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[bookmark: _Toc241063806]Abstract 
The aim of this research is to examine how Instagram influencer marketing impacts the purchasing behaviour of consumers in Tesco's F&F fast fashion retail sector in the UK. The study was carried out because of the growing significance of social media influencers in consumers' perception, engagement and purchase, especially among fashion consumers. Influencer marketing is a common marketing tactic in digital marketing, but there is little research into the effectiveness of this technique in the context of supermarket fashion brands, such as Tesco F&F.
The method employed was quantitative research with an online questionnaire survey of 150 Instagram users in the UK. The study was guided by the Theory of Planned Behaviour (TPB), the AIDA Model and Customer Segmentation Theory to explore the psychological factors and marketing communication factors affecting purchase behaviour. The collected data were analysed with descriptive statistics, reliability tests, correlation and multiple regression.
The results indicated that Instagram influencer marketing shows a significant relationship with consumer purchasing behaviour, where the regression model accounted for 56.5% of the variance in consumer purchasing decisions. Positive correlations were found between all the factors of influencer marketing and purchase behaviour through correlation analysis. However, regression analysis revealed that influencer credibility and trust were the two most powerful independent predictors, with credibility being the strongest. Attitude, subjective norms, perceived behavioural control, attention, interest, and desire also played a role in consumer engagement but were not individually significant predictors of purchase behaviour.
The study finds that the key to influencer marketing success is the building of authentic, genuine and trustworthy relationships between influencers, consumers and brands. The study builds on previous work by revealing that factors such as trust and credibility are more significant in driving Instagram interactions to actual purchases compared with engagement metrics in the fast fashion retail industry.
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[bookmark: _Toc241063810]1.1 Research Background
Instagram influencer marketing plays a significant role in the digital retail strategy as the customer base is becoming more inclined to discover, assess and buy fashion products via social media. Instagram is also a very relevant platform to promote fashion in the UK, as it offers everything: visual content, short-form video, recommendations by creators, and direct shopping. At the end of 2025, more than half of the Instagram ad audience in the UK (54.2%) was female, and Instagram's advertising reach in the country was equal to 52.1% of the UK internet user base (DataReportal, 2025). Instagram is particularly well-suited to the fashion retail sector as it advocates visual content, which is very useful for showcasing outfits, styling tips and trendy content.
Influencer marketing is also a sign of the times when it comes to consumer trust and advertising. Influencers are playing an increasing part in the world of business communication, with the global influencer marketing industry revenue projected to hit roughly $33 billion in 2025 (Statista, 2025a). However, in the UK alone, IMARC Group estimated that the influencer marketing market size had grown to $3.1 billion in 2025 and projected to increase to $28.3 billion by 2034 (IMARC, 2025). These statistics suggest that influencer marketing is no longer a fleeting trend, but has turned into a major marketing strategy employed to impact awareness, engagement and buying intent.
This is especially significant for the quick fashion retail industry in the UK, where factors such as social proof, convenience, trend visibility and price are all important considerations for consumers. Fast fashion customers often value the affordability and fashionability of the products, whereas Instagram influencers offer styling ideas, product showcases, reviews, and lifestyle endorsements. The fashion industry is also becoming increasingly digital in the UK. In 2025, the UK fashion market was estimated to be around $44 billion, with online fashion sales expected to account for 73% of the total fashion market, or £52.8 billion (Spring Fair, 2025). This demonstrates the high correlation between the purchasing behaviour of fashion and online platforms, which represents a key field of academic study for Instagram influencer marketing.
Tesco is an interesting case in that it has an F&F clothes brand that competes in the value fashion segment and yet is associated with a retail supermarket brand. Tesco's own preliminary 2025/26 results revealed that F&F clothing sales grew by 5.1% to more than £1.2 billion, helped by good sales of F&F Active and F&F Edit ranges, plus the launch of F&F Online during the year (Tesco, 2026). This indicates that Tesco is investing in its digital fashion identity, but it also represents a challenge as consumers may not see Tesco as just a fashion brand. Hence, Instagram influencers can aid Tesco in building the credibility of F&F fashion and can raise the rate of engagement and boost purchasing decisions for digitally engaged customers. These trends suggest that studying Tesco can therefore provide knowledge about the role of influencer content, engagement and trust in purchase behaviour in the fast fashion retail sector and online shopping.
[bookmark: _Toc241063811]1.2 Problem Statement
Although Instagram influencer marketing has been a big component of fashion retail promotion, one of the major concerns is that the true influence on consumer purchase behaviour is still up for debate. Although a lot of retailers are leveraging influencers to build likes, comments and shares, these engagements don't always translate to sales. This presents a real challenge for Tesco's quick fashion operations: not just in moving the needle on sales, but in making a purchase decision.
The UK influencer marketing industry is booming. The value of the UK influencer marketing sector in 2024 was estimated at about US$2.36 billion, and is expected to grow from 2025-2033 (Goviral Global, 2025). This indicates that businesses are putting considerable resources into influencer campaigns, which doesn't necessarily mean high impact. But many brands may be investing more in influencer promotion without knowing if it is effective in boosting consumer trust and purchase intent and if it influences consumer buying behaviour (Chen and Yang, 2023).
Another problem is customer trust. Influencer advertising is one of the least trusted advertising channels in the UK. Marketing Week noted that consumers' faith in influencer ads dropped in 2025, from 19% in 2021 to just 25%. This implies that most consumers are still not confident in influencer advertising, a significant challenge for fashion retailers that rely on the credibility and authenticity of influencers to drive consumer purchases (Carroll, 2026). When consumers feel that the influencers are just endorsing products because they are being paid, their recommendations may not be very effective in the decision to buy or not.
There's a transparency and compliance issue, too. The UK Advertising Standards Authority noted that disclosure of influencer ads on Instagram and TikTok platforms is getting better, but brands, influencers and agencies should keep working to make it easy for viewers to tell ads from non-paid content. In 2024, the ASA also heard over 3,500 complaints regarding the potential non-disclosure of social media advertising (ASA News, 2024). This can expose retailers to potential blowback when consumers lose their trust in the program as a consequence of poor disclosure practices and a negative impact on marketing efforts.
The problem is also of significance as social commerce is growing in the UK. According to eMarketer, there will be 11.8 million UK social buyers in 2021, which will grow to 21.5 million by 2028, representing an 82.2% increase (Perkins, 2024). But that doesn't mean that all influencer campaigns result in conversions. According to InternetRetailing, 8.5% of UK fashion shoppers rely heavily on social media influencers when purchasing fashion; 25.7% had purchased through social media in the last year (Searles, 2024). This represents a disconnect between influencing fashion purchasing behaviour through social media.
As with all online retail, online fashion is also plagued by high return rates, making it difficult to correlate the influencer marketing efforts and sales. The same study revealed that approximately 30% of all fashion products purchased online in the UK are returned annually, and that this is largely due to sizing issues (Singsit, 2025). So, even if the influencer marketing campaign does inspire consumers to buy, it doesn't necessarily generate expected or beneficial consumer actions.
Thus, the research problem is that Tesco requires a better understanding of the impact of Instagram influencer marketing on consumer purchase decisions, customer engagement and the effectiveness of marketing in the fast fashion retail sector in the UK. In this study, we aim to assess whether Instagram influencer marketing really does impact consumer behaviour or just brings attention to them for a short period of time.
[bookmark: _Toc241063812]1.3 Research Rationale 
With the rise of social media platforms, the way consumers discover, assess, and buy fashion products has undergone a significant transformation. Instagram has emerged as one of the most powerful social media marketing tools due to its visual content, influencer partnerships, and consumer interaction. In the UK, the use of influencers is becoming a vital tool in the fashion retailer's arsenal to boost brand visibility, customer confidence and drive sales. Despite these data, recent evidence in the industry suggests that the UK influencer marketing market will be valued at more than US$1.73 billion from 2024 to 2029, and the UK apparel market value will be at around US$33.09 billion by 2025, indicating the rising commercial significance of influencer marketing in the fashion industry (Kenan, 2024).
Tesco is known as a supermarket retailer, but its F&F clothing brand is based in the UK's crowded fast fashion segment. To be successful with fashion retailers, they rely on efficient digital marketing techniques that target consumers before they make a buying decision. The data suggests that 54% of UK consumers are using Instagram, almost half of the UK and US consumers are buying at least one product per month due to influencer content, and 91% of consumers are using social media to learn about trends (Kenan, 2024). The figures indicate that influencer marketing is playing a significant role in consumer engagement and retail sales on Instagram.
Moreover, a survey by UK organisation, YouGov, in collaboration with WPP, revealed that 27 per cent of fashion and beauty users in the UK who follow influencers have actually bought products directly from their social media platforms, including Instagram and TikTok, demonstrating how significant social commerce is becoming for retail. According to the same study, detailed product reviews are the top influencer content type for consumers (49%), followed by user-generated content (32%), making it critical to seek out authentic engagement.
Although influencer marketing is becoming more and more popular, there is limited academic research that focuses on the impact of Instagram influencers on consumer purchasing behaviour for Tesco's fast fashion business. Most of the literature available to date is related to luxury brands or online fashion retailers, but not to supermarket fashion retailers. As a result, this study will help close the gap in knowledge for the influence of Instagram influencer marketing on consumer buying decisions, customer involvement and marketing effectiveness, in the context of the UK fast fashion retailer, Tesco. The results will inform Tesco on how it can apply insights to ensure optimal use of the influencer marketing strategy, enhance the customer experience, and boost its competitive advantage in the UK fast fashion market.
[bookmark: _Toc231280556][bookmark: _Toc241063813]1.4 Research Aim 
The aim of this research is to understand the impact of Instagram influencer marketing on the consumer purchasing behaviour in Tesco's fast fashion retail context, in terms of customer purchase decisions, customer interaction and market effectiveness, to make recommendations for enhancing the influencer marketing strategy for Tesco.
[bookmark: _Toc231280557][bookmark: _Toc241063814]1.5 Research Objectives 
· To examine the influence of Instagram influencer marketing on consumer purchase behaviour in Tesco in the fast fashion retail market in the UK.
· To explore the effectiveness of Instagram influencer marketing in influencing consumer purchase behaviour in Tesco in the UK fast fashion retail sector.
· To evaluate the impact of customer engagement in Instagram's influencer marketing on purchase behaviour in Tesco in the UK fast fashion retail market.
· To recommend to Tesco how the brand can effectively utilise Instagram influencer marketing to grab retail customers. 
[bookmark: _Toc231280558][bookmark: _Toc241063815]1.6 Research Questions 
1. How does Instagram influencer marketing influence consumer purchase behaviour in Tesco in the fast fashion retail market in the UK?
2. What is the effectiveness of Instagram influencer marketing in influencing consumer purchase behaviour in Tesco in the UK fast fashion retail sector?
3. What is the impact of customer engagement on Instagram's influencer marketing on purchase behaviour in Tesco in the UK fast fashion retail market?
4. How can Tesco effectively utilise Instagram influencer marketing to grab retail customers?
[bookmark: _Toc241063816]1.7 Significance of the Study 
The importance of this study is that it provides a gap analysis of how Instagram influencer marketing influences the purchasing behaviour of consumers in F&F fast fashion in relation to Tesco's business in the United Kingdom, which is something that has been given little attention in the academic field. Compared to other sectors examining the effect of influencer marketing, such as luxury brands and online fashion retailers, there has been comparatively little research examining the impact of influencer marketing on supermarket fashion retailers. The results thus will not only benefit academic knowledge, but will also make a contribution in the tactical realm of retail marketing.
The study is helpful for Tesco as it gives them evidence-based points that can help them understand the impact of influencer marketing on customer buying decisions, customer engagement, and marketing effectiveness. Instagram is the top app for UK influencers to follow, with 84% of UK Generation Z consumers following influencers, making Instagram a key app for fashion marketing. Moreover, UK consumers have bought a product after seeing it promoted by an influencer (Statista, 2025b).
The research is also of importance to marketing practitioners. Recent industry figures reveal that 57% of brands say they prefer to use Instagram for their influencer marketing, while 59% of marketers are looking to boost their budgets for influencer marketing, and 51% to 79% of UK consumers say they have purchased as a result of an influencer's recommendation, depending on the demographic group. These statistics highlight the fact that influencer marketing has evolved beyond a mere marketing fad to an investment strategy (Dunn, 2024).
Furthermore, the research will be valuable to researchers as it will add to the existing body of literature on social media marketing, consumer behaviour, and customer engagement in the UK retail industry. It will also help policymakers and retail professionals to grasp how digital marketing and social commerce are becoming a major influence. The findings of this research will enable Tesco to optimise its Instagram influencer marketing strategy, enhance its customer engagement, boost purchase conversion and stay competitive in the dynamic UK fast fashion industry. The relevance and usefulness of this research are enhanced by recent developments such as Tesco's re-launch of F&F clothing via their online platforms (Walker, 2025).




