is able to have more contextual knowledge regarding the experience of the consumers rather than making any generalisations. The use of this method is also very effective in the use of semi-structured interviews, which were the method used in the research study, because it provides room for elaboration (Mashuri et al., 2022). Therefore, the case study method can be considered appropriate for achieving the research objectives and providing meaningful outcomes related to the cross-border fashion retailer and Instagram marketing.
[bookmark: _Toc236785232]3.3.5 Time Horizon
The time horizon is the period of time during which the research data are collected for a particular study (Gamage, 2025). In the current study, the cross-sectional time horizon is used. The longitudinal time horizon could not be used for the current study as the process would need time and effort, which cannot be afforded (Gamage, 2025). However, the cross-sectional time horizon provides the possibility to collect information from respondents at one point in time and thus provide an insight into their views and experiences. 
Both RO3 and RO4 are concerned about how the present Instagram exposure is related to the present intention to buy, rather than how attitudes have changed over time. Therefore, a cross-sectional design is suitable in measuring attitudes toward the research question asked, although a longitudinal design might be useful in other contexts. Therefore, the cross-sectional time perspective is appropriate for the current study because the purpose of the study is to reveal the existing perception about Instagram marketing, barriers to purchase, and purchase intentions of ASOS among Indian consumers. Consequently, the cross-section time horizon has been chosen because it allows for gathering data at the right time in accordance with the goals of the research (Aboussalah, Xu and Lee, 2022).
[bookmark: _Toc236785233]3.4 Research Techniques and Procedures 
[bookmark: _Toc236785234]3.4.1 Data Collection 
For this study, the data collection was done through a primary qualitative methodology using semi-structured interviews to delve into the subject matter. It can be stated that the methods for semi-structured interviews were chosen to be the best approach to collect data since they offer the opportunity to obtain in-depth information that is provided to them, and at the same time they give enough flexibility to follow what the respondents have already told them (Banha, Flores and Coelho, 2022). As Karatsareas (2022) states, semi-structured interviews are suitable for that research which are meant to acquire the point of view of the participants rather than measure any predefined variables. In other words, interviews were a much better choice than any structured questionnaire or survey because they only generate standardised answers without giving any room for explanation of the experiences of the interviewee, as pointed out by Stantcheva (2023). 
For collection and obtaining data, the interviews were conducted on the online platform of Google Meet, and this made it convenient for the participants since it enabled the study to be conducted by recruiting participants from different urban locations in India. The duration of each interview session was approximately 5 to 8 minutes, using structured short-answer responses rather than open-ended, extended conversational dialogue. 
The semi-structured interview guide was developed in line with the already established aim, objectives, as well as theoretical framework of the study. The interview guide was made up of demographic questions and open-ended questions that helped the participants give their views on Instagram marketing and ASOS. Such an objective-based approach enabled all the interview questions to focus on meeting or directly addressing at least one of the study objectives and to be flexible enough to capture unanticipated information. 
It should be noted that a pilot test was conducted among two individuals who qualified as participants for the study. It ensured that all the questions asked were clear and understandable. Minor modifications were made to improve the flow of interviews. This helped in improving the credibility of the research tool before conducting the actual 12 interviews.
[bookmark: _Toc236785235]3.4.2 Population and Sample 
The study focused on Indian Instagram users between the ages of 18 and 35 years old who were actively utilising Instagram and those who were knowledgeable about the international fashion brand, ASOS. The young population of people is considered to be the most important demographic for Instagram in India and is more likely to engage with fashion-related content on social media and even shop online from foreign countries (KC and Ghimire, 2025). Moreover, the participants chosen for the study were familiar with ASOS in order to provide information related to the research problem. 
In such a context, a non-probability sampling method, namely convenience sampling, was used to select participants for the study, considering the time constraint associated with this post-graduate study (Mukti, 2025). On the contrary, probability sampling was not considered feasible since this would have required many more resources. Thus, a convenience sampling was chosen as it would allow for easy reach out to the respondents who fit the specified criteria and obtain information from information-rich respondents (Golzar, Noor and Tajik, 2022). Participants were not chosen due to their availability, but instead, eligibility was defined as being an active Instagram user and being aware of ASOS, so all interviewees had relevant experience to answer the research questions. 
There were 12 semi-structured interviews, which was a number consistent with the recommended amount for qualitative research, where the focus is on exploration rather than generalisation. The participants included male and female participants from various education levels and occupations, such as students, employees and also self-employed individuals, providing varying opinions regarding Instagram marketing and purchase behaviours of the international fashion brands. 
[bookmark: _Toc236785236]3.4.3 Data Analysis Procedures 
For this research, thematic analysis was conducted in order to analyse the collected data from the interview based on the six phases provided by Braun and Clarke (2022). Thematic analysis was chosen particularly due to its ability to conduct a systematic examination, interpretation, and explanation of the patterns of meaning within qualitative data and to be adaptable in various research settings. According to Byrne (2022), this method is well suited for interpretive research aimed at understanding the experience and perspective of participants. 
	Phase
	Application in the Present Study

	Phase 1: Familiarisation with the data
	The researcher transcribed all 12 semi-structured interviews verbatim and repeatedly read the transcripts to gain a comprehensive understanding of Indian consumers' experiences regarding Instagram marketing, ASOS and perceived purchase barriers. Initial observations and reflective notes were documented throughout the reading process.

	Phase 2: Generating initial codes
	Relevant statements relating to product quality concerns, sizing issues, delivery reliability, payment security, influencer credibility, customer reviews, Instagram reels, trust and purchase intention were systematically assigned descriptive codes using manual coding techniques.

	Phase 3: Searching for themes
	Similar codes were grouped into broader themes representing the research objectives, including perceived purchase barriers, Instagram marketing effectiveness, consumer trust and credibility, product understanding, and purchase intention towards ASOS.

	Phase 4: Reviewing themes
	The preliminary themes were compared against the interview transcripts to ensure that each theme accurately represented participants' views. Overlapping themes were refined, while unrelated codes were removed or reorganised to improve coherence.

	Phase 5: Defining and naming themes
	Each final theme was clearly defined to reflect its contribution to understanding how Instagram marketing reduces perceived purchase barriers among Indian consumers considering purchases from ASOS. Appropriate sub-themes were also identified where necessary.

	Phase 6: Producing the report
	The final themes were interpreted alongside existing literature and the theoretical frameworks of Perceived Risk Theory and the Technology Acceptance Model to address the research objectives and develop practical recommendations for international fashion brands targeting Indian consumers.


[bookmark: _Toc241176389]Table 3.1: Application of the Six-Step Thematic Approach  
The collected data were transcribed and coded, and the themes were developed depending on the research objectives, for instance, the barriers to purchase, the influence of Instagram marketing on the purchase, trust in social media, the understanding of the product, and the intention to purchase.
[bookmark: _Toc236785237]3.5 Reliability and Viability
The use of the standard methods in qualitative research increased the reliability of the qualitative study. In order to provide clarity regarding the questions as well as for consistency with the objectives of the research, a pilot interview was conducted using the interview guide before conducting the actual data collection process (Shoozan and Mohamad, 2024). To ensure consistency, the same semi-structured interview schedule was used for all participants, with flexibility to follow up with further probing when required. 
To enhance the credibility and reliability of the findings, thematic analysis involving six steps was adopted as a methodical approach in order to code and create themes. In such a context, a focus on verbatim transcription, anonymity of participants, data security, and maintaining an audit trail throughout the research process enhanced the confirmability and transparency of the research process (Karatsareas, 2022). All these approaches ensured that the selected methodology was appropriate, rigorous, and capable of producing reliable findings. 
[bookmark: _Toc236785238]3.6 Limitations of the Research
Despite the appropriate use of qualitative research methods, this study has certain shortcomings or limitations. Since it involves convenience sampling, it might lead to the problem of sampling bias, considering the fact that it was a non-random sampling of people, which may limit the scope of opinions (Golzar, Noor and Tajik, 2022). Further, the results of this study cannot be generalised to a wider group of Indian customers since the sample size is only a small sample of twelve Indian Instagram users, thus considerably restricting the aspects of transferability. 
At the same time, the current study adopted a cross-sectional design approach, whereby the opinions of the participants were recorded at a single point, and can therefore change with the advancement of marketing practices on Instagram or changes in consumer behaviours. In addition, the data collected from the interviews were based on the opinions of the participants and are thus subject to memory bias and social desirability (King, 2024). These constraints must, therefore, be considered while analysing the results of the current research.
[bookmark: _Toc236785239]3.7 Research Ethical Considerations 
In this research, ethics played an essential role in the design and implementation of this research to make sure that all the rights of the participants are respected throughout the process (Nii Laryeafio and Ogbewe, 2023). At the same time, ethical considerations were applied through the guidelines provided by the UWTSD in the conduct of this research because it is conducted on participants outside the UK. This research was further approved ethically before data collection. Before the respondents participated in the research, they were given the PIS as well as a consent form which contained information about the purpose of the research, voluntary participation, confidentiality, along with the right to withdraw from the research at any stage before analysis. 
At the same time, informed consent was obtained from all participants prior to the initiation of conducting the interviews. The participants were given identification codes such as P1, P2, and so on for anonymisation, and all interview transcripts were anonymised accordingly to ensure that it was kept securely on password-protected devices, as outlined in the data management requirements of UWTSD (Pascale et al., 2022). The interviews were limited to the perception of Instagram marketing and online fashion purchases from the consumers, therefore not involving deception, vulnerable groups, and sensitive personal data, thus posing minimal risk. Participants were also assured that the information gathered would be for academic purposes only, would be presented only in summary, and would be stored securely according to institutional data retention procedures. 
[bookmark: _Toc236785240]3.8 Chapter Summary
The methodology of the research that was conducted in the study is discussed and explained in this chapter. It included the explanation of the choice of interpretive philosophy, qualitative mono-methods design, inductive approach, case study strategy, and cross-sectional time horizon. Moreover, the methods of data gathering, procedures based on sampling, thematic analysis, reliability, ethical concerns, and limitations of the study were also discussed and explained in this chapter. All these methodological considerations form a consistent and credible base for researching the effect of Instagram marketing on the perception of Indian consumers for purchase barriers and purchase intentions towards ASOS.


