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[bookmark: _Toc226313454]1.Introduction and background
Influencer marketing plays a significant role in the modern digital marketing environment as it increases brand awareness and motivates people to connect with the brand. Different brands connect with influencers based on their product dynamics and launch marketing campaigns on different social media platforms like Instagram and Facebook to influence the purchasing decisions of customers (Doshi et al. 2022). However, extreme use of influencer marketing strategy generates some saturation as consumers are experiencing many promotional advertisements within their social media feed. As a result, it may lower customers' trust in influencers and may generate negative consumer engagement. The research is going to illustrate the influence of influencer marketing saturation on brand attitude and consumers trust.  
[bookmark: _Toc225334525][bookmark: _Toc226313455]1.1. Research aim and objectives
Aim
The research aims to analyse the way Influencer Marketing Saturation affects Consumer Trust and Brand Attitudes within a digital marketing era. 
Objectives
· To evaluate the saturation and growth of influencer marketing on different digital platforms  
· To analyse the relationship between influencers presence or input and consumers trust
· To examine the way influencer marketing saturation impacts customers' attitudes and behaviour towards a brand
· To deliver some strategies for developing influencer marketing on digital platforms when they advertise different brands  
[bookmark: _dw8xyap3o5v2][bookmark: _Toc225334526][bookmark: _Toc226313456]1.2. Research questions
1. What factors contribute to the saturation and growth of influencer marketing on different digital platforms?  
1. How do the influencer's presence or input and consumers' trust relate to each other?
1. How does influencer marketing saturation impact customers attitudes and behaviour towards a brand?
1. What strategies can be adopted for developing influencer marketing on digital platforms when they advertise different brands?  
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Influencer marketing is a method that involves connecting with social media influencers to promote a product or brand in order to capture customers attention and influence their purchasing decisions. According to Cartwright et al.'s (2022) research, in influencer marketing, influencers face value is used to assist impact customer decisions and drive corporate success.It brings transparency in sponsorship advertising, maintains authenticity, and generates attractiveness that brings higher customer engagement with the brand. However, over-sponsorship and exposure of advertising bring saturation in marketing content that lowers authenticity, decreases trust and consumers engagement. Researcher Allende et al. (2024) argued that overexposure of influencer marketing generates a negative perception in consumers minds and lowers their consideration of the brand. Hence, business organisations may adopt some strategies to improve the efficiency of their influencer marketing by addressing such issues. For example, connecting with authentic influencers and creating a content calendar will be effective in maintaining digital advertising through social media platforms. It will ensure the timely publication of content and lower the chances of content saturation (Thompson and Weldon, 2022). Moreover, avoiding content saturation will be significant to improve brand value, credibility, and likability among customers.  
[bookmark: _n4nsc8npzw1n][bookmark: _Toc225334528][bookmark: _Toc226313458]3. Theoretical Framework
The Theory of Planned Behaviour (TPB) indicates behaviour is driven by some intentions that are shaped by three factors, such as perceived behavioural control, subjective norms and attitude (Hagger et al. 2022). Hence, it shapes influencers attitude as per product or services, but saturation may lower their positive attitude. The Elaboration Likelihood Model (ELM) indicates humans process stimuli in two different ways, such as the Peripheral route and the Central route (Pan, 2024). Hence, the initial stage of influencer marketing peripheral route is noted, and during saturation, more complex behaviour is detected.    
[bookmark: _sbkaiqroih6][bookmark: _Toc225334529][bookmark: _Toc226313459]4. Research Methodology
[bookmark: _9ne8d93nxoz5][bookmark: _Toc225334530][bookmark: _Toc226313460]4.1. Research philosophy
The research will use Positivist philosophy to maintain higher accuracy of information, eliminate bias, and develop reliable outcomes (Khanday et al. 2024). Such research philosophy will be significant to gain a clear idea of the saturation and growth of influencer marketing on different digital platforms.  
[bookmark: _aus3bxmtrr8q][bookmark: _Toc225334531][bookmark: _Toc226313461]4.2. Research approach
A deductive research approach will be used within the current study as it will help to analyse the entire research concept, generalise findings, and develop relationships between different variables (Hall et al. 2022). Hence, such an approach will be effective to determine the relationship between influencers' presence or input and consumers' trust.    
[bookmark: _j4kgwdz76rk7][bookmark: _Toc225334532][bookmark: _Toc226313462]4.3. Research Design
A survey will be created containing 25 questions that will include 5 demographic questions and 20 questions related to the topic. 
[bookmark: _wlim9kijdokj][bookmark: _Toc225334533][bookmark: _Toc226313463]4.4. Population & Sampling
A random sampling method will be used to collect data from around 30 participants in a fair and unbiased manner that will help to complete a scientifically efficient research. 
[bookmark: _Toc225334534][bookmark: _Toc226313464]4.5. Data collection method
Primary data will be collected using an online questionnaire from social media users. As stated by Chabrawi et al. (2024), primary data will help to gain real-time insight and collect authentic information. 
[bookmark: _zbbbw5eephkt][bookmark: _Toc225334535][bookmark: _Toc226313465]4.6. Data analysis method
The quantitative data analysis method will be used to analyse primary information that will help to generate reliable research outcomes. As part of my research, graphs containing relevant characteristics data will be created and analysed to observe differences.
[bookmark: _oik3ugpmbd43][bookmark: _Toc225334536][bookmark: _Toc226313466]4.7. Ethical consideration
During the collection of primary data, proper ethical consideration will be maintained through maintaining anonymity and taking informed consent from participants. All the data will be protected using the "Data Protection Act 2018" (GOV.UK, 2018). No participants will be forced, participants can stop the survey at any point, and their personal information will not be disclosed. After completion of the research, all the data will be destroyed.  
[bookmark: _u13ax6nx5g2p][bookmark: _Toc226313467][bookmark: _Toc225334537]5. Expected Contribution
Practically, it will help in understanding the role of Influencer marketing in the era of digital marketing, as it influences consumers' decisions and generates higher brand engagement. According to research by Dewi and Hidayat (2024), influencer marketing increases brand awareness, trust, credibility, and engagement rate. It will be significant academically, as the research helps to determine the way influencer marketing impacts customers' perspectives. Theoretically, the research will help to understand different theories related to marketing.  
[bookmark: _kinhytjkg94r][bookmark: _Toc226313468][bookmark: _Toc225334538][bookmark: _mxy95jf2wyma][bookmark: _Toc225334539]6. Limitations
There are limited studies that focus on the impact of influencer marketing saturation on brand perception and customers' trust. 
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7. Proposed Timeframe
	Tasks
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10

	Introduction, Aim, and Objective
	
	
	
	
	
	
	
	
	
	

	Literature Review
	
	
	
	
	
	
	
	
	
	

	Theoretical Framework
	
	
	
	
	
	
	
	
	
	

	Methodology
	
	
	
	
	
	
	
	
	
	

	Data collection
	
	
	
	
	
	
	
	
	
	

	Data Analysis
	
	
	
	
	
	
	
	
	
	

	Conclusions and Recommendations
	
	
	
	
	
	
	
	
	
	


Table 1: Timeline                                                                                                                     (Source: Self-created)
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[bookmark: _9ouvtgky5c8n][bookmark: _79gxmj255uhq]The entire research will be based on a survey and primary data collection methods that will help to gain a clear view of the impact of saturation in influencer marketing on consumers' trust.
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