[bookmark: _Toc241063817]Chapter Two: Literature Review 
[bookmark: _Toc241063818]2.1 Introduction 
This chapter provides a critical review of the literature to demonstrate the relevance of the literature and how it influences the area of Instagram influencer marketing and its impact on the purchase behaviour of consumers in the fast fashion retail industry in the UK. The review focuses on the concepts, theories, and empirical research on Instagram influencer marketing, consumer buying behaviour, customer engagement, and fast fashion retailing. It examines the theoretical background and the current research evidence of the effectiveness of influencer marketing and customer engagement on purchase behaviour. The chapter is organised in accordance with the study's goals and gradually zooms in on Tesco's F&F clothing brand. The chapter also highlights the themes, contradictions and gaps that exist in current literature, thereby providing the motivation for the current research.
[bookmark: _Toc241063819]2.2 Conceptualising Instagram Influencer Marketing in Fast Fashion Retail
[bookmark: _Toc241063820]2.2.1 Evolution of Social Media Marketing
Social media marketing has grown from being a communication tool to being a strategic and digital marketing tool to engage consumers, build brand awareness and shape their buying decisions in a positive manner. While early social media platforms were mainly focused on enabling interactions between users, businesses began seeing how they could be used to support marketing communication, customer relationship management, and sales generation (Dwivedi et al., 2021). Social commerce has also revolutionised consumer purchasing behaviour by embedding shopping within social media platforms so that the shopping process can be done without leaving the platform to discover, evaluate and purchase products (Riaz et al., 2021).
Instagram has emerged as a strong social network in the fashion retail sector because it is based on visuals and focuses on image and video content. Instagram is used by fashion brands to promote products, share brand identity, and interact with consumers through various features like Stories, Reels, live content, and shoppable posts (Unnava and Aravindakshan, 2021). The visual focus of the platform is very similar to the fast fashion industry, where the visual nature of the product, the trends and how the clothes are presented to the customer play a pivotal role in what people want. Consequently, Instagram has become more than a photo-sharing app; it's now a commerce tool that allows brands to engage with consumers and influence purchasing decisions (Ahmed et al., 2023).
[bookmark: _Toc241063821]2.2.2 Instagram Influencer Marketing
Instagram influencer marketing is a type of marketing that involves brands working with social media influencers to market products, services, or even brand messages to social media followers via paid or natural posts (Bilal et al., 2024). It is a marketing strategy that taps into the credibility, expertise, and connections of influencers with consumers to shape their attitudes and buying decisions. In the fast fashion industry, influencer marketing is especially beneficial, as consumers often turn to social media for inspiration, fashion advice, and recommendations on products (Koay et al., 2021).
The influencers are usually classified based on the number of followers. Mega-influencers have over one million followers and offer a great level of reach, while macro-influencers have anywhere from 100,000 to one million followers. Micro-influencers typically have anywhere between 10,000 and 100,000 followers, which is seen as being correlated with better engagement rates and relationships with their audiences. Nevertheless, nano-influencers average lower follower counts but also tend to be the most authentic and trusted influencers within niche audiences (Janssen et al., 2022; Casaló et al., 2020).
Instagram influencer credibility, authenticity and trustworthiness are closely correlated with the effectiveness of Instagram influencer marketing. Educated and informed, and interested in the products they promote, followers are more likely to respond positively when influencers are perceived as such (Sokolova and Kefi, 2020). Chetioui et al. (2020) have found that trust is an important element that decreases the perceived purchasing risks and increases consumer confidence in product recommendations. Moreover, parasocial relationship (PSR) refers to the imaginary relationship between followers and influencers, which can enhance consumers' engagement and turn into purchase intention, leading to purchase behaviour(Cheng et al., 2021).
But the effectiveness of influencer marketing has been questioned and doubted in academia. There are several studies that find a positive correlation between influencer endorsements, brand engagement, and purchase intent (Erdiyana et al., 2022; Bilal et al., 2024). On the other hand, too much commercialisation and sponsored content can decrease the authenticity, leading to consumer scepticism and a loss of trust (Janssen et al., 2022). This contradiction between a brand's business goals and what is perceived as “authentic” is a huge dilemma for fast fashion brands.
There are some studies indicating that influencer marketing on Instagram can positively impact engagement and purchase intent, but the findings are not definitive. Erdiyana et al. (2022) and Bilal et al. (2024) state that people are swayed by influencers because they can generate trust, relatability and engagement with the brand. On the other hand, Janssen et al. (2022) suggest that too much sponsored content may come across as less authentic and lead to consumer scepticism. This conflict highlights the fact that influencer marketing doesn't inherently drive consumer purchasing; it has to be seen as credible and authentic by the consumer. The bigger consideration is that trust and authenticity are more significant than influencer reach, as higher visibility does not equal higher purchase. Many studies use purchase intention instead of actual buying behaviour and thus restrict the strength of the results.
Despite these drawbacks, influencer marketing has many benefits, such as reaching targeted audiences, improving brand visibility, increasing engagement, and improving electronic word-of-mouth communication (Ngo et al., 2024). However, issues regarding the credibility of the influencers, content overload, and measuring the true sales impact of influencers indicate a need for more research to understand the impact influencer marketing has on consumers' purchasing behaviour in certain retail environments like Tesco's F&F brand. Therefore, this section can directly relate to Objective 1, which focuses on the impact of Instagram influencer marketing on consumer purchases, and Objective 2, which investigates the success of Instagram influencer marketing in changing consumer behaviour in the fast fashion retail market in the UK.
[bookmark: _Toc241063822]2.3 Theoretical Foundations of Consumer Purchase Behaviour
To explain the impact of Instagram influencer marketing on the purchase behaviour of consumers in the fast fashion industry of the United Kingdom, this study uses three theories, namely the Theory of Planned Behaviour (TPB), the AIDA Model and the Customer Segmentation Theory. These theories offer psychological, marketing and consumer-oriented viewpoints in the understanding of purchase decisions.
[bookmark: _Toc241063823]2.3.1 Theory of Planned Behaviour (TPB)
According to the Theory of Planned Behaviour (TPB), attitudes, subjective norms and perceived behavioural control are the three factors that are most influential in determining consumer behaviour, through the influence on purchase intentions (Ajzen, 1991). Attitudes are positive or negative evaluations made by consumers regarding buying a product. Positive attitudes toward fashion products could be enhanced by positive attitudes regarding the recommendation of influencers in Instagram influencer marketing (Bilal et al., 2024). In addition to social norms, subjective norms are social influences that come from peers, influencers, and online communities that can encourage consumers to join the trend and recommendations (Koay et al., 2021). Perceived behavioural control is the consumers' beliefs about their capacity to finish a purchase and their belief in the ease of affordability, accessibility and convenience (Riaz et al., 2021).
[image: Theory of Planned Behavior | The Communication Initiative]
[bookmark: _Toc240128017]Figure 1: Theory of Planned Behaviour (TPB) 
Source: (Comminit, 2014)
TPB is useful to explain consumer decision-making online as it connects social influence and personal feelings to buying intentions. The theory assumes rational choices but does not always capture the emotions or spur-of-the-moment purchases often seen in the context of fast fashion and influencers (Ronda, 2024). Therefore, TPB can only account for social media purchasing behaviour partially.
[bookmark: _Toc241063824]2.3.2 AIDA Model
The AIDA Model focuses on the process that marketing communications take consumers through four stages: Attention, Interest, Desire, and Action (Pramita and Manafe, 2022). Instagram influencers engage people with their interesting and appealing content and fashion posts. Since the followers interact with the products through reviews, demonstrations and styling tips, their interest grows accordingly (Ahmed et al., 2023). When influencers develop aspirational lives and an emotional bond, which makes users want to own the product, desire takes over (Sokolova and Kefi, 2020). The final stage is action, which takes place when consumers buy or interact with the brand.
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[bookmark: _Toc240128018]Figure 2: AIDA Model 
Source: (Son, 2025)
The model is especially relevant for content marketing on Instagram influencer marketing and for understanding how content can help drive consumer purchasing behaviour (Liu and Zhang, 2024). In digital environments, however, it can be seen that consumer journeys can be regarded as non-linear, as there are several touchpoints that affect consumer decision-making processes before purchase (Dwivedi et al., 2021). Notwithstanding this restriction, AIDA is a valuable tool to grasp the effectiveness of marketing communication.
[bookmark: _Toc241063825]2.3.3 Customer Segmentation Theory
The Customer Segmentation theory states that customers vary based on their demographic, psychological and behavioural qualities (Ritter and Pedersen, 2024). Demographic segmentation involves targeting age, gender, and income groups, and, as Mamiyeva (2022) reveals, younger users are more likely to be active in Instagram marketing. Lifestyles, interests, and values are taken into account during psychographic segmentation and are factors that affect the response to fashion-related content (Singhal et al., 2023). Behavioural segmentation focuses on the purchase behaviours, brand loyalty and online engagement patterns (Casaló et al., 2020). 
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[bookmark: _Toc240128019]Figure 3: Customer Segmentation 
Source: (Alam, 2023)
This theory is relevant in the context of fast fashion as consumers of different groups react differently to influencer marketing. But, shifting consumer preferences and online behaviours can render the categories of segmentation less stable in the digital markets (Mamiyeva, 2022).
[bookmark: _Toc241063826]2.3.4 Integration of Theories and Conceptual Framework