[bookmark: _Toc236785241]Chapter 4: Findings, Data Analysis and Discussion
[bookmark: _Toc236785242]4.1 Chapter Introduction
The results of the qualitative research conducted to address the research aim and objective are discussed in this chapter. The results are presented in the sequence in which the key themes were derived from the interview data, which allows a structured analysis. This chapter helps to discuss the findings regarding the views of Indian consumers about the influence of Instagram marketing on ASOS.
The research design applied in this study is that of a qualitative mono-method design using semi-structured interviews as a research technique. The participants of the research were Indian Instagram users who had knowledge of international fashion brands, specifically 12 people. Thematic analysis was conducted to analyse the interview responses; this made it possible to identify patterns and themes that emerged from the responses of the participants in a systematic manner. The chapter starts with the demographic characteristics of participants, and next examines each theme in the context of the research objectives and evidence found in the interview data.
[bookmark: _Toc236785243]4.2 Findings obtained
The sample for this study included 12 participants aged between 18 and 35 years, which is consistent with the target population that was stated in the earlier part of this research proposal. According to the age-wise classification of the respondents, it was found that those who belonged to the age group of 25-29 years were the most in numbers, followed by the age group of 18-24 years and 30-35 years. Regarding the occupation of the respondents, it was found that the majority consisted mostly of employed participants. Such a diversity of the age group created a variety of viewpoints from young Indians using Instagram, who had different work backgrounds and different shopping experiences with the brand of ASOS, which helped in having an in-depth discussion about their perception of Instagram marketing and shopping across international borders. 


