[image: ]

Master of Business Administration
LCMB7035 - Dissertation




Dissertation Proposal
The Influence of Instagram Influencer Marketing on Consumer Purchase Behaviour: A Case Study of Boohoo in the UK Fashion Retail Sector.





Name of the student: Pavan Makwana
Student ID: 2422540

Table of Contents
1.0 Introduction	3
1.1 Overview of the topic	3
1.2 Aim and Objectives	3
1.3 Research Question	4
1.4 Research problem	4
1.5 Need of investing the topic in the context of business and management	5
2.0 Literature review	6
2.1 Overview	6
2.2 Social Media Marketing and Consumer Awareness in the Fashion Retail Industry	6
2.3 Role of Instagram Influencers in Shaping Consumer Attitudes Towards Fashion Products	7
2.4 Social Media Engagement, Consumer Trust, and Purchase Intention	7
2.5 Influence of Instagram Influencer Marketing on Brand Perception and Consumer Decision-Making	8
2.6 Conceptual Framework	8
2.7 Literature Gap	8
3.0 Methodology	10
3.1 Research design	10
3.2 Data collection methods	10
3.3 Why these methods are appropriate for the research objectives	10
3.4 Ethical considerations	10
3.5 Limitations of the chosen methods	11
4.0 Expected findings	12
5.0 Limitations	13
6.0 Timeframe	14
7.0 Conclusion	15
8.0 References	16



[bookmark: _Toc224238184]1.0 Introduction
[bookmark: _Toc202352058][bookmark: _Toc224238185]1.1 Overview of the topic
Due to the fast development of social media sites, marketing strategies in the fashion retail sector have changed significantly. Social media like Instagram has emerged as a strong marketing tool through which brands can partner with influencers who can help market their products and establish a better connection with consumers (Bhanushali, 2026). Influencer marketing is a type of promotion in which people with a large online audience promote brands by posting, sharing stories, and suggesting them, which can influence consumer attitudes and buying behaviors.
The trend in the UK fashion retailing sector is the rising popularity of Instagram influencers as a means of reaching younger consumers specifically the Generation Z and Millennial consumer groups who spend much time on social media. Fashion brands employ influencers to make the brands more visible, make aspirational content, and build trust among consumers. This approach enables the brands to target audiences that are very specific and make them perceive the products and brand identity in a certain way.
Boohoo is one of the most significant fashion online retailers in the UK that extensively uses social media marketing practices, especially influencer partnerships, to market its products (Ghimiray, 2025). In Instagram campaigns, Boohoo collaborates with fashion influencers and celebrities to present collections of clothes and urge consumers to interact with the brand.
[bookmark: _Toc202352059][bookmark: _Toc224238186]1.2 Aim and Objectives 
Aim
To analyse the influence of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail sector, focusing on the case of Boohoo.
Objectives 3
· To examine the role of social media marketing in the UK fashion retail industry.
· To evaluate how Instagram influencer marketing affects consumer awareness and brand perception.
· To analyse how influencer credibility and content impact consumer purchase behaviour.
· To explore the relationship between social media engagement, trust, and purchase intention.
[bookmark: _Toc202352060][bookmark: _Toc224238187]1.3 Research Question 
How does Instagram influencer marketing influence consumer purchase behaviour in the UK fashion retail sector?
Sub-Questions 
1. How does social media marketing influence consumer awareness of fashion brands?
2. What role do Instagram influencers play in shaping consumer attitudes towards fashion products?
3. How does social media engagement affect consumer trust and purchase intention?
4. How does influencer marketing impact brand perception and consumer decision-making?
[bookmark: _Toc202352061][bookmark: _Toc224238188]1.4 Research problem
Influencer collaborations have become a leading promotional tool in the fashion retail industry with social media marketing becoming a leading force in its promotion. Despite spending a lot of money on influencer marketing campaigns, it is not clear whether these approaches can affect the actual consumer purchase behaviour (Mascarenhas, 2025).
Customers are becoming exposed to influencer marketing more on Instagram, but authenticity, credibility, and perceived credibility of the influencers can have a substantial influence on consumer reactions. Also, consumers can be overwhelmed with information because there is a lot of promotional material on the social media networking sites and it is hard to tell whether influencer marketing actually influences them to make purchases.
In the case of Boohoo, it is important to comprehend how influencer marketing influences consumer behaviour in order to formulate effective digital marketing strategies (Cousins, 2025). Thus, the aim of the proposed research is to determine the impact of Instagram influencer marketing on consumer purchase behaviour within the UK fashion retail market.
[bookmark: _Toc202352062][bookmark: _Toc224238189]1.5 Need of investing the topic in the context of business and management
The discussion of influencer marketing and consumer behaviour is very topical in business and management as the strategies of digital marketing have gained critical importance in organisational competitiveness in the retail market. Fashion retailers are increasingly turning to social media in order to target customers, create awareness of their brands, and shape their buying behaviors (Wiltshire and Cousins, 2026).
As a manager, by knowing how influencer marketing influences consumer behaviour, one can make better use of marketing resources, as well as create effective promotional campaigns. Businesses need to know whether causal consumer engagement during influencer partnerships and purchase intentions are realized.
In the case of organisations like Boohoo, which mainly works online, Instagram marketing is vital in the acquisition of customers and brand loyalty (Liu, 2025). The analysis of the efficiency of influencer marketing will help to understand consumer psychology, digital marketing, and the process of brand communication.