The concept of the Theory of Planned Behaviour, the AIDA Model and the Customer Segmentation Theory are selected as they provide a strong framework to explain how Instagram influencer marketing influences consumer purchase behaviour. TPB is relevant because it helps to understand how consumers' attitudes, social influence and perceived control influence the purchase intention (Ajzen, 1991). This goes hand in hand with influencer credibility, trust and social pressure, which have been covered throughout the chapter (Sokolova and Kefi, 2020; Bilal et al., 2024). The AIDA Model is suitable because consumers are likely to use Instagram influencers' content to jump from “attention” to “interest”, then to “desire,” and finally to “purchase” action (Pramita and Manafe, 2022; Ahmed et al., 2023). The customer segmentation theory is also important since it accounts for the fact that various customer segments may react differently to the influencer marketing strategy based on age, income, lifestyle and online behaviours (Ritter and Pedersen, 2024; Mamiyeva, 2022). Thus, these theories are not only discussed in the theoretical part but also applied to the interpretations of engagement, trust, impulse buying and Tesco F&F consumer behaviours throughout the chapter. Overall, the theories indicate that the use of Instagram influencers in marketing can increase customer engagement, which has a positive effect on the intention to purchase, thus influencing the purchasing behaviour. This integrated framework will directly focus on Objective 1, Objective 2, and Objective 3, looking at the influence, effectiveness and impact of engagement of Instagram influencer marketing in the context of Tesco's fast fashion retail.
[bookmark: _Toc241063827]2.4 Consumer Purchase Behaviour in the UK Fast Fashion Retail Sector
[bookmark: _Toc241063828]2.4.1 Consumer Purchase Behaviour
Consumer purchase behaviour is the process consumers go through in the identification of their needs, the evaluation of alternatives, the purchase decision reached, and the assessment of satisfaction following purchase. These behaviours are important in the context of digital retail because consumers are inundated with information, social interaction and marketing communications before buying a product or service in digital environments (Aggarwal et al., 2025). Consumer decision-making process models suggest that consumers go through different stages: problem recognition, information search, alternative evaluation, purchase, and post-purchase evaluation. In the modern era of social media, however, consumers can get information about products, opinions from other consumers, and product content from influencers all in one place (Riaz et al., 2021).
While traditional advertising can still drive purchases in online retail settings, electronic word-of-mouth (eWOM), online reviews, and social media connections are also playing an increasingly important part in the purchase decision. Thus, the Instagram influencer marketing strategy has emerged as a significant factor in influencing customer attitudes and intentions, especially in the fashion retail space (Ngo et al., 2024).
[bookmark: _Toc241063829]2.4.2 Characteristics of Fast Fashion Consumers
Fast fashion consumers have specific consumer behaviours that are distinctive compared to other segments of retail. One of the main features is its price sensitivity. Consumers are drawn to lower-priced items, which enable them to continuously change their clothing without a great financial investment. This is even more true during uncertain financial times when consumers are looking for value yet staying in a fashionable appearance (Dabija et al., 2022).
One other important attribute is the direction of the trend. Fast fashion consumers are active followers of new trends and recommendations from influencers and celebrities, as well as seasonal trends. Trend diffusion has been quickened due to the ability of consumers to obtain fashion ideas and product information immediately on social media (Long and Nasiry, 2022). This has led to the growing influence of influencers on consumers' preferences and buying decisions.
Consumers of fast fashion are also impulsive purchasers. When attractive visual stimuli, time-limited offers, and celebrity endorsements are encountered, people often end up buying without a second thought and without much processing (Koay et al., 2021). Moreover, people who are fast fashion consumers have deep digital shopping skills; they tend to use social media and even e-commerce apps to discover, compare, and buy products (Chetioui et al., 2020).
[bookmark: _Toc241063830]2.4.3 UK Fast Fashion Market Context
In addition to the growth of online retailing and digital commerce, the UK fast fashion sector has grown significantly. In today's fast-paced world of fashion, it is increasingly common for retailers to use digital tools to interact with consumers, to market their brands and products, and to drive sales. Online shopping has become a convenient choice for consumers, and with the increased adoption of smartphones and social media, it has changed the purchasing behaviour of customers in the fashion sector (Dwivedi et al., 2021).
Social commerce has emerged as an important segment of the UK retail market. Consumers are looking more and more to social media content to find products and are influenced by the recommendations of influencers as well as by user-generated content and interactions on the internet when deciding whether or not to purchase. Instagram has become a significant social commerce platform with functionalities like shoppable posts, social commerce collaborations, purchasing features etc. (Riaz et al., 2021).
There is conflicting evidence in the current literature on consumer decision-making in fast fashion markets. In fashion retail research, consumers are often seen as rational decision makers who consider product quality, price and value prior to buying (Dabija et al., 2022). The research in social commerce and influencer marketing, however, emphasises the role of emotions, trust, and social influence within impulse buying studies (Lăzăroiu et al., 2020; Sokolova and Kefi, 2020). Likewise, according to online consumer behaviour research, when consumers make a purchase, they are more and more guided by convenience and digital interaction, and less by the processing of information (Riaz et al., 2021).
There are two conflicting views on fast fashion consumer behaviour. According to Dabija et al. (2022), consumers will make rational decisions that are based on price, value and product attributes. Conversely, Lăzăroiu et al. (2020) and Sokolova and Kefi (2020) highlight the emotional and social characteristics of the process of online purchasing, which affects consumers' decisions based on trust, influencer appeal and impulse. However, these views are not mutually exclusive and rather imply that fast fashion consumers could employ rational and emotional decision-making processes. For Tesco F&F, it matters as consumers might be seeking value, but Instagram influencer content could be pushing them towards the emotion that leads to the buy. The studies’ argument for social commerce seems to be stronger since Instagram is a very visual social platform that is also interactive, and therefore more likely to lead to spontaneous fashion purchases (Lăzăroiu et al., 2020; Sokolova and Kefi, 2020).
This clear difference between rational and impulse buying behaviours and between planned and spontaneous decision-making suggests a conflict between these two. Therefore, more research is required to explore the impact of Instagram influencer marketing on consumer buying decisions in the context of fast fashion in Tesco. This discussion directly relates to Objective 1, investigating the impact of Instagram influencer marketing on consumer purchase decisions, and Objective 2, which is looking at the impact of Instagram on consumer behaviour in the UK fast fashion retail sector.
[bookmark: _Toc241063831]2.5 Influence of Instagram Influencer Marketing on Consumer Purchase Decisions
[bookmark: _Toc241063832]2.5.1 Influencer Credibility and Trust
Trust and credibility of the influencers are largely responsible for the success of Instagram influencer marketing. According to source credibility theory, the credibility of the source of a message is established by the source's expertise, attractiveness, and trustworthiness. Consumers prefer to be advised by an influencer whom they believe to be knowledgeable, reliable, and authentic (Bilal et al., 2024).
The level of expertise that influencers are perceived to have in a given area or on a specific product is referred to as expertise. Styling gurus who regularly give styling tips, reviews on products, and trend updates are considered experts, which makes their suggestions more convincing (Chetioui et al., 2020). However, there are also other core elements to consider, especially when it comes to fashion retail, where, as stated, the physical appearance, lifestyle portrayal and aspirational content can all positively impact the audience’s engagement and purchase intent (Schouten et al., 2021). Trustworthiness is about the authenticity and integrity of influencers. Consumers are more likely to believe influencers who are transparent about sponsored content and give honest opinions (Sokolova and Kefi, 2020). The results showed that credibility increases consumer confidence, decreases perceived risk, and increases the probability of purchasing products recommended by influencers (Erdiyana et al., 2022). But over-commercialisation can reduce consumer trust if they see endorsements as more commercial than they are real (Janssen et al., 2022).
Although there is a consensus that the concept of credibility plays a significant role in purchase behaviour, there are varying explanations for this. Whereas Chetioui et al. (2020) highlight expertise and product knowledge, Schouten et al. (2021) pay more attention to attractiveness, identification and product–influencer fit. Sokolova and Kefi (2020) give greater importance to trust and parasocial interaction. When it comes to comparing these arguments, trust seems to be the strongest one, as consumers can like an attractive influencer, but the recommendation can still be considered overly commercial or dishonest. 
[bookmark: _Toc241063833]2.5.2 Electronic Word-of-Mouth (eWOM)
eWOM has become a key factor influencing consumer behaviour in social media. eWOM is the information shared between consumers about products, services or brands in a positive or negative way in online forums. The key role of Instagram influencers in creating eWOM is their reviews, recommendations, tutorials, and product demonstrations that impact their followers' perceptions and purchasing decisions (Ngo et al., 2024).
Reviews give detailed information about the product quality, performance and value, which helps the consumer to decrease uncertainty before buying the product. Influencers are seen as a natural place to get information from, not just an ad, so recommendations by influencers are perceived as more relatable and credible as compared to traditional advertising (Ismagilova et al., 2020). Moreover, the power of social proof is also very important in influencing consumer behaviour. A large amount of likes, comments, shares, and positive audience feedback may indicate popularity and quality, motivating consumers to do the same (Riaz et al., 2021). 
[bookmark: _Toc241063834]2.5.3 Influencer Marketing and Purchase Intention