	Participant
	Age (Years)
	Age Group
	Occupation

	P1
	21
	18–24
	Student

	P2
	22
	18–24
	Employed

	P3
	26
	25–29
	Student

	P4
	29
	25–29
	Self-employed

	P5
	23
	18–24
	Employed

	P6
	35
	30–35
	Self-employed

	P7
	28
	25–29
	Employed

	P8
	18
	18–24
	Student

	P9
	34
	30–35
	Employed

	P10
	29
	25–29
	Self-employed

	P11
	19
	18–24
	Student

	P12
	32
	30–35
	Employed


[bookmark: _Toc241176390]Table 4.1: Demographic Information of Participants 
The findings from the interview indicated that the overall attitude of the Indian consumers towards international fashion brands such as ASOS was positive, with purchase barriers being a key factor in the process of making purchase decisions. It was noted from the interviews that most of the respondents agreed that Instagram played a significant role in providing information about international fashion brands and evaluating the products accordingly before making the purchase. For instance, P1 stated that "Instagram has introduced ASOS, where looks end up stylish and reliable," while P4 explained that "recommendations by influencers helped to boost confidence in purchasing from across the border." The responses further helped to indicate that the platform of Instagram can boost brand awareness and stimulate consumer interest. 
Despite seeing some positive results, the participants particularly mentioned a number of barriers that were making it impossible for them to make their purchases. In this context, the concerns mentioned by respondents included areas of sizing, shipping costs, safety of payments, slow shipment and returns. As P1 noted, "The biggest purchasing concern overall today is still incorrect sizing," whereas P7 explained that "concerns around payment security hold people back from making confident transactions online." This study demonstrates that even though customers have come across international brands through Instagram to a greater extent, aspects such as practical and financial risk are still influencing their buying behaviour.
It was also noted from the findings that certain types of marketing on Instagram help address such concerns of the customers by providing them with correct information about the product and increasing transparency. Customer reviews, influencer demos, product reels, unboxing videos and styling videos were pointed out as the most impactful types of content, as they led to a better understanding of the product and boosted trust. For instance, P2 said that "customer reviews offer reassurance before carefully considering online purchases" and P9 said that "product videos provide answers to a lot of purchasing questions before you can make confident purchases." The factor of authenticity plays a vital role in developing trust too, yet there was some level of scepticism from several participants regarding the number of promotional posts and sponsored individuals who can be considered authentic. 
As per the results from the interview conducted, although Instagram marketing helps in improving confidence and reducing barriers to purchasing for consumers, the issues related to structure, such as credibility of delivery or returns, are issues that impact purchase intention. Therefore, it is highly important to reduce the actual costs incurred while ensuring the authenticity of Instagram marketing to make Indian consumers purchase from ASOS and other foreign fashion brands.
[bookmark: _Toc236785244]4.3 Thematic Analysis
These themes have been derived based on repeated patterns observed through the process of coding the responses of participants as opposed to being determined purely based on research objectives. Some of the initial codes that were generated included uncertainty regarding product quality, sizing issues, delivery issues, security of payments, customer reviews, trustworthiness of influencers, demonstrations, customs, and product authenticity issues. During axial coding, several codes were found to be overlapping amongst different objectives; for instance, customer reviews were considered both as a factor for gaining trust as well as for reducing product uncertainty. 
[bookmark: _Toc236785245]4.3.1 Theme 1: Product Quality Uncertainty as a Key Perceived Purchase Barrier among Indian Consumers
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[bookmark: _Toc241176391]Table 4.2: Code Generation for Theme 1
The results indicate that the main perceived barrier for Indian consumers’ purchasing decision from ASOS was the uncertainty related to the quality of the products. Although some of the participants had shown interest in ASOS, their reluctance in purchasing from the brand was primarily due to concerns over the authenticity, sizing, delivery, shipment, and security of their payment. In fact, P4 claimed that was “hesitant to make online purchases because of the uncertainty of the quality of the products.” Moreover, P8 believed that “without physical examination of the product, purchase risk perception increases.” Similarly, the concern of false reviews online made P10 uncertainty about the authenticity of the products.
Although they admitted that they encountered ASOS through Instagram, recommendations from influencers, product displays, reviews from customers, unique designs and discounts made them think of purchasing from the company; negative attitudes were stronger. Inconvenience in deliveries, sizes, expensive shipping charges, challenging return policies, duties and security concerns in transactions were identified by participants P2, P3, P5, P7, P10 and P12 as critical barriers to online purchases of ASOS across the borders. Notably, the uncertainty regarding product quality was associated with factors such as sizing, authentication, and credibility of the reviews, which means that consumers did not see purchase barriers as isolated entities.
[bookmark: _Toc236785246]4.3.2 Theme 2: Consumer Trust as the Primary Role of Instagram Marketing towards ASOS
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[bookmark: _Toc241176392]Table 4.3: Code Generation for Theme 2
The findings of the interview reveal that trust is the central function of Instagram marketing that plays an important role in the formation of perceptions toward ASOS. A great number of respondents stated that Instagram marketing contributed to building their perception of trust because it provided them with information regarding the brand images, customers' experience, and recommendations by influencers. Thus, P1 mentioned that "influencers' demonstrations increase my confidence level because they give me a realistic view of the product," and P2 stated that "the feedback from customers gives assurance before buying anything online." P10 claimed that "my level of confidence towards ASOS is boosted with consistent engagement on Instagram."
But, on the other hand, some differing opinions also came out. Participant P4 agreed with the opinion that “sponsored influencers can be seen as biased because of the money”, and participant P8 stated that “sometimes fake reviews raise questions about authenticity”. Additionally, participants P3, P5, P6, P7, P9, P11, and P12 also expressed their opinions that product reels, product videos, user-generated content, authentic product recommendations by influencers and promotional videos helped them to form their opinion of authenticity and credibility regarding the product. Although at times, they felt that the posts were more promotional and lowered authenticity. The code also revealed that there was an intersection of trust and product knowledge as the participants used reviews and demonstrations to evaluate the credibility of the product.
[bookmark: _Toc236785247]4.3.3 Theme 3: Instagram Marketing as a Driver for Reducing Perceived Purchase Barriers
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[bookmark: _Toc241176393]Table 4.4: Code Generation for Theme 3
Based on the findings, it is evident that Instagram marketing plays a key role in lowering the purchase barriers, although there is some variation among consumers. Most respondents agreed that Instagram marketing reduced uncertainty as it offered more information about products and provided more authentic consumer experiences. For instance, P1 believed that "customer reviews have done well in setting expectations regarding product quality." In addition, P3 managed to get information concerning the sizing of clothes, hence eliminating any uncertainty during the purchase process through Instagram. Also, P9 found that the product demonstration had done well in reducing "uncertainty regarding fabric quality."
However, it should be noted that not all participants saw Instagram as being sufficient to break down the barriers to purchase. While for participant 4 “delivery concerns still remained a problem despite the promotion,” for participants 7 and 10, there remained the problem of "customs issues" and "complex return policies." In addition to that, P2, P5, P6, P8, P11, and P12 recognised that the use of product demonstrations, customer feedback, styling videos, brands' reactions, customer reviews and clear communication of product features served to reduce uncertainty and increase confidence. The difference occurred out of the data as opposed to the goals, where operational constraints kept coming up regardless of Instagram's ability to remove product uncertainty.
[bookmark: _Toc236785248]4.3.4 Theme 4: Increased Consumer Trust as an Influence on Purchase Intention towards ASOS
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[bookmark: _Toc241176394]Table 4.5: Code Generation for Theme 4
According to the findings, the reduction in the purchase barriers improved the purchase intention of the participants for ASOS, thereby increasing consumer trust accordingly. Most of the respondents said that they would be more willing to purchase from the company if it handled issues such as size, payment safety, delivery, authenticity and returns professionally. It was noted that participants P1, P11 and P12 acknowledged that the reduction in uncertainties would allow more confidence and thus, they would be purchasing from an international fashion retailer. For instance, P11 stated, "If the uncertainty is lowered, my intent to purchase will increase quite a bit."  
From this finding, it can be concluded that there is a high likelihood of increased consumer willingness to engage in cross-border online transactions when there is low perceived risk, hence increasing the level of trust of the consumers. It is important to note that not all participants were completely convinced, as indicated by P4, P7, and P10, who specified that they would still not encourage more purchases despite the improvements in Instagram marketing because of aspects such as international prices, taxes, and delays in delivery. However, the concept of purchase intention did not appear to be a strictly linear consequence of lowered barriers, due to the continued presence of such factors as price, customs, and shipping.
[bookmark: _Toc236785249]4.3.5 Theme 5: Influencer Marketing as a Strategy for Reducing Purchase Barriers and Enhancing Purchase Intention
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[bookmark: _Toc241176395]Table 4.6: Code Generation for Theme 5
The findings helped to reveal that the respondents perceived influencer marketing and authentic Instagram posts as relevant to reducing purchase barriers and facilitating future purchases of products from ASOS. In such a context, respondents such as P2 and P11 mentioned the positive aspects of increased confidence levels resulting from authentic influencer collaborations, customers' testimonials, demonstration of the products, live sessions, and user-generated content, which helped to gain better insights into the product as well as build brand reputation. At the same time, the respondents recommended improvements in the localisation of Instagram posts, such as the experience of Indian customers, size guidelines, and communication related to deliveries and returns. As P5 stated, "Honest influencer collaborations would improve trust significantly among consumers."