[bookmark: _Toc224238190]2.0 Literature review
[bookmark: _Toc224238191]2.1 Overview
The literature review analyses the available academic studies on social media marketing, influencer marketing, and consumer purchase behaviour in the fashion retail industry. The increasing popularity of online platforms has greatly transformed the way fashion companies reach customers, switching the marketing mix approach to traditional advertising to social media interaction and influencer partnerships. Social media platforms like Instagram are now at the centre of fashion marketing as they enable brands to visually present the products, as well as interact directly with consumers. According to previous studies, it is evident that social media marketing enhances brand awareness, as well as influences consumer perceptions, attitudes, and decision-making. The field of influencer marketing is becoming a popular trend among brands in the UK fashion retail industry that aims to reach younger audiences who are more active and eager to consume social media content. This review critically examines some of the central themes such as social media marketing, influencer influence, consumer trust, consumer engagement, and consumer purchase intention in an effort to unravel the effect that Instagram influencer marketing has on consumer purchase behaviour.
[bookmark: _Toc224238192]2.2 Social Media Marketing and Consumer Awareness in the Fashion Retail Industry
According to Mallavarapu (2026), the use of social media marketing has emerged as a critical promotional instrument among the fashion retailers as fashion brands are able to access a large number of people within a short period of time and in an interactive way. Instagram, among others, can enable companies to publish visual content, market new collections, and communicate brand values directly with consumers (Mallavarapu, 2026). Evidence indicates that social media marketing is very effective in consumer awareness as people become exposed to regular brand-related information, advertisements, and product suggestions. Image and video-based visual storytelling is an important part of capturing consumer awareness and brand reputation in the fashion industry. Consumers are also able to learn about new trends in fashion, peruse new brands, and interact with fashion communities via social media. As a result, the greater the exposure to the fashion content on the social media, the more the brand awareness and interest, which will subsequently affect consumer purchasing intentions (Noris et al., 2025).
[bookmark: _Toc224238193]2.3 Role of Instagram Influencers in Shaping Consumer Attitudes Towards Fashion Products
Instagram influencers are now major opinion leaders who shape the consumer attitudes and preference in the fashion industry. The influencers tend to have close ties with their followers through their lifestyle posts, fashion tips, and through their experience with products (Li et al., 2025). Consequently, Hejlova et al. (2025) stated that consumers are likely to view influencer recommendations as more real and relatable than traditional ads. The credibility of influencers, attractiveness, knowledge and trustworthiness have pivotal parts in influencing consumer attitudes to advertised products. By posting, reviewing, or demonstrating how to style a specific fashion item, the followers can start holding positive attitudes toward the brand and want to buy the products more. Influencer marketing in the fashion retail industry is thus a valuable communication tool that can assist brands to reach their target audiences and shape consumer perceptions towards fashion patterns and products (Hejlova et al., 2025).
[bookmark: _Toc224238194]2.4 Social Media Engagement, Consumer Trust, and Purchase Intention
Jaggi et al. (2026) stated that social media engagement is defined as the interactions between users and content on the social media such as likes, comments, shares and discussions. Increased engagements usually reflect better consumer interest and emotional attachment to a brand or influencer. Engagement is an important aspect of creating consumer trust because interactive communication enables consumers to feel closer to the brands, and influencers (Jaggi et al., 2026). The consumer might find the recommendations more credible and trustworthy when they are actively involved in the influencer content. Trust also plays a significant role in purchase intention since a consumer will purchase a product that has been recommended by a trusted source. Consequently, social media activity can build consumer trust in their brands, as well as raise the probability that consumers will want to buy products advertised on influencer marketing.
[bookmark: _Toc224238195]2.5 Influence of Instagram Influencer Marketing on Brand Perception and Consumer Decision-Making
Instagram influencer marketing is a major factor that influences consumer perceptions and purchases. Influencers tend to display products in a real world situation, including the context of normal lifestyle, and this helps consumers have a visual of how the products may be fitted into their lives (Chung, 2025). This is a type of marketing that produces a sense of genuineness and relatability, which traditional advertising might not achieve. Favorable influencer recommendations have the potential to boost brand image, boost brand credibility, and boost consumer attention to fashion items. Further, Ruzive et al. (2025) stated that influencer marketing also adds to social evidence, in which consumers base their purchases on the views and behaviours of others. By watching influencers wear or endorse some fashion products, consumers might have a positive brand association and have an interest in buying those products. Influencer marketing, therefore, is very instrumental in the process of consumer decision-making within the fashion retail sector (Ruzive et al., 2025).
[bookmark: _Toc224238196]2.6 Conceptual Framework
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[bookmark: _Toc224238197]2.7 Literature Gap
Even though a lot of literature has been conducted on social media marketing and consumer behaviour, a number of gaps exist in the literature. The overwhelming amount of research examines social media marketing in general and not specifically influencer marketing in the fashion retail industry on Instagram. Also, the literature tends to explore influencer marketing in general without considering the interaction of various variables including consumer awareness, engagement, trust, and brand perception to determine purchase behaviour. The study on the fashion retail industry in the UK is also not well researched although it is highly dependent on digital marketing strategies. Additionally, the majority of research studies analyze consumer attitudes or purchase intentions but not purchasing behaviour. This study is, therefore, proposed to fill these gaps through the analysis of the impact of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail industry.