A significant amount of empirical evidence is available to substantiate the correlation between influencer marketing and purchase intention. Ahmed et al. (2023) discovered that customer value perceptions and purchase intentions are positively affected by the activities of social media marketing in the fashion industry. Likewise, Koay et al. (2021) agree that in line with relatable and authentic content, Instagram influencers have a significant influence on the attitudes of Generation Z fashion consumers, which leads to their impulse purchase. Further research in social commerce indicates that using influencers will increase consumer engagement, brand awareness, and purchase intent through interactive communication and social influence (Dwivedi et al., 2021). 
There are some apparent discrepancies in the literature. This narrow scope of study restricted generalisability across wider retail markets, as Ahmed et al. (2023) concentrated on the luxury fashion brands, but Djafarova and Bowes (2021) studied younger fashion consumers. On the other hand, Dwivedi et al. (2021) noted both the opportunities and risks of Social Media Marketing, with the issue of misinformation and negative eWOM being highlighted. Similarly, Ao et al. (2023) agreed that engagement benefits are visible, but engagement is not a guarantee of actual purchasing behaviour.
Findings from previous research are helpful for the current study, but should be treated with caution. The findings by Ahmed et al. (2023) revealed a positive correlation between social media marketing and purchase intention in fashion, but since the study was conducted on luxury brands, it does not directly apply to Tesco F&F, as it sells value-added fast fashion products. Likewise, Koay et al. (2021) have also shown that Instagram influencers have an impact on impulse purchasing among Generation Z; however, this age group might not necessarily be the same as Tesco's customer base. 
The contextual constraints imply that Instagram influencer marketing could be effective in different industries, among different consumers and retail channels. Specifically, there are limited studies that have been conducted on supermarket fast fashion brands like Tesco's F&F, so more research is needed to understand how IG marketing affects the shopping habits of consumers in this setting. This discussion directly contributes to the achievement of Objective 1 and Objective 2 by discussing how the influence and effectiveness of Instagram influencers affect consumer behaviour and buying decisions in the fast fashion retail industry in the UK.
[bookmark: _Toc241063835]2.6 Customer Engagement and Purchase Behaviour on Instagram
[bookmark: _Toc241063836]2.6.1 Concept of Customer Engagement
Customer engagement can be defined as the amount of consumers' cognitive, emotional, and behavioural reactions to a brand, product, or marketing activity. It is becoming more and more acknowledged that it plays a crucial role in shaping consumer behaviour in social media (Zeqiri et al., 2025).
Cognitive engagement is the level of attention, interest and mental effort consumers put into brand content. Cognitive engagement on Instagram involves consumers viewing posts from influencers, reading product information, and assessing the influencer's recommendations, which will influence their buying decisions (Kaur et al., 2020). On the other hand, emotional engagement is consumers' emotions, attachments and emotional reactions to brands and influencers. Influencers have a knack for evoking emotions through their stories, lifestyle content and personal experiences to help followers build deeper brand relationships (Kaur et al., 2020). Behavioural engagement is when a person can observe the actions related to a product, such as liking, comments, content sharing, and interaction with brand pages. Engaging in these activities can suggest active involvement and potentially foster long-term consumer-brand connections (Perez Benegas and Zanfardini, 2025).
[bookmark: _Toc241063837]2.6.2 Instagram Engagement Mechanisms
Instagram has a variety of features which help customers interact and connect with brands. Likes serve as a quick sign of consumer interest and approval, and comments enable users to share opinions and participate in discussions. Shares share content awareness and help electronic word of mouth (Unnava and Aravindakshan, 2021).
Stories, Reels and live streams have recently improved the opportunities for real-time interactions. While Stories are more about frequent engagement, Reels are about short-form videos that can gain more reach and participation from the audience. Live streams provide a platform for direct connection between influencers and followers, allowing for product demonstrations, Q&A sessions, and real-time feedback (Pretel, 2023). They are interactive, which is beneficial to customer engagement and gives consumers greater exposure to influencer marketing content.
[bookmark: _Toc241063838]2.6.3 Engagement as a Driver of Purchase Decisions
Consumer engagement has been found to positively affect purchase intention, brand loyalty and trust building in previous studies. According to Zeqiri et al. (2025), highly engaged consumers are more likely to have positive brand attitudes and higher purchase intentions. In the same way, interactions created by influencers can build trust and an emotional bond, which may lead consumers to even think about buying products that are recommended by them (Erdiyana et al., 2022).
Liu and Zhang (2024) discovered that live-streaming interaction has a significant impact on purchase intentions because it allows for real-time engagement and product evaluation. Moreover, engagement could be an effective means of building brand loyalty as it helps foster repeated interactions and closer customer-brand relationships (Perez Benegas and Zanfardini, 2025).
But the engagement-purchasing behaviour connection is not always straightforward. According to Lăzăroiu et al. (2020), the engagement does not necessarily come to real sales as consumers may interact with the content without any intention to buy. The moderating factors of trust and perceived risk are still significant. Although engagement can certainly raise awareness and interest, consumers might still not purchase due to factors like uncertainty about product quality, the credibility of the influencers, or the security of transactions (Koay et al., 2023). Likewise, recent influencer marketing research indicates that there is a need to balance engagement rates (likes, comments, etc.) with genuine consumer trust and purchase intentions, but this is not being observed in many people's campaigns (Sokolova and Kefi, 2020).
There are nuances to how customers relate to engagement and purchases that go beyond what some studies imply. Studies by Zeqiri et al. (2025) found that engagement leads to higher brand awareness, attitudes, and purchase intention, and by Liu and Zhang (2024), it showed that interactive elements like live streaming can positively influence purchase via real-time product assessment. Lăzăroiu et al. (2020), however, offer a more critical viewpoint, highlighting that consumers can like, comment and share without being a consumer with the intention to purchase. The challenge is vital because the Instagram analytics can misrepresent marketing efforts. The better argument is that engagement should be seen as the first phase of the sales process, and not a success metric. To Tesco F&F, this translates to likes and comments showing interest, but trust, perceived value and convenience are still required to move engagement to purchasing behaviour.
While customer engagement is a key factor affecting consumers' responses to engagements on Instagram, it is not enough to influence purchasing behaviour if trust has not been built and perceived risk has not been minimised. This discussion directly supports Objective 3, which aims at assessing the effect of customer engagement in Instagram influencer marketing on customers' purchase decisions within the fast fashion retail environment of Tesco.
[bookmark: _Toc241063839]2.7 Instagram Influencer Marketing in Tesco’s Fast Fashion Context
[bookmark: _Toc241063840]2.7.1 Tesco F&F and Digital Fashion Retailing
The F&F range of clothes by Tesco has developed from the in-store supermarket clothing section to a big brand in the value-fashion market in the United Kingdom. The brand's digital shift stepped up with the relaunch of F&F Online, available via Tesco.com and the Tesco Grocery and Clubcard app, which allows customers to buy clothes, shoes and accessories online. This initiative has been launched due to rising demand from consumers for digital convenience and broader availability of products (Bottomley, 2025). The latest performance data shows that F&F clothing sales grew by 5.1% to over £1.2 billion, with the new F&F Online platform and improved digital engagement helping this from taking off (Singh, 2026). Moreover, Tesco's non-food sales, such as clothing, saw a 6.2% increase after the website went online, further emphasising the significance of digital retailing in the company's expansion strategy (Burney, 2025).
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Instagram influencer marketing offers a massive potential for Tesco to boost its visibility, customer engagement and web traffic among fashion-minded consumers. Instagram is a visual medium that is suited to F&F's low-cost and trendy positioning (Zhou, 2025). Tesco, however, has difficulties with maintaining the authenticity of the influencers, measuring the ROI, and facing competition from established fast fashion brands like Zara, H&M and Primark, that have already cultivated more fashion-oriented brand identities (Burney, 2025).
One major difference is that while supermarket-based fast fashion is different to the traditional fast fashion retailers, it is largely a grocery store brand that consumers view as being Tesco and not fashion. In this context, influencer marketing can help improve the credibility of F&F's fashion and gain its appeal with digitally active consumers (Duan et al., 2025). Although the academic world has been interested in the field of influencer marketing, limited research that has investigated the effectiveness of influencer marketing in supermarket fashion brands. As such, these are the Tesco specific evidences that would help in understanding the impact of Instagram influencer marketing on consumer engagement and consumer purchasing behaviour, directly supporting Objective 4 of this study.
[bookmark: _Toc241063842]2.8 Research Gaps 
While there have been a number of studies on Instagram influencer marketing, customer engagement and purchase intention, most of them have been conducted for luxury fashion, online retail in general or younger consumer audiences. There is limited research available in the literature that has been specifically studied on influencer marketing for a supermarket-based fashion brand like Tesco F&F. The reviewed literature has limited findings regarding the relationship between Instagram engagement (likes, comments, shares and influencer interaction) and actual purchasing behaviour or purchase intent. This study aims to fill this gap by examining the effect of Instagram influencer marketing on buying behaviour, engagement and trust of consumers in the specific context of Tesco's F&F in the UK fast fashion retail industry.
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	Dependent Variable
	Independent Variables