In a similar manner, participants P2 and P9 noted that the actual experience of the customer, the detailed product videos, and interaction will add another layer of certainty in the buying process. However, participants P8 and P12 also suggested that the use of promotional messages should be reduced since this will reduce authenticity. Overall, the findings highlight that transparency, credible customer-generated content, and responsive communication are the best way for international fashion brands like ASOS to cut down on the perceived purchase barriers and boost purchase intentions among Indian consumers when it comes to influencer marketing. 
Moreover, the coding revealed that influencer marketing was not a stand-alone approach but also had connections with the user-generated content, product demos, localisation and direct communication, indicating that what the participants found valuable in the Instagram platform was an integrated engagement experience through influencers. 
[bookmark: _Toc236785250]4.4 Discussion of Findings 
[bookmark: _Toc236785251]4.4.1 Linking Findings to Research Objectives and Questions
RO1 and RQ1: Major Perceived Purchase Barriers Faced by Indian Consumers
The findings helped answer RO1 by identifying the major factors that inhibit Indian consumers from purchasing products offered by ASOS through cross-border online shopping. The factors include wrong size, cost of shipment, cost of customs duties, payment security, time of delivery, product quality, and particularly difficult returns. This was noted by participants P7 and P12 as some of the significant barriers inhibiting cross-border online shopping. It can be stated that there are both monetary and functional risks associated with buying by consumers in an international setting. Thus, RQ1 is also highlighted as such barriers make cross-border online shopping less attractive and reduce the willingness of consumers to purchase international fashion brands such as ASOS.
RO2 and RQ2: Role of Instagram Marketing in Shaping Consumer Perceptions 
These results successfully addressed RO2, where it was stated that visual communication and customer interaction could create positive effects on consumer perceptions via the Instagram social platform. During the sessions, the participants were found to reveal that collaborations with influencers, video advertisements, customer reviews and reels contributed to the understanding of ASOS products. In particular, participants P2 and P11 stated that the posts on Instagram assisted in the creation of awareness and confidence regarding the product before buying it. In general, the results also support RQ2 as Instagram marketing could be effective in terms of consumer perception if the marketing efforts are observed as credible, honest and informative.
RO3 and RQ3: Relationship between Instagram Marketing and Reduced Purchase Barriers 
The results provided insights into RO3 regarding the manner through which Instagram marketing assists in dealing with some of the purchase barriers in India. The participants indicated that customer reviews, demonstration of products, recommendations from influencers, as well as videos featuring styling and size information, were useful in addressing any doubts that they had regarding the quality and genuineness of the product. On the other hand, participants P6 and P9 confirmed that the information available on Instagram increased their confidence in making purchases. Thus, the results show alignment with RQ3, thus highlighting that Instagram marketing is able to effectively minimise informational and trust barriers, while having a small impact on operational and logistic barriers.
RO4 and RQ4: Influence of Reduced Purchase Barriers on Purchase Intention
The findings clearly provided answers to RO4 in the sense that low perceived purchase barriers generally increased consumers' purchase intention at ASOS. Over half of the respondents stated that they would purchase more if they had trust in the company, if the product was delivered on time, if they could make the payments without fear of using it for counterfeit or fraud purposes, if they were aware of what to expect when returning the product in case of dissatisfaction, and if accurate size information of the product was provided to them. For instance, as noted by P1, P11 and P12, in case all these issues were taken care of effectively, there was a strong purchase intention. The findings are in consideration of RQ4 as it implied and showcased that perceived barriers have a direct positive effect on purchase intention.
RO5 and RQ5: Strategies for Enhancing Purchase Intention through Instagram Marketing 
These results helped to answer RO5, where the strategies were to be identified which could be adopted in the marketing of Instagram to influence Indian consumers to purchase from international fashion brands since they use Instagram as their platform of choice. It was noted that the respondents recommended the use of customer testimonials, genuine partnerships with the influencer, detailed product demonstrations, live sessions with customer interaction, showing Indian customer experience, and being clear about the return of products, safety of delivery and payment. At the same time, as per participants P1 and P12, authenticity and responsiveness are among the two key factors which would build trust among the consumers. Overall, these results helped in addressing RQ5 as it suggests that transparency, authenticity and consumer engagement are the most effective strategies in Instagram marketing.
[bookmark: _Toc236785252]4.4.2 Results in Line with the Literature Review
The findings confirm several elements that can be found in the existing literature regarding the effect of perceived purchase barriers on cross-border fashion shopping behaviour. Major issues mentioned by the participants affecting their intention to shop at ASOS were concerns related to product quality, product sizing, delivery, payment security, duties, and returns. Issues facing the participants mostly concerned sizing, product quality, duties, payment security, authenticity, delays in delivery and shipping costs. This has been proven aligned with studies conducted by Pham, Nagy and Ngo (2024), Salim and Doraisamy (2022), and Camacho et al. (2026), which found that product uncertainty, financial risk, and operational challenges are overcoming concerns in cross-border fashion retail.
In the same manner, Qazzafi (2024) and Makhitha and Ngobeni (2024) stated that transactional risk and financial risk have a negative effect on consumer confidence. However, the results seem to be consistent with the ideas raised by Islam (2024) and Mahapatra, Sindhi and Hindolia (2025), who claim that the advancement of technology and logistics has greatly alleviated the worries of consumers. Even though the purchasing decision has been made more often due to the exposure on Instagram among P1, P6, P8 and P9, operational factors have influenced the purchase process.
The results further confirm that Instagram marketing is helpful in building trust among consumers, brand reputation and product knowledge. Participants P1, P2, P3, P6, P9, P10 and P11 believed that their trust in ASOS was enhanced through influencer promotions, customer reviews, reels, product videos and constant engagement on Instagram. However, participants P4, P8 and P12 pointed out concerns related to sponsored influencers, fake reviews and overpromotion on Instagram, which indicates that Instagram marketing does not always generate positive perceptions. The results are supported by the works of Molina-Prados, Munoz-Leiva and Prados-Peña (2022), Sgroi (2023), Zahran and Aljuhmani (2025) and Seppänen (2025), who are of the view that use of Instagram can help improve consumer engagement, trust and product knowledge through visual communication and user-generated content. However, the results are also supported by the opposite views of Bertaglia et al. (2025) and Shukla (2023), who believed that over-commercialisation and influencer endorsements can harm the authenticity and trustworthiness of the product.
The correlation between Instagram marketing and reduction in the purchase barriers was also noted in the interviews. Participants P1, P2, P3, P5, P6, P8, P9, P11, and P12 stated that customer reviews, sizing advice, videos showing style tips, customer feedback, demonstrations of products, and detailed product descriptions were useful in minimising uncertainty prior to purchasing. Despite the marketing activities on Instagram, the aforementioned issues of delays, customs duty, and complicated return policy were yet to be solved, according to P4, P7, and P10. The findings are consistent with those reported by El-Shihy and Awaad (2025), Orangifard (2024), Sandunima and Jayasuriya (2024), Lariba (2023) and Sgroi (2023). Instagram minimises informational asymmetry through enhancing knowledge of the customers and the products. However, the interview results support the findings of Mukherjee (2024) and Bertaglia et al. (2025), which suggest that Instagram marketing cannot solve structural barriers such as logistics, customs clearance, and returns.
Finally, from the results, the negative effect of perceived purchase barriers on the purchase intention of ASOS can be seen when these barriers decrease, and this finding is also supported by the research conducted previously. Participants P1, P2, P3, P5, P6, P8, P9, P11, and P12 said that if there were more trust, secure payment methods, confirmed quality of the products, transparent return policies, and accurate information about the products, then they would have more intention to purchase those products. P4, P7, and P10 had some issues related to pricing and deliveries. The findings reinforce the research done by scholars such as Wang et al. (2023) and Saoula et al. (2023), who have established that consumer trust, communication, influencer marketing, and user-generated content positively influence purchase intention. However, the continuing worries of some of the participants further confirm the claims of Ahmad and Ijaz (2024) and Cheah, Koay and Lim (2024) that the decrease in perceived risk is not sufficient to assure purchase intention since there are other factors such as price, authenticity of the brand and operations that affect purchase decisions.
[bookmark: _Toc236785253]4.4.3 Research Contribution
Theoretical Perspectives 
This research differs from earlier research; subsequently, it uses a combination of Perceived Risk Theory and Technology Acceptance Model (TAM) to explain the impact of Instagram marketing on the behaviour of customers within cross-border fashion retailing. In particular, the outcomes of this research demonstrate that Instagram marketing assists in the removal of purchase barriers perception of consumers through gaining their trust and understanding of the product, making customers more willing to buy ASOS products. Moreover, it continues previous research because it provides qualitative evidence from the Indian market, where there is little information about Instagram marketing, barriers to purchasing products, and purchase intentions.
Practical Implications 
The findings have a practical application to international fashion retailers, particularly ASOS, which is planning to enter the Indian market. According to the findings, authenticity of collaborations between fashion brands and influencers, the use of customer-generated content, demonstrations of products, a clear return policy and proper sizing information must be the main considerations of fashion brands to create consumer trust. In addition, if fashion businesses can deal with other operational problems, such as reliable deliveries, transparency of customs and payment security alongside the Instagram marketing initiatives, this could reduce the perceived purchase barriers of consumers.
[bookmark: _Toc236785254]4.5 Chapter Summary 
The findings from the semi-structured interviews conducted have been presented in this chapter. The thematic analysis identified varied purchase barriers that affect cross-border purchases, such as sizing issues, delivery reliability, customs duties, as well as payment security and return policies. Overall, the findings showed that reducing purchase barriers results in purchase intention and marketing strategies for Instagram, which can increase consumers' confidence toward international fashion brands such as ASOS.