[bookmark: _Toc224238198]3.0 Methodology 
[bookmark: _Toc202352065][bookmark: _Toc224238199]3.1 Research design
The study takes a qualitative research design based on secondary data analysis to assess the effect of Instagram influencer marketing on consumer purchase behaviour in the United Kingdom fashion retail market. The qualitative research method lets the researcher investigate the prevalent academic literature and extrapolate the trends concerning social media marketing, influencer credibility, consumer trust, and the intention to purchase in the fashion industry (Kaur, 2025).
[bookmark: _Toc202352066][bookmark: _Toc224238200]3.2 Data collection methods
The study will gather secondary data in terms of reputable academic and industry literature in terms of peer-reviewed journal articles, scholarly publications, books, as well as industry reports on the subject of social media marketing and consumer behaviour. Such sources will offer pertinent theoretical and empirical information in the context of influencer marketing in the fashion retail industry.
[bookmark: _Toc202352067][bookmark: _Toc224238201]3.3 Why these methods are appropriate for the research objectives
The secondary qualitative analysis is suitable as it will allow the researcher to examine the literature available and determine key themes concerning influencer marketing and consumer purchase behaviour (Sallaku et al., 2025). Thematic analysis will enable the researcher to interpret patterns in the set of academic materials systematically and form an in-depth picture of the impact of Instagram influencer marketing on consumer attitudes and purchase behaviors.
[bookmark: _Toc202352068][bookmark: _Toc224238202]3.4 Ethical considerations
The study will be conducted in accordance with the existing ethical regulations that encompass credible academic resources, the correct reflection of the previous studies, and the correct referencing of all the sources in Harvard style. Moreover, the research will be conducted with academic integrity to prevent plagiarism and transparency in the interpretation of data.
[bookmark: _Toc202352069][bookmark: _Toc224238203]3.5 Limitations of the chosen methods
A weakness of the methodology is that the study uses only secondary data, which could limit the access to certain consumer insights or new market data. Moreover, the results will be based on the existence and quality of the available literature that perhaps can limit the depth of analysis in contrast to primary data research.


[bookmark: _Toc224238204]4.0 Expected findings
The research is likely to find out that Instagram influencer marketing plays a significant role in consumer purchase behaviour in the UK fashion retail industry. Promotions made through the influence will most probably raise the popularity of fashion brands among consumers and create favorable perceptions of fashion products. The study can also show that influencer credibility, social media usage, and consumer trust might be significant aspects to reinforce purchase intentions (Nguyen, 2025). Also, exposure to the content of an influencer can lead to increased brand perception as well as make consumers think about buying the products advertised in social media.


[bookmark: _Toc224238205]5.0 Limitations
The study might have a number of limitations because of using secondary qualitative data. The paper uses the information provided by other already published academic sources and industry reports, which can be a barrier to recent or specific consumer insights regarding influencer marketing. In addition, an attention to the previous research can limit the possibility of recording the actual consumer behaviour and perceptions in real-time (Ritch et al., 2025). The results also can be only limitedly generalised because the research is concentrated on the fashion retail industry in the UK and is not based on primary consumer data.


[bookmark: _Toc224238206]6.0 Timeframe
	Research Activity
	Time Duration

	Topic finalisation and proposal preparation
	Week 1–2

	Literature review and framework development
	Week 3–5

	Secondary data collection from journals and reports
	Week 6–7

	Thematic analysis of collected literature
	Week 8–9

	Writing findings and discussion
	Week 10–11

	Final review, editing and submission
	Week 12





[bookmark: _Toc224238207]7.0 Conclusion
Finally, this study will focus on the effect of Instagram influencer marketing on consumer purchases in the UK fashion retailing industry. The research examines how social media marketing, influencer credibility, customer trust, and brand perceptions use secondary qualitative analysis to influence purchase intentions. The study will likely shed some valuable light on digital marketing practices and lead to the insight on the effect of influencer marketing on consumer decision-making.
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