	Consumer Purchase Behaviour (Y)
	Attitude (X1)

	
	Subjective Norms (X2)

	
	Perceived Behavioural Control (X3)

	
	Attention (X4)

	
	Interest (X5)

	
	Desire (X6)

	
	Trust (X7)

	
	Credibility (X8)


[bookmark: _Toc240128034]Table 1: Variables of the Study
[bookmark: _Toc241063844]2.10 Hypotheses 
H1: Attitude towards Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H2: Subjective norm towards Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H3: Perceived behavioural control towards Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H4: Attention created by Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H5: Interest generated through Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H6: Desire created by Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H7: Trust in Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.
H8: Credibility of Instagram influencer marketing has a significant positive effect on consumer purchase behaviour in buying products of Tesco in the UK Fast Fashion Retail Sector.


[bookmark: _Toc241063845]2.11 Conceptual Framework 
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[bookmark: _Toc240128020]Figure 4: Conceptual Framework
[bookmark: _Toc241063846]2.12 Chapter Summary 
In summary, this chapter reveals that the influence of Instagram influencers on consumers' purchasing decisions in fast fashion in the UK occurs via trust, credibility, authenticity, and EWOM. Sokolova and Kefi (2020), Bilal et al. (2024) and Ngo et al. (2024) show that influencer content is more effective when it appears relatable and trustworthy. According to Ajzen (1991), Pramita and Manafe (2022), and Ritter and Pedersen (2024), attitudes, social influence, attention, desire and customer differences affect the purchase decision. Customer engagement has also been shown to raise awareness and increase purchase intention, but Lăzăroiu et al. (2020) and Zeqiri et al. (2025) found that likes, comments and shares are not always purchases. The primary gap is related to the supermarket context of fast fashion in Tesco F&F.