[bookmark: _Toc236785255]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc236785256]5.1 Overall Conclusion
The study conducted explored the impact of Instagram marketing on the purchase barriers of international fashion brands among ASOS consumers in India. The objectives of the study were to identify the barriers that hinder the purchase of foreign fashion retailers by Indian consumers, evaluate the significance of Instagram marketing for their perception, identify the relationship between Instagram marketing and low purchase barriers, as well as assess its impact on purchase decisions, and ultimately propose effective recommendations. The study contributed to the research gap since it focused on a particular area in which there was no qualitative research on the relationship between Instagram marketing and cross-border fashion purchases.
According to the literature review, the perception of customers about barriers like product quality doubts, sizing errors, payment security worries, delivery problems, customs duties, and difficulty returning products was also found to influence consumer buying behaviour. Moreover, prior studies have revealed that marketing on Instagram through influencer marketing, consumer opinions, reels, user-generated content, and visual marketing could help to build consumer trust, brand credibility, and product understanding. On the other hand, an analysis of the literature highlighted that there are different views about the effectiveness of marketing on Instagram, especially when there is more commercialisation.
This research was based on an interpretivist philosophical approach, which used inductive reasoning and a mono-method qualitative research approach and case study methodology to meet the objectives of the research. The semi-structured interview guide was used to gather primary data from the participants through semi-structured interviews using 12 questions. The convenience sampling method was adopted to select the 12 participants who were Indian teenage Instagram users aged between 18 and 35 years old and were knowledgeable about ASOS and international fashion brands. The collected data was analysed using thematic analysis, which involved six stages outlined by Braun and Clarke.
The results indicated that the purchase barrier of product quality uncertainty continued to be the highest, despite the increasing use of Instagram marketing. The participants understood the importance of influencer posts, customer reviews, product demonstrations, and other types of genuine user-generated content in gaining trust and overcoming the feeling of informational uncertainty. But several problems were related to late delivery, customs issues, payments, and returns. Therefore, Instagram marketing turned out to be more successful in overcoming informational and psychological barriers than operational barriers. Additionally, the purchase barriers were lower for the participants and positively affected the purchase intentions at ASOS; nevertheless, some participants believed that operational changes significantly influenced their intentions to purchase from ASOS.
This research shows that when it comes to the Indian context, Instagram marketing turns out to be an effective strategic communication technique for international fashion brands. However, marketing strategies cannot help with each aspect related to cross-border purchasing. For this reason, there is a need for the development of some sustainable improvements in the fields of logistics, customer care, payment security, and post-sales support. Therefore, the combination of real digital marketing along with true techniques turns out to be the most optimal approach.
[bookmark: _Toc236785257]5.2 Conclusions Linking with the Objectives 
[bookmark: _Toc236785258]5.2.1 Linking with RO1
The findings that emerged through accomplishing this particular objective included the principal perceived purchase barriers that hinder the purchase intentions of Indian consumers when choosing to buy clothes from an international fashion brand, such as ASOS. The findings reveal that the consumers are still confronted with a number of obstacles, which include inappropriate sizing, shipping fees, customs fees, payment security, authenticity of the purchased items, delivery reliability and the complicated process of returning goods. All the above barriers play an important role in consumer uncertainty and create fewer incentives for consumers to participate in cross-border online fashion retailing. 
It was noted that the respondents expressed their interest in using ASOS products, but the practical and economic barriers were more important than the mere attractiveness of products. It is clear from the findings that the barriers are not mutually exclusive; therefore, there was more than one barrier before making a purchase decision. This helped to highlight that apart from perceived product-related risks, post-purchase uncertainties also influence the decision-making process of consumers. The objective was thus achieved by highlighting that the elimination of such barriers is crucial in boosting consumer confidence and fostering the awareness of Indian consumers about the opportunity of buying clothes online from international considerations, thus laying a solid ground for the subsequent research objectives. 
[bookmark: _Toc236785259]5.2.2 Linking with RO2
The above objective has been achieved through evidence of the significance of Instagram marketing on perception for ASOS from Indian customers. It can be stated from the results that visuals, user reviews, and the collaborations of influencers with ASOS on Instagram have positively impacted the participants' perceptions through enhancing their trust and credibility and understanding of the products. The benefit that the participants gained was through the comments on the content, which were genuine and informative and provided them an opportunity to purchase products after evaluating them from an international online store. 
On the contrary, the results have helped to show that Instagram marketing cannot be used as an effective form of marketing. It was also observed that the participants mentioned that there was no authenticity or trustworthiness due to too much promotional content and repeated ads, along with personal biases of the influencer. The effectiveness of Instagram marketing is more dependent on credibility and transparency of the content rather than the frequency of posts. Thus, it can be concluded that Instagram is an appropriate mode of communication that can impact consumer perceptions through marketing campaigns focused on authenticity and information. 
[bookmark: _Toc236785260]5.2.3 Linking with RO3
The successful outcomes of the research fully correspond with Research Objective 3, which is to prove that Instagram marketing can help in overcoming certain perceived barriers in purchase by Indian customers. From the conducted interviews, the participants reported that they experienced a decrease in uncertainty about the quality, authenticity, and sizing of the product due to the customer reviews, recommendations from influencers, product demonstrations, styling videos and comprehensive product information available before purchasing the product. In this way, Instagram videos provided shoppers with an additional level of certainty because they were aware of the product and received social validation from those customers who had used it before.
At the same time, this study also shows some limitations in terms of overcoming barriers in relation to issues that are not in the brand's control despite the positive impact of Instagram marketing. Thus, it was determined that the Instagram marketing method is more effective in lowering informational and psychological barriers than operational and logistical barriers. Overall, the results show that Instagram marketing is effective as a tool to combat perceived uncertainty but cannot completely remove all concerns for a cross-border online fashion purchase. 
[bookmark: _Toc236785261]5.2.4 Linking with RO4
The results of the interviews proved this particular point, as it was noted that there is a positive correlation between reducing barriers in the perception of purchasing and Indian consumers' purchase intention towards ASOS. Most of the participants mentioned that they would tend to purchase if the above problems of offering an appropriately sized fit, a safe payment procedure, reliable delivery, a return policy, and the quality of the products were resolved. Thus, the study found that a lower level of uncertainty is associated with a higher level of consumer confidence in buying from international fashion retailers. 
At the same time, the results also helped to show that a higher level of trust is not sufficient for all consumers. Some of the participants did not feel comfortable buying due to the influence of other external factors such as customs duties, international prices, and delayed delivery. Thus, the purchase intention depends on psychological confidence and purchasing conditions. The study thereby proved that by reducing the barriers in the perception of purchasing, the purchase intention towards ASOS can be enhanced; however, financial and operational issues should also be considered. 
[bookmark: _Toc236785262]5.2.4 Linking with RO5
This objective was fulfilled through the identification of marketing strategies on Instagram which could reduce perceived barriers of purchase and stimulate the purchase intention of Indian consumers. It has been found that marketing strategies which involve real testimonials of the customers, real influencers, thorough product demonstration, live interactive sessions, localised experience of Indian customers and clear considerations of areas such as delivery process, payment security, returns, and sizing were preferred. These marketing strategies seemed to be more believable to the consumers and helped them to gain their trust.
In this case, it was noted that the respondents mentioned the importance of responsive communication and information content that would resolve the concerns of the consumers related to purchase before they buy the product. Thus, it becomes obvious that Instagram marketing is not only about visual promotion, but the provision of authentic information and consumer interactions during the purchasing process. Such marketing strategies allow reducing informational barriers for international brands such as ASOS, increasing its credibility and purchase intention among Indian consumers. 
[bookmark: _Toc236785263]5.3 Recommendations
From the results of this study, it is suggested that ASOS and other international fashion brands should undertake the following recommended actions in order to reduce purchase barriers and enhance purchase intention among Indian consumers.
Recommendation 1: Strengthening Trust through Authentic Customer Testimonials
The company of ASOS should use real customer testimonials and reviews on Instagram. This is supported by Theme 1 (Product Quality Uncertainty), where P8 and P10 specifically raised concerns that fake or exaggerated reviews undermined their trust in product quality, showing that genuine, verifiable customer content is needed to overcome this particular barrier. The brand needs to encourage real customers, especially those from India, to provide feedback, styling pictures and unboxing videos of the actual products, in order to get an accurate description of the products. This will help to increase the credibility of brands and thus reduce scepticism towards promotional marketing content.
Recommendation 2: Addressing Product Uncertainty through Sizing and Product Demonstration Content
From the findings, it can be concluded that more information needs to be provided to the consumers before they make a purchase from an international retailer. This is grounded in Theme 3, where P3 and P11 specifically credited sizing videos and product reels with reducing their purchase hesitation, confirming that sizing-focused content directly addresses a recurring concern. Therefore, ASOS should come up with Instagram reels and videos about the fitting of their products, accuracy of their sizing, quality of their material, and different ways the customers can style the clothes. As part of the Instagram marketing campaign, there needs to be specific content that is informative about how to convert sizes to fit Indian users, the policy on returns, and delivery and payment safety. At the same time, giving consumers transparent and detailed product information would minimise the informational barriers, together with better consumer confidence in the purchase decision making process.
Recommendation 3: Building Indian Consumer Relevance through Localised Content and Indian Customer Experiences
This research revealed that the respondents were fond of the content related to the Indian consumer experience. This follows from P8's and P10's stated preference for content featuring Indian consumer experiences, indicating that region-specific representation, rather than generic global content, is what makes the brand feel relevant and trustworthy to this audience. Hence, ASOS needs to collaborate with Indian fashion bloggers with a loyal customer base similar to the target segment. It must emphasise Indian customer reviews, regional styles and campaigns to create a bond with the customers. There is a lack of trust in cross-border fashion products in India. It can thus be concluded that localised marketing efforts will not only resolve this issue but also make the product relevant to the consumers and engage them.


Recommendation 4: Reducing Delivery, Customs and Return Concerns through Transparent Instagram Communication
In such a context, Instagram marketing helped in overcoming certain psychological barriers, there were a few participants who highlighted issues such as customs duties and delays in deliveries and returns. This is drawn from Theme 5, where P7 and P10 repeatedly cited customs duties and complicated return policies as unresolved concerns, showing that operational transparency, not marketing content alone, is required to address this barrier. It is thus recommended that Instagram be employed by ASOS not only for the purpose of promotion, but also as a means of communication with its consumers. Through interactive stories and live sessions, the issues related to shipping, delivery period, customs, shipping back, and safe payment can be made clear to the customers. This will further increase the confidence levels of the consumers as well as those of potential buyers. At the same time, implementing transparent communication along with genuine engagement will help ASOS in lowering the barriers to purchase more effectively and lead to increased purchase intention among the Indian consumers. 
[bookmark: _Toc236785264]5.4 Future Scope
Moreover, the results obtained from this study can help to pave the way for future research and add to the available literature regarding Instagram marketing and cross-border fashion buying behaviour. Furthermore, future studies could opt for a quantitative research design with a greater number of respondents and conduct statistical analysis of the relationship between Instagram marketing, perception of purchase barriers, consumer trust and purchase intention.
Secondly, comparative studies could explore the various fashion brands present internationally, such as Zara, H&M or SHEIN and see if Instagram marketing has different effects on consumers' perceptions across different competitors. Cross-border online purchasing behaviour could also be compared between consumers from various countries for future research to uncover cultural differences.
Moreover, the longitudinal approach will help the researchers identify how changes in the perception and purchase intent of consumers occur due to the development and evolution of Instagram marketing and digital technologies. Further research is required to explore the effects of emerging technologies such as artificial intelligence, augmented reality, virtual try-on, and personal social commerce on the perceived purchase barriers. Lastly, brand loyalty, consumer satisfaction, electronic word of mouth, or influencer credibility could be explored by the researchers to learn more about decision making of consumers while shopping internationally through digital platforms.
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Section A: Demographic Information
Q1. What is your age?
· P1: 21 (18–24)
· P2: 22 (18–24)
· P3: 26 (25–29)
· P4: 29 (25–29)
· P5: 23 (18–24)
· P6: 35 (30–35)
· P7: 28 (25–29)
· P8: 18 (18–24)
· P9: 34 (30–35)
· P10: 29 (25–29)
· P11: 19 (18–24)
· P12: 32 (30–35)
Q2. What is your occupation?
· P1: Student
· P2: Employed
· P3: Student
· P4: Self-employed
· P5: Employed
· P6: Self-employed
· P7: Employed
· P8: Student
· P9: Employed
· P10: Self-employed
· P11: Student
· P12: Employed
Section B: Objective-based Interview Questions
Q3. Have you ever considered buying from an international fashion brand like ASOS? Why or why not?
· P1: Yes, Instagram has introduced ASOS, where looks end up stylish and reliable. The visual presentation of the products made the brand appear more attractive and trustworthy to me.
· P2: Yes, unique collections did stimulate curiosity, but delivery issues remained. I was interested in the designs, although uncertainty about receiving the order on time made me hesitate.
· P3: No, uncertain sizing did not encourage buying from unknown brands from overseas. I would prefer clearer sizing information before considering an international purchase.
· P4: Yes, recommendations by influencers helped to boost confidence in purchasing from across the border. Seeing influencers wearing the products made the brand seem more reliable to me.
· P5: No, very expensive shipping costs diminished my interest. The additional delivery cost could make an otherwise attractive product too expensive.
· P6: Yes, attractive displays of products helped to motivate immediate consideration of purchase. The way the clothing was presented on Instagram made me curious about exploring ASOS further.
· P7: No, the return procedures seemed complicated and inconvenient in general. I would be worried about what would happen if the product did not fit or meet my expectations.
· P8: Yes, customer reviews-built trust in product quality online. Reading experiences from other customers made me feel less uncertain about buying.
· P9: Sure, I took notice of some designs, although I was hesitant. The designs attracted me, but I still had doubts about purchasing from an overseas retailer.
· P10: No, customs caused uncertainty prior to buying something internationally. I was concerned that unexpected charges could increase the final purchase cost.
· P11: We are encouraged to look at products on ASOS website at discount prices. Discounts make the products more appealing and encourage me to consider them more seriously.
· P12: No, the security of payment was a concern which discouraged me completely. I would need strong reassurance that my financial information would remain secure.
Q4. What would you say your concerns are which can stop you from buying fashion products from an international brand like ASOS?
· P1: The biggest purchasing concern overall today is still incorrect sizing. Without trying the product, I cannot be completely confident that the clothing will fit properly.
· P2: When delivering goods become late, it tends to significantly diminish confidence in international shopping experiences. Long waiting times make me question whether ordering internationally is worthwhile.
· P3: Frequent purchases are all but forbidden from ASOS due to the high shipping costs. The additional shipping expense makes international fashion purchases less affordable for me.
· P4: Uncertainty about the quality of products causes hesitation in making online purchases. I cannot physically check the material, so I worry that the product may not match expectations.
· P5: The return policy appears to be a hassle for international consumers. A complicated return process would make me reluctant to place an order.
· P6: Customs duties significantly add to the total price of the purchase. These additional costs make it difficult to know the actual amount I will have to pay.
· P7: Concerns around payment security hold people back from making confident transactions online. I would only feel comfortable purchasing if the payment system appeared completely secure.
· P8: Purchase risk perception is elevated when there is not a physical product inspection. Seeing photographs alone does not always provide enough confidence about the actual product.
· P9: Customers find exchange processes confusing and tedious. This uncertainty could discourage me from purchasing because exchanges may become difficult internationally.
· P10: False reviews online lower trust in authenticity of product. I would find it difficult to judge whether the reviews accurately represented genuine customer experiences.
· P11: Delivery is not reliable in general for international purchases. Uncertainty about delivery times could prevent me from depending on international retailers.
· P12: Currency conversion adds to financial uncertainty when purchasing products. Fluctuations in the final converted price can make the purchase less predictable.
Q5. How does the platform of Instagram influence your opinion of international fashion brands like ASOS?
· P1: Instagram makes impressive fashion statements by consistently posting engaging visual content. This visual presentation makes international brands appear more fashionable and relevant to me.
· P2: Today, the perception of ASOS is enhanced a lot due to the collaborations with influencers. Influencers make the brand feel more familiar and easier to understand.
· P3: Genuine customer reviews contribute to confidence in products. They provide information that feels more realistic than standard brand advertising.
· P4: Unfortunately, sometimes ads are too frequent and repetitive these days. Seeing too many similar advertisements can make the brand feel overly commercial.
· P5: Instagram makes international brands more approachable to consumers. It creates a feeling that these brands are accessible even when they operate internationally.
· P6: Product videos communicate more effectively the details of clothing than websites. Videos allow me to understand the appearance and styling of products more clearly.
· P7: Before buying fashion products, influenced by customer comments. Other customers' opinions can therefore affect whether I develop a positive or negative view of the brand.
· P8: Negative reviews reduce my trust despite attractive promotional content. They can make me question whether the positive advertising presents the complete picture.
· P9: Interactive reels are useful in helping me to learn about clothing styles. They make it easier to visualise how different products could look when worn.
· P10: Branded content builds awareness of international fashion collections on a regular basis. Repeated exposure helps me recognise ASOS and remember its products.
· P11: Instagram helps brands to significantly increase their visibility and shopping interest. This increased visibility can encourage consumers to explore products further.
· P12: At times, posts are too promotional, which takes away some of the authenticity. I prefer content that provides useful information rather than only encouraging immediate purchases.
Q6. Do Instagram posts, reels, influencer content, or customer reviews make you trust ASOS more? Why?
· P1: Yes, influencer demonstrations increase confidence through realistic presentations of the product. Seeing the product being worn gives me a better idea of what to expect.
· P2: Customer reviews provide reassurance before considering online purchases carefully. They help me compare other customers' experiences before deciding.
· P3: Reels clearly display product quality and styling possibilities in an effective manner. This visual information makes it easier for me to judge whether the product suits me.
· P4: No, sometimes a sponsored influencer can come across as being biased for money. This makes me question whether the recommendation reflects genuine personal experience.
· P5: Ads are not always as authentic as user-generated content. I generally trust ordinary customers more because their experiences appear less commercially motivated.
· P6: Positive customer experiences increase my belief in ASOS. Repeated positive experiences make the brand appear more dependable to me.
· P7: Today, there is a lot less uncertainty about the quality of clothing when there are honest reviews. Detailed reviews help me form expectations before committing to a purchase.
· P8: No, sometimes fake reviews raise questions about authenticity. When reviews appear unrealistic, I become more cautious about trusting the brand.
· P9: Product videos provide answers to a lot of purchasing questions before you can make confident purchases.
· P10: My level of confidence towards ASOS is boosted with consistent engagement on Instagram.
· P11: Authentic influencer recommendations instil more trust overall consistently. I am more likely to listen when the influencer appears genuinely interested in the product.
· P12: Promotions can have a negative effect if they are too frequent. Too much promotional content can make me question whether the communication is genuine.
Q7. Has Instagram ever helped reduce your concerns about buying from an international fashion brand? If yes, how?
· P1: Yes, customer reviews were successful in communicating the expectations for the quality of a product.
· P2: Online demonstrations realistically showed clothing fit and appearance. This reduced some of my uncertainty about how the clothing might look when worn.
· P3: Helped to clarify sizing information to decrease uncertainty when buying. Clear sizing information makes me more comfortable considering an online order.
· P4: Despite all the promotional Instagram posts, delivery concerns persisted. Instagram content could not reassure me about whether the order would arrive on time.
· P5: User comments responded to questions on the authenticity of the product clearly. These discussions helped me obtain information that was not always available in advertisements.
· P6: Styling videos aided understanding prior to purchasing online internationally. They helped me see how products could be combined and worn.
· P7: No, customs had a negative effect on purchasing decisions, and that was still a problem. Instagram information did not remove my concern about additional charges.
· P8: Brand's response put customers at ease about the standard of customer service. A quick response suggested that the company was willing to support its customers.
· P9: Product demonstrations significantly decreased uncertainty about fabric quality. Seeing the material presented more closely gave me greater confidence.
· P10: No, despite promotions, return policies still seemed complicated. I would still hesitate if returning an unsuitable product remained difficult.
· P11: Customers were more likely to trust their shopping experience at ASOS as more satisfied by customer reviews.
· P12: Instagram made the uncertainty less by presenting its products clearly. Detailed visual information helped me understand what I might receive.
Q8. Which type of Instagram content makes you feel more confident about purchasing from ASOS?
· P1: Customer reviews give real customer experiences and reassurance consistently. They help me compare expectations with the experiences of previous buyers.
· P2: Influencer styling videos explain clothing realistically before making purchases.
· P3: Quality and design features of products are clearly explained on product reels. This makes it easier to assess whether the product meets my expectations.
· P4: Unboxing videos are a great way to gain trust by giving honest product reviews. They allow consumers to see the actual product after delivery.
· P5: Today, before and after content for styling products boosts customers' confidence in buying.
· P6: Live sessions provide immediate online response to customer questions in an open and clear manner.
· P7: Product videos can help minimise uncertainty about the quality of clothes. They provide more detail than static photographs alone.
· P8: Customer Testimonials build confidence via genuine shopping experiences on a regular basis.
· P9: Behind-the-scenes content really makes a difference in making the brand look more authentic and credible.
· P10: Influencer reviews make the buying process easier. They can summarise useful product information in an accessible way.
· P11: Interactive stories engage and engender trust. They also provide opportunities for consumers to ask questions and receive responses.
· P12: It helps to improve the confidence of the purchasing decision through honest comparisons.
Q9. If your concerns about buying from ASOS were reduced, would you be more willing to purchase from the brand? Why would you say so?
· P1: Yes, if there was more trust, I would buy with more confidence. Greater trust would make the overall purchasing decision feel less risky.
· P2: Yes, reliable delivery would increase my buying intention and purpose significantly.
· P3: Yes, accurate sizing information would remove my hesitation in a complete manner.
· P4: No, international prices would remain expensive for me. Even if other concerns were addressed, the overall cost could still prevent me from purchasing.
· P5: Yes, transparent return policies would encourage repeated purchases. A simple return process would make me feel safer about ordering online.
· P6: Yes, it would make me much more confident to have secure payment methods.
· P7: No, customs charges would continue discouraging international purchases. Additional charges could still make the final price unattractive.
· P8: Yes, positive customer experiences would increase my willingness greatly. Good experiences from other consumers would provide stronger social reassurance. 
· P9: Yes, it would make them feel more inclined to purchase again if they could verify the authenticity of the product.
· P10: No, the issue of delays would always be a concern. I would still hesitate if delivery reliability remained uncertain.
· P11: Yes, if the uncertainty is lowered, my intent to purchase will increase quite a bit.
· P12: Yes, if we had more information about our product, it would be easier to buy. Detailed information would make the decision-making process more straightforward.
Q10. What would encourage you the most to buy from international brands such as ASOS in the future?
· P1: Affordable shipping costs would encourage my future purchases in a significant manner.
· P2: I would feel much more confident and happier with the service if I could receive it quicker.
· P3: Smaller and better size guides will lessen the uncertainty prior to online ordering.
· P4: There should be clear and transparent returns policies to promote regular international transactions.
· P5: I would have much more confidence to buy when there were more customer reviews.
· P6: I would buy more if there were secure payment options. Clear communication about payment protection would strengthen my confidence.
· P7: The reduction of customs duties would have a positive impact on purchasing decisions straight away.
· P8: Exclusive discounts would motivate me to shop more frequently. Promotional offers would make the additional costs of international shopping easier to justify.
· P9: I would have a lot more trust in the recommendations that I would get from authentic influencers today.
· P10: Overall, better customer service would make customers more likely to purchase again.
· P11: Verified product quality would reduce my hesitation considerably. Evidence of quality would make me more comfortable purchasing without physical inspection.
· P12: Buyers would be more confident in the delivery process if there was more transparency.
Q11. What changes or improvements would you like to see in Instagram marketing as already done by the brand of ASOS?
· P1: This would be much more powerful with the inclusion and credibility of more customer testimonials.
· P2: Concerns of consumers would be better addressed through additional product demonstrations effectively.
· P3: Better sizing explanation videos would increase purchase confidence greatly. These videos could help Indian consumers understand which sizes may suit them.
· P4: Increase transparency by addressing customer issues online through live sessions.
· P5: Honest influencer collaborations would improve trust significantly among consumers.
· P6: There would be fewer promotional adverts, which would make content more authentic.
· P7: Content behind the scenes would add a lot to the transparency and reliability of the brand.
· P8: The experiences of more Indian customers should be regularly reported online.
· P9: Good return policy content should be displayed in Instagram posts. This would make an important post-purchase issue easier to understand before buying.
· P10: Site-relevant content would greatly benefit the Indians. Localised content could make international fashion products more relevant to Indian consumers.
· P11: Videos comparing products would have a positive impact on making purchase decisions.
· P12: Interactive question sessions would significantly enhance engagement with customers.
Q12. What advice would you give to international fashion brands to encourage Indian consumers to buy their products?
· P1: Build trust by communicating honestly and providing genuine customer experiences.
· P2: Offer affordable shipping and simplified international delivery services consistently.
· P3: Provide accurate sizing information for Indian consumers specifically. Localised sizing guidance could reduce uncertainty about fit and suitability.
· P4: Enhance return procedures to substantially decrease purchase concerns overall.
· P5: Engage with authentic influencers who offer authentic reviews. Their genuine experiences could provide stronger credibility than highly promotional endorsements.
· P6: Consistently share customer-generated content as a way of building credibility and confidence.
· P7: Minimise customs-related uncertainties by providing clearer guidance on purchasing via the internet.
· P8: Ensure secure payment methods are communicated more effectively always. Clear information about payment protection could reduce financial concerns.
· P9: Improve product transparency with regular detailed videos and demonstrations.
· P10: Promptly and uniformly reply to customer questions on Instagram. Fast responses could demonstrate that the brand is accessible and responsive to consumers.
· P11: Emphasise trusted customer feedback to reinforce customer confidence even more. Verified reviews could provide stronger evidence of product quality and reliability.
· P12: Always maintain trust and authenticity and consider the long term with customers.
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INTRODUCTORY NOTES
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.
The University follows the OECD Frascati manual definition of research activity: 
“[C]reative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. 
As such this covers activities undertaken by:
· Members of staff (academic staff or support staff);
· Individuals holding honorary title from the University;
· Postgraduate research students;
In all of these cases ethical review is required regardless of discipline.
The individual undertaking the research activity is known as the lead researcher.
Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism. 
For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:
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	Click to continue to appendix <<N>>
	NO
	Continue to the next section