[bookmark: _Toc241063847]Chapter Three: Methodology 
[bookmark: _Toc241063848]3.1 Aims and Objectives
This research aims to explore Instagram influencer marketing on the consumer's purchase behaviour in Tesco's fast fashion environment, focusing on purchase decision, consumer engagement and marketing effectiveness. The study centres on Tesco's F&F clothing brand because it is a part of the competitive fast fashion market in the United Kingdom, where social media exposure, influencer trust and credibility have the potential to greatly influence consumers' purchasing decisions. The study aims to explore the effect of Instagram influencer marketing on Tesco customers' fashion decision-making process, the effectiveness of influencers on fashion consumer behaviour in the UK fast fashion industry, how the customers' engagement with content created by the influencencer affect their purchase intention, and the suggestion to Tesco to enhance its Instagram influencer marketing strategy. Overall, the study seeks to offer Tesco some useful recommendations to improve engagement, trust, conversion and competitiveness in the fast fashion market in the UK. 
[bookmark: _Toc241063849]3.2 Research Rationale
This research is necessary as Instagram influencer marketing has become a vital marketing strategy for delivering fashion products to the customers of the UK, particularly in the realm of fast fashion, where trends, visual content and feedback from peers have an immense role to play in the behaviour of customers (Jamil et al., 2022). For Tesco, the big relevance is that F&F is in the value fashion sector, but also contributes to a supermarket brand, thus the credibility and engagement gained from the influencers could have a positive impact on the fashion appeal and purchase intention. Previous research indicates that trustworthiness, expertise and attractiveness of influencers correlate with engagement and willingness to buy (Ao et al., 2023), whereas social commerce studies reveal that social commerce trust and perceived risk have an impact on purchase intentions (Lăzăroiu et al., 2020). The study is well supported by the theories involved in the study, including TPB, AIDA and Customer Segmentation theories, which makes the research trustworthy (Pramita and Manafe, 2022).
[bookmark: _Toc241063850]3.3 Research Design
The research used in this research is survey research, quantitative research with a mono method. Therefore, one way of collecting primary data in this study was a survey-based online questionnaire. This research method is appropriate as it tries to investigate the correlation between Instagram influencer marketing, customer engagement and consumer purchase behaviour in Tesco's UK fast fashion retail environment. A quantitative survey method is used in the study to gather responses in a structured and comparable manner as the study aims to measure the consumers' opinions, attitudes and behavioural intentions. 5 point likert-scale questions are suitable, as they allow participants to voice their agreement or disagreement regarding the credibility of the influencers, engagement on Instagram, purchase intentions and Tesco F&F buying behaviour (Taherdoost, 2022).
For this research, a qualitative strategy that is based on phenomenology is not suitable, but a quantitative one is suitable. Phenomenology is primarily used when the researcher is interested in exploring deep personal experiences, meanings, and feelings, in the context of interviews or narratives (Bhangu et al., 2023). However, this study is not aimed at being about personal experiences; it is aimed at finding measurable patterns in Instagram users and fast fashion consumers. Hence, it was better to use a quantitative survey than a qualitative one, which collected standardised data from a larger number of respondents, as well as provided an easy comparison of the responses. The study is deductive as it begins with existing theories or models, namely the Theory of Planned Behaviour, the AIDA Model and the Customer Segmentation Theory, and subsequently tests the suitability of these theories for the study using data gathered from the survey (Kumar and Ujire, 2024).
The method selected is an online questionnaire using Google Forms. It is appropriate because the targeted audience is Instagram users between the ages of 18 and above who buy/fast fashion products from Tesco in the UK. Online surveys are inexpensive, quick, and appropriate to reach digitally active customers and those who are already familiar with social media platforms (Taherdoost, 2022). Descriptive statistics (frequency, percentage and mean) were used for data analysis, and correlation analysis can be used to analyse the relationship between influencer marketing, engagement and purchase behaviour (Alem, 2020).
[bookmark: _Toc241063851]3.4 Research Philosophy
Research philosophy refers to the researcher's philosophy regarding the creation of knowledge and the investigation of research problems. There are three approaches, namely positivism, interpretivism and pragmatism (Gamage, 2025). Positivism's premises are that reality is measurable and objective, making it appropriate for studies that rely on structured questionnaires, numerical data, and statistics. The positivism paradigm is relevant to this research because the responses of consumers in relation to the Instagram influencer marketing can be measured by survey questions, which are based on a Likert scale (Alharahsheh and Pius, 2020). Positivism, however, can be constrained as it may not account for the deeper emotions, motivations and personal meanings associated with purchase decisions of consumers (Park et al., 2020). However, interpretivism is concerned with the meaning, feelings and experiences of individuals. It can be helpful for qualitative research, like interviews, where the researcher can ask what the consumers' personal experience with influencer content is. Interpretivism is not the most appropriate approach for this study, however, as it is not enough to evaluate the individual experiences, it is necessary to look at the pattern emerging between the correlation of the use of influencer marketing with the engagement and purchase behaviour (Alharahsheh and Pius, 2020).
This research follows a pragmatist research philosophy because Pragmatism is the philosophy that stresses practical solutions to real business problems and that enables the researcher to select a method that is most appropriate to address the research questions. The research in this study is pragmatic since the research aims to provide usable recommendations for the Instagram influencer marketing strategy of Tesco as opposed to just providing explanations for theory only (Elgeddawy and Abouraia, 2024). The study also applies a deductive approach as it starts with the already established theories, which are TPB, AIDA and Customer Segmentation Theory and then tests the relevance of these theories with the findings of the survey (Okoli, 2023). The main method is a quantitative questionnaire, but pragmatism is also appropriate as the research is applied, practical and solves a problem of retail marketing. The approach is reliable as it uses structured questions, connecting the survey items with the research objectives, and also provides measurable comparisons of the consumer attitude, engagement and purchase intention (Mishra and Alok, 2022). 
[bookmark: _Toc241063852]3.5 Data Collection
The data collection technique utilised in this research was a primary data collection method through an online questionnaire survey. A structured questionnaire was used as a research tool in this research, distributed using Google Forms to UK Instagram users aged 18+ who purchase or intend to purchase Tesco's fast fashion in the UK. This is suitable because the study is based on measurable variables. A survey is warranted because it enables the researcher to obtain relatively uniform answers from more people and to statistically compare the opinions. It can also be used for hypothesis testing as all the respondents are asked the same questions, resulting in consistency and reliability (Mishra and Alok, 2022).
The interviews were not chosen as the primary data collection instrument since this research was not primarily focused on the exploration of deep personal experiences and individual meaning. Interviews are effective in qualitative and/or phenomenological research for gaining detailed explanations from the participants, but are not suitable for testing relationships between variables and hypotheses (Bhangu et al., 2023). Interviews can also be lengthy, challenging to analyse, and can lead to researcher bias in analysing the responses. The study is designed to investigate the suitability of the Instagram influencer marketing factors to influence consumer purchase behaviour; thus, a quantitative survey is apt. Survey data can be transformed into numerical data to analyse with descriptive statistics and correlation/regression analysis (Mishra and Alok, 2022).
The questionnaire was directly designed based on the research objectives, research questions, literature review and hypotheses. Attitude, subjective norms and perceived behavioural control were measured because they are the constructs of the Theory of Planned Behaviour, which explain the influence of personal evaluation, social influence and perceived ease of action on behavioural intention (Ajzen, 1991; Hagger et al., 2022). In developing the items about attention, interest and desire, the AIDA model was used, which explains the process of how marketing communication is able to attract the attention of the consumers, stimulate interest, create desire and encourage action (Pramita and Manafe, 2022). 
A five-point Likert scale was used, ranging from strongly disagree to strongly agree. This is appropriate as Likert scale questions enable attitudes and behavioural intentions to be measured clearly and statistically (Taherdoost, 2022). The questionnaire also consisted of screening and demographic questions, including age, use of Instagram and knowledge of Tesco F&F. Ethically, it was voluntary, anonymous and informed consent was obtained from the participants (Nii Laryeafio and Ogbewe, 2023). The data collection technique is thus viable, dependable and closely related to the aim of the study.
[bookmark: _Toc241063853]3.6 Population and Sample
This study's population consisted of Instagram users in the UK who had bought, thought about buying or were interested in buying Tesco F&F fast fashion items. This population was chosen as they were the focus of the study relating to the impact of using Instagram for influencer marketing on consumer purchasing behaviour within Tesco's fast fashion retail sector in the United Kingdom. The sample size for the quantitative questionnaire was 150, which was appropriate for measuring data from a larger number of consumers and comparing the attitudes, subjective norms, perceived behavioural control, attention, interest and desire to purchase of these consumers (Taherdoost, 2022). 