	2
	Have you completed appendix <<N>>? 
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	NO
	☒
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	Aims, Vision and Approach of the Research (maximum 200 words per section)
Please outline what are you hoping to achieve with your proposed work and how will you deliver it?

	1
	Research aims and objectives

	The primary aim of this research is to examine how Instagram marketing reduces perceived purchase barriers and influences purchase intention towards ASOS among Indian consumers.
The research objectives established for the study are as follows: 
· To critically investigate the major perceived purchase barriers faced by Indian consumers in cross-border fashion purchases of international fashion brands such as ASOS.
· To critically evaluate the role of Instagram marketing in shaping consumer perceptions, particularly consumer trust, brand credibility, and product understanding towards ASOS in the Indian market.
· To conceptually analyse the relationship between Instagram marketing exposure and the reduction of perceived purchase barriers among Indian consumers.
· To critically assess the impact of reduced perceived purchase barriers on consumers’ purchase intention towards ASOS in the Indian market.
· To synthesise the findings of the study to develop recommendations on how Instagram marketing strategies can reduce perceived purchase barriers and enhance purchase intention for international fashion brands in India. 
(this box should expand as you type) 
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	Vision

	This research has the capability to contribute towards the current literature regarding the social media marketing, perceived risk theory, and consumer purchase intention while evaluating the correlation among the aspects of Instagram marketing and perceived purchase barriers within the Indian cross-border fashion retail context. This research also addresses the gap within the existing research regarding the ASOS consumers in India. Considering the rapid growth of the platforms like Instagram and online fashion shopping in India, this study is timely and have a practical value that will be more effective for the fashion brands seeking to enhance consumer trust.
(this box should expand as you type)

	3
	Approach

	The study is based on the qualitative research approach with the help of a semi-structured interview. The number of participants of the study is the 12 Indian consumers aged 18–35 having active engagement in the Instagram platform and are aware of ASOS for maintaining a convenience sampling. Data will be collected through online interview using digital platforms like Google Meet. These responses will be transcribed and coded using the six-step evaluation for the thematic analysis of the study. The ethical considerations like the informed consent, anonymity, confidentiality and voluntary participation will be strictly maintained. Risks of the dissertation relate to the maintenance of the ethical reporting of the maintenance of the ethical conduct, this will also provide an opportunity to the participants for the withdrawal, privacy and response bias will be managed through clear communication and secure data management.
(this box should expand as you type)
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	Location of research activity
Identify all locations where research activity will take place.

	Research participants will be recruited through the online platform of the Indian ASOS consumers. Interviews will be conducted online via Google Meet. Data analysis will be undertaken remotely by the researcher.
(this box should expand as you type)



	5
	Will any of your research be undertaken outside of the UK?
	YES
	Click to continue to appendix 3
	NO
	Continue to the next section

	6
	Have you completed any of appendix 3? 
	YES
	☐
	NO
	☒



[bookmark: SEC_F]SECTION F: Research Methods 
	Will the research activity include:
	YES
	NO

	[bookmark: _Hlk153204538]1
	Use of a questionnaire or similar research instrument?
	☒
	☒

	2
	Use of interviews?
	☒
	☐

	3
	Use of focus groups?
	☒
	☐

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☒
	☐

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	Details of any other primary data collection method:
(this box should expand as you type)
	
	



SECTION G: Research Participants 

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

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	NO
	Click to continue to section N




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

	1
	How many participants will be recruited and how was the number decided upon?
	Approximately 15 participants will be recruited, and the number pf participants have been selected based on the requirement of the appropriate for qualitative thematic analysis and gain sufficient depth of understanding.
(this box should expand as you type)

	2
	Who will the participants be?
	Indian consumers having an age group of 18–35 years who actively use Instagram and are aware of the international fashion brand ASOS.
(this box should expand as you type)

	3
	How will you identify the participants?
	The participants will be identified through the social media platforms and personal contacts utilisation.
(this box should expand as you type)

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	Individuals under 18 years of age and consumers who are not Instagram users or unfamiliar with ASOS will be excluded because they fall outside the target population relevant to the research objectives.
(this box should expand as you type)

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	No deception will be used in this research
(this box should expand as you type)

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 
	Participants may withdraw from the study at any time before data analysis begins without providing a reason. This requires them to withdraw their response within one month of participation.
(this box should expand as you type)

	7
	How long will the participant have to decide whether to take part in the research?
	Participants will be given at least 48 hours to review the participant information sheet and decide whether to participate.
(this box should expand as you type)

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	The study aims to target the adults capable of providing informed consent. Information sheets and consent forms will be written in clear and simple language. Participants may request clarification before participation
(this box should expand as you type)





SECTION H: Research with Vulnerable People 
	1
	Are your participants classed as vulnerable people?
	YES
	Click to continue to appendix 4
	NO
	Continue to the next section

	2
	Have you completed appendix 4? 
	YES
	☐
	NO
	☒



[bookmark: SEC_I]SECTION I: Research Involving Animals 
	1
	Are your participants non-human animals?
	YES
	Click to continue to appendix 5
	NO
	Continue to the next section

	2
	Have you completed appendix 5? 
	YES
	☐
	NO
	☒



[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	YES
	Click to continue to appendix 6
	NO
	Continue to the next section

	2
	Have you completed appendix 6? 
	YES
	☐
	NO
	☒



[bookmark: SEC_J]SECTION K: Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	YES
	Click to continue to appendix 7
	NO
	Continue to the next section

	2
	Have you completed appendix 7? 
	YES
	☐
	NO
	☒



[bookmark: SEC_L]SECTION L: Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _Hlk153191083]1
	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	☐
	☒

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

	(this box should expand as you type)



	Special Category Data 
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _Hlk153206093]2
	Racial or ethnic origin
	☐
	☒

	3
	Political opinions
	☐
	☒

	4
	Religious or philosophical beliefs
	☐
	☒

	5
	Genetic, biometric or health data
	☐
	☒

	6
	Sex life or sexual orientation
	☐
	☒

	7
	Trade union membership
	☐
	☒

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

	8
	
(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	Only necessary information regarding this dissertation to answer the research objectives will be collected. No personal information will be requested.
(this box should expand as you type)

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	Data collection creates a very minimal risk. Participation is voluntary and the participants may withdraw.
(this box should expand as you type)

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	The data will be for the academic research purposes, not be used to make decisions about individual participants.
(this box should expand as you type)

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	Interview transcripts will be anonymised by removing any identifiable information. Participants will be assigned codes.
(this box should expand as you type)

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



SECTION M: Participant Information and Consent 

	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A
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	Will you obtain written consent for participation?
	☒
	☐
	☐

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	3
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	☒
	☐
	☐

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation, will you inform them that their data may be stored and processed outside UWTSD?
	☐
	☐
	☒

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☐
	☐
	☒

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

	10
	(this box should expand as you type)

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

	11
	The participants will be informed about confidentiality and anonymity before participating in the study. Information sheets along with the consent forms will be circulated through clear and simple language.
(this box should expand as you type)

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

	Please detail how you will treat confidential information:

	12
	Interview transcripts will be anonymised to ensure that the data is not having any personal identifiable information and the details like names or positions will be removed and replaced with the assigned codes
(this box should expand as you type)

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

	13
	Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics 

	14
	Consent form attached?
	YES
☒
	NO
☐
	N/A
☐



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8? 
	YES
	☐
	NO
	☒



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

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

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

	12
	(this box should expand as you type)


Section P: Research Data Management Plan
	1
	Data Summary

	· The study will be generated through the qualitative interview data and transcripts, along with the consent forms and demographic information.