The respondents were selected using a convenience sampling method (non-probability sampling) because they were accessible, relevant and willing to participate. Convenience sampling was used as it enabled the researcher to sample the Instagram population in a timely and cost-efficient manner, but limited the researcher's capacity to generalise the findings to the UK population of Instagram users (Golzar et al., 2022). It was not a specific education or income group or specific gender that was sampled, since Tesco F&F is targeting other groups of consumers. Demographic data, including age, gender, education level and how much respondents used Instagram and knew about Tesco F&F, were gathered to gain insight into the character of the respondents. The choice of the participants was made because they were directly connected with the research topic, and they could give relevant responses to the questions of influencer marketing and purchase behaviour (Mishra and Alok, 2022).
[bookmark: _Toc241063854]3.7 Data and Analysis
The data gathered from the questionnaire were analysed by both descriptive and inferential statistics. This was fitting because the study had a quantitative survey approach and sought to evaluate the influence of the Instagram influencer marketing variables on the purchase behaviour of consumers. The primary reason for quantitative analysis was that it enabled the numerical responses obtained from the questions in the Likert scale questionnaire to be organised, compared and tested statistically (Taherdoost, 2022). Additionally, the use of a structured questionnaire ensured the reliability as the same set of questions was asked by all the respondents, which resulted in consistent and comparable results (Mishra and Alok, 2022).
Demographic and behavioural data were summarised using descriptive statistics. The information was presented in terms of frequency, percentage, mean, and standard deviation, such as age, gender, level of education, how often Instagram is used and how familiar they are with Tesco F&F. This phase was correlated with Customer Segmentation Theory since it enabled knowing the response of different consumer groups according to their demographic and behavioural aspects in the context of Instagram Influencer Marketing. Descriptive statistics also facilitated the analysis of the attitudes, subjective norms, perceived behavioural control, attention, interest, desire and purchase behaviour of the respondents (Cooksey, 2020).
Second, in order to test the hypotheses and to analyse the relationships between the variables, inferential statistics were employed. The strength of the relationship between the independent variables and consumer purchase behaviour was determined through the use of correlation analysis. Then, regression coefficient analysis was used to measure the impact of each independent variable on the main variable. If the coefficient was positive and statistically significant, the variable was found to have a positive effect on consumers' purchase behaviour. ANOVA was also applied to determine whether the regression model was significant or not and whether there was significant variation in the consumer's purchase behaviour among the independent variables. Regression analysis was also used to determine how strongly the independent variables predict consumer purchase behaviour and identify which factors have statistically significant effects (Alem, 2020).
Hence, the choice of the analysis techniques was appropriate for the research question, variables and hypotheses. They allowed their study to explore the significant influence of attitude, subjective norms, perceived behavioural control, attention, interest and desire on the purchase behaviour of Tesco consumers in the fast fashion retail sector in the UK.
[bookmark: _Toc241063855]3.8 Reliability and Validity
This research was ensured to be reliable and valid by following a structured and systematic data collection process. Reliability is the tendency of the research instrument to give consistent results, and validity is the degree to which the instrument measures what it is supposed to measure (Mishra and Alok, 2022). The questionnaire contained closed-ended questions, all of which were the same for every respondent, to ensure reliability. The five-point Likert scale was adopted due to the ability of the measurement tools to consistently measure attitudes, subjective norms, perceived behavioural control, attention, interest, desire and consumer purchase behaviour (Taherdoost, 2022).
A reliability test was conducted to measure the internal consistency of the items of the questionnaire, in which Cronbach's Alpha was used. Cronbach's Alpha is suitable for Likert-type scale survey data, which indicates the closeness of the items in the same variable. A score of 0.70 or higher is considered acceptable for social science research, but extremely high scores are not necessarily signs of greater reliability, as they can be due to repetition of items (Izah et al., 2023).
Validity was ensured by ensuring that all the questionnaire items are directly related to the research objectives, hypotheses and existing theories (TPB and AIDA). This helped in measuring the intended constructs of the survey, like attitude, social influence, attention and purchase behaviour (Ajzen, 1991; Pramita and Manafe, 2022). Issues of validity in the research were the misunderstanding of questions, self-report bias and incomplete responses. Self-reported purchase behaviour can be subject to recall and social-desirability bias, meaning that reported attitudes and purchase behaviours may not necessarily represent actual purchase behaviour. To minimise the problems, the questions were clearly designed, demographic and screening questions were added, and questions with incomplete answers were eliminated before analysis (Polas, 2025). Hence, the chosen method was suitable and reliable to study Instagram influencer marketing and consumer purchasing behaviour.
[bookmark: _Toc241063856]3.9 Limitations of the Research
There were a number of methodological weaknesses that should be acknowledged in this research. The first limitation of the study was that the quantitative survey method was utilised for collecting quantitative and measurable data, and it was not suitable for respondents to give detailed explanations about their personal experiences. Thus, while the questionnaire did provide a measure of attitude, subjective norms, perceived behavioural control, attention, interest, and consumer purchase behaviour, it did not completely identify the underlying reasons for consumers' trust or mistrust of Instagram influencer marketing (Taherdoost, 2022).
Secondly, the method of sampling was non-probability convenience sampling. The advantage of this was that it enabled the researcher to access Instagram users fairly quickly and cheaply, but it meant the sample was not representative. The respondents were chosen because of their accessibility and willingness to participate, so it cannot be confidently generalised to all consumers of Tesco F&F in the UK and all fast fashion consumers in the UK (Golzar et al.,2022). The convenience sampling may have introduced selection bias and limits to representativeness (Golzar et al., 2022).
Third, the sample size of 150 respondents was appropriate for a small-scale quantitative dissertation, although the sample size was not as large as other consumer behaviour studies conducted. Larger sample sizes would have yielded greater statistical power and more meaningful comparisons to subgroups defined by age and gender and by level of education or Instagram use. One drawback in the study was self-report bias, which is the tendency to answer in socially desirable ways and the inability to recall the influence of the influencer's content on their real purchasing decisions (Mishra and Alok, 2022). Moreover, self-reported data from questionnaires can be biased by response bias and social-desirability bias (Taherdoost, 2021).
Fourth, the study was cross-sectional, which means that data were gathered at a single point in time. Therefore, the study could establish relationships between variables by correlation and regression, but could not establish long-term behavioural change or direct causation. For instance, Instagram influencer marketing may have a positive relationship with purchase behaviour, but purchase behaviour need not be directly attributed to the influence. The cross-sectional design measures responses at a single time and does not allow causality to be determined. As a result, the results of the 150 respondents are not necessarily representative of the entire UK population (Wang and Cheng, 2020).
Lastly, the research was conducted in the fast fashion context of Tesco in the UK only, restricting the applicability to other fast fashion retailers. However, in spite of these limitations, the application of structured questions, theory-based variables and Cronbach's alpha reliability test contributes to the improvement of the trustworthiness of the research process (Izah et al., 2023).
[bookmark: _Toc241063857]3.10 Research Ethics
The ethical requirements of the University of Wales Trinity Saint David (UWTSD) were adhered to in line with the UWTSD Research Ethics and Integrity Code of Practice and UWTSD research data management guidance. The researcher had to fill out the UWTSD ethics form before collecting data, and a copy of the completed ethics form was attached to the Appendix. Ethical approval was necessary as it involved human subjects, and primary data were collected on their perceptions of the Instagram influencer marketing and Tesco F&F purchases.
All the participants had expressed their informed consent before filling out the questionnaire. Participants were well aware of the study's purpose, the voluntary nature of participation, and their right to withdraw before analysis of any data. All participants were not coerced or made to participate. The questionnaire also excluded sensitive, offensive or intrusive questions so as to minimise discomfort and hurt.
Confidentiality and anonymity were also ensured. It was not necessary for participants to give a name or personal information, which was only used for academic research. Data were collected and stored securely and only accessed by the researcher. The results were reported in an anonymous fashion so no single respondent could be singled out.
Honesty and transparency were also taken into consideration in the research. The participants were told that the study was an academic one and that their answers would be used to explore the Instagram influencer and consumer purchase behaviour relationship. The research was conducted using ethical procedures, which made the research trustworthy, respectful and met the ethical expectations of UWTSD.



[bookmark: _Toc241063858]Chapter Four: Data Analysis 
[bookmark: _Toc241063859]4.1 Descriptive Statistics 

[bookmark: _Toc240128021]Figure 5: Age demographic of the respondents
The age distribution indicates that the largest proportion of the respondents are aged between 25 and 34 years (79%). Moreover, 9% of participants were involved from 2 age segments: 19-24 and 35-44. There is relatively low representation for older age groups, with the 45 and above age group making up just 2% of the total participants.  
[image: ]
[bookmark: _Toc240128022]Figure 6: Gender demographic of the respondents
The distribution of respondents by gender is fairly even, with 52% male and 48% female. Males are therefore 4 percentage points higher than females. This is a small difference which suggests good balance between genders, minimising the risk of significant gender imbalance in the study sample. 

[bookmark: _Toc240128023]Figure 7: Instagram Usage Frequency
The results show that Instagram use is very intensive; 66% of the respondents use it several times per day. Meanwhile, 15% use it several times per week, 13% use it once per day, and just 6% use it once per week. This shows the high level of engagement respondents have with Instagram.  
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[bookmark: _Toc240128024]Figure 8: Daily Instagram Usage Time
The results indicate that 64.7% of respondents spend 30 minutes to less than 1 hour per day on Instagram, which is the highest percentage. Further, 20.7% use it for one to under two hours, and 14% for under 30 minutes. Only 0.7% spend 2-3 hours per day.  
Descriptive data analysis for variables 
The descriptive statistics describe the study variables based on 150 respondents. The variables are: Attitude, Subjective Norms, Perceived Behavioural Control, Attention, Interest, Desire, Trust, Credibility and Customer Purchase Behaviour. The mean and standard deviation values show the overall level of response and the range in which the perception of the respondents lies.
	
	N
	Mean
	Std. Deviation

	Attitude
	150
	4.4467
	.47429

	Subjective Norms
	150
	4.2956
	.64453

	Perceived Control Behaviour
	150
	4.3111
	.72008

	Attention
	150
	4.2778
	.72396

	Interest
	150
	4.2644
	.70399

	Desire
	150
	4.2578
	.81297

	Trust
	150
	4.3956
	.56281

	Credibility
	150
	4.4489
	.50646

	Customer Purchase Behaviour
	150
	4.3800
	.47214

	Valid N (listwise)
	150
	
	


[bookmark: _Toc240128035]Table 2: Descriptive data analysis for variables
Mean Analysis 
The mean scores for all variables are high (4.2578 to 4.4489) on the five-point Likert scale, respectively, meaning that the respondents generally agreed or strongly agreed with the question items. Credibility recorded the highest mean (M = 4.4489), followed closely by Attitude (M = 4.4467), Trust (M = 4.3956), and Consumer Purchase Behaviour (M = 4.3800). The lowest mean (M = 4.2578) was for Desire (M=4.2578), but was still considered a high level of agreement among respondents.
Standard Deviation Analysis  
The range of the standard deviation values is 0.47214 to 0.81297, indicating that the consistency of respondents' responses is different for each. Consumer Purchase Behaviour has the lowest value of standard deviation (SD = 0.47214), followed by Attitude (SD = 0.47429) and Credibility (SD = 0.50646), where the Value represents the standard deviation of the responses. Attention (SD = 0.72396) and Perceived Behavioural Control (SD = 0.72008) also have relatively large ranges of responses, though not as high as Desire (SD = 0.81297).
Implications of This Research  
The descriptive results indicate generally positive attitudes towards all the study variables, including the credibility, attitudes, trust and consumer purchase behaviour. These high average values, however, are only a sign of high agreement with the statements of the questionnaire and cannot be interpreted as an indication of an influence on purchasing behaviour. Influence analysis is only possible with inferential analysis (correlation, regression), which tests relationships and predictive effects statistically.


[bookmark: _Toc189056999][bookmark: _Toc228977275][bookmark: _Toc241063860]4.2 Reliability Analysis 
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.784
	28


[bookmark: _Toc228975429][bookmark: _Toc240128036]Table 3: Reliability Analysis
	Variables
	Number of Items
	Cronbach's Alpha

	Attitude
	3
	0.707

	Subjective Norms
	3
	0.879

	Perceived Behavioural Control 
	3
	0.873

	Attention
	3
	0.877

	Interest
	3
	0.865

	Desire
	3
	0.896

	Trust
	3
	0.775

	Credibility
	3
	0.708

	Customer Purchase Behaviour
	4
	0.764


[bookmark: _Toc228975430][bookmark: _Toc240128037]Table 4: Cronbach's Alpha Value for Each Variable
The reliability analysis showed that the internal consistency of the measurement instrument is good. The overall Cronbach's alpha for the 28 items is 0.784, which is higher than the threshold of 0.70 and therefore indicates high reliability. Each of the nine variables has acceptable reliability as well. Among all the items, Desire has the highest Cronbach's Alpha (0.896), followed by Subjective Norms (0.879), Attention (0.877), Perceived Behavioural Control (0.873), and Interest (0.865). Customer Purchase Behaviour is at 0.798, and Trust is at 0.775. The values of Credibility (0.708) and Attitude (0.707) are comparatively low, but still within the acceptable range. Thus, all constructs exhibited acceptable to excellent internal consistency, supporting the reliability of the questionnaire items of the variables measured and their suitability for further statistical processing.


[bookmark: _Toc241063861]4.3 Inferential Statistics 
[bookmark: _Toc189057002][bookmark: _Toc228977278][bookmark: _Toc241063862]4.3.1 Multiple Regression Analysis 
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	.751a
	.565
	.540
	.32028
	.565
	22.849
	8
	141
	.000
	2.051

	a. Predictors: (Constant), C, D, AN, A, SN, I, PBC, T

	b. Dependent Variable: CPB


[bookmark: _Toc240128038]Table 5: Multiple Regression Analysis
Multiple regression analysis was performed to identify the unique predictors of Customer Purchase Behaviour (CPB) when all eight independent variables are taken together. The model yielded an R = .751, R² = .565 and adjusted R² = .540, which means that the model explains 56.5% of the variance in CPB. This is significant explanatory power, with the other 43.5% possibly related to other variables not included in the model. The Durbin – Watson statistic is near 2, and thus suggests there is no significant autocorrelation of residuals.
Importantly, the overall explanatory power of the model is not interpreted as that each independent variable is, on its own, a predictor of purchasing behaviour. The regression coefficients show that only Trust (T) and Credibility (C) are individually statistically significant. Trust has a positive standardised coefficient (β = .384, p < .001), as does Credibility, which is the highest (β = .401, p < .001). Hence, credibility is the most powerful unique predictor in the model, followed closely by trust.
On the other hand, Attitude (p = .496), Subjective Norms (p = .329), Perceived Behavioural Control (p