	2
	Responsibilities

	· The researcher will be collecting all the data collection, storage management while protecting them under the guidance of the supervisor.

	3
	Assessment of existing data

	· The research uses primary interview data supported by secondary academic literature.

	4
	Management and curation of data

	· Data will be organised using participant codes and stored in password-protected locations

	5
	Quality assurance of data

	· Interview recordings and transcripts will be reevaluated for the accuracy. Coding procedures will be applied consistently to generate relevant codes.

	6
	Short-term data storage

	· Data will be stored on password-protected devices and secure cloud storage with backup copies. For maintaining the safety and storage requirement.

	7
	Long-term data storage and preservation 

	· Anonymised data will be saved maintaining the UWTSD data management requirements, with  a minimum of five years timeline after completion of the dissertation.

	8
	Documentation and metadata

	· Data files will include coding frameworks, interview schedules and methodological notes.

	9
	Data sharing

	· Only anonymised findings may be shared through the dissertation. Raw interview data will not be publicly shared.

	10
	Copyright and intellectual property ownership

	· Copyright of research outputs will belong to the researcher and UWTSD

	11
	Resources

	· No additional resources beyond standard university and personal computing devices are required for this dissertation.



SECTION Q: Risk Assessment 

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

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

	1
	Full risk assessment completed and appended? 
	YES
	NO

	[bookmark: _Hlk152919011]
	
	☐
	☒

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☒
	☐

	Risk:
Accidental disclosure of participant identity.
(this box should expand as you type)
	How will you address any risks?
Data anonymisation, secure storage and confidential reporting.

	6
	Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	☒

	(this box should expand as you type)

	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☒
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?


	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?

	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	☒

	Risk:
(this box should expand as you type)
	How will you address any risks?




SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


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

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



[bookmark: SEX_S]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

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


	1
	Name of applicant
	

	2
	Electronic or written signature of applicant:
	

	3
	Date
	

	4
	Name of Director of Studies
	

	5
	Electronic or written signature of Director of Studies:
	

	6
	Date
	


Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	☒
	I have read the guidance notes supplied before completing the form.

	2
	☒
	I have completed all relevant sections of the form in full.

	3
	☐
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	☐
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	☐
	I have attached a full risk assessment (where appropriate) 

	6
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐



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



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

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	☐

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	☐

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	☐

	A1.4
	[bookmark: _Hlk152243903]Funding Body
	

	A1.5
	Lead institution (grant holder)
	

	A1.6
	If awarded, grant reference
	

	A1.7
	If awarded, grant value
	

	A1.8
	If awarded, start date and duration
	



	
	
	
	
	


	Return to the main form






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

	INSTITUTION 1                        

	[bookmark: _Hlk152247185]A2.1
	Name
	


	A2.2
	Researcher name and position 
	


	A2.3
	Role in project (e.g. co-investigator)
	


	A2.4
	Contact e-mail address
	


	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	[bookmark: _Hlk152841402]
	
	




	INSTITUTION 2                      

	A2.6
	Name
	


	A2.7
	Researcher name and position 
	


	A2.8
	Role in project (e.g. co-investigator)
	


	A2.9
	Contact e-mail address
	


	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 3                       

	A2.11
	Name
	


	A2.12
	Researcher name and position 
	


	A2.13
	Role in project (e.g. co-investigator)
	


	A2.14
	Contact e-mail address
	


	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




Add additional collaborators as needed

	
	
	
	
	


	Return to the main form


[bookmark: APP_3]


APPENDIX 3: Research Undertaken Outside of the UK
	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	(this box should expand as you type)

	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☐



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form


[bookmark: _Hlk160779412]
	Organisational Details

	A3.4
	Name of Organisation 

	

	A3.5
	Country where organisation is based:

	

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	(this box should expand as you type)

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	(this box should expand as you type)

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	(this box should expand as you type)

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 

	(this box should expand as you type)




	About New Partners

	A3.10
	Why does a partner want to work with you?

	(this box should expand as you type)

	A3.11
	What are they expecting in return for their financial support or involvement?

	(this box should expand as you type)


	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)




	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	☐

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☐
	☐


	
(this box should expand as you type)

	A3.19
	Who will own any IP that is generated?

	(this box should expand as you type)

	A3.20
	What plans do you have in place for protecting the resulting IP?

	(this box should expand as you type)

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	(this box should expand as you type)

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	(this box should expand as you type)

	A3.23
	Is there any physical separation or protection required between research in similar fields?

	(this box should expand as you type)




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐

	(this box should expand as you type)

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐


	(this box should expand as you type)



	
	
	
	
	


	Return to the main form



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

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	☐

	A4.2
	Adults with learning disabilities
	☐
	☐

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	☐

	A4.4
	Adults in emergency situations
	☐
	☐

	A4.5
	Prisoners or young offenders
	☐
	☐

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	☐

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	☐

	A4.8
	People engaged in illegal activities
	☐
	☐

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	☐

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

	A4.10
	



(this box should expand as you type)

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

	A4.11
	



(this box should expand as you type)

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

	A4.12
	DBS Check required? 
	YES
	NO

	
	
	☐
	☐

	A4.13
	DBS certificate obtained? 
	YES
	NO
	N/A

	
	
	☐
	☐
	☐



	
	
	
	
	


	Return to the main form





[bookmark: APP_5]APPENDIX 5: Research Involving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _Hlk156319509]A5.1
	Any living vertebrates, other than humans?
	☐
	☐

	A5.2
	Any living cephalopods?
	☐
	☐

	A5.3
	[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A5.4
	[bookmark: _Hlk156464303]Due diligence assessment appended to this application?
	☐
	☐

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

	[bookmark: _Hlk156464347]A5.5
	

(this box should expand as you type)



	
	
	
	
	


	Return to the main form





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

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

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	☐

	A6.2
	Offenders in prison establishments
	☐
	☐

	A6.3
	The Probation Service
	☐
	☐

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	☐

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

	A6.5
	[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	☐

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 
	☐
	☐

	A6.8
	Due diligence assessment appended to this application?
	☐
	☐

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

	A6.9
	




(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	☐

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	☐

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	☐

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	☐

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	☐

	A7.6
	Confidential patient information.
	☐
	☐

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	☐

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	☐

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	☐

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	☐

	A7.11
	The recently deceased under NHS care.
	☐
	☐

	A7.12
	NHS staff or premises.
	☐
	☐

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	☐

	A7.14
	Investigational medicinal product.
	☐
	☐

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	☐

	A7.16
	Exposure to ionising radiation.
	☐
	☐

	A7.17
	Other health and social care related research.
	☐

	☐


	Please specify 



(this box should expand as you type)
	
	

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

	A7.18
	Does the research meet the HRA definition of research?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.20
	Has NHS ethics approval been granted?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES 
	NO

	
	
	☐
	☐

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

	A7.22
	




(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form






[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	☐

	A8.2
	Defence equipment, including satellites
	☐
	☐

	A8.3
	Technical data, including some border and port information
	☐
	☐

	A8.4
	Dual use research
	☐
	☐

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	☐

	A8.6
	Chemicals, microorganisms and toxins
	☐
	☐

	A8.7
	Electronics design, development and production
	☐
	☐

	 A8.8
	Computers
	☐
	☐

	A8.9
	Telecommunications
	☐
	☐

	A8.10
	Sensors and lasers
	☐
	☐

	A8.11
	Navigation and avionics
	☐
	☐

	A8.12
	Marine technology
	☐
	☐

	A8.13
	Composite materials
	☐
	☐

	A8.14
	Aerospace and propulsion
	☐
	☐

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	☐

	A8.16
	Counterterrorism
	☐
	☐

	A8.17
	Counternarcotics
	☐
	☐

	A8.18
	Cyber-related
	☐
	☐

	A8.19
	Non-proliferation
	☐
	☐

	A8.20
	Transnational criminal organisations
	☐
	☐





	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	☐

	A8.22
	Organisms, or parts thereof
	☐
	☐

	A8.23
	Populations (or organisms)
	☐
	☐

	A8.24
	Other biotic components of ecosystems
	☐
	☐

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	☐



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	☐

	A8.27
	Blueprints
	☐
	☐

	A8.28
	Plans
	☐
	☐

	A8.29
	Diagrams
	☐
	☐

	A8.30
	Models
	☐
	☐

	A8.31
	Formulae
	☐
	☐

	A8.32
	Tables
	☐
	☐

	A8.33
	Engineering designs and specifications
	☐
	☐

	A8.34
	Manuals and instructions
	☐
	☐

	A8.35
	Software
	☐
	☐

	A8.36
	Know-how
	☐
	☐



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	☐

	A8.38
	Portable hard drives
	☐
	☐

	A8.39
	Laptops
	☐
	☐

	A8.40
	Tablets
	☐
	☐

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☐
	☐

	A8.42
	Physical exports
	☐
	☐



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	☐

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	☐

	A8.45
	Will you be hosting foreign visitors?
	☐
	☐





	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	☐


	A8.47
	Full export control assessment completed?
	☐

	☐


	A8.48
	Full export control assessment appended?
	☐

	☐




	
	
	
	
	


	Return to the main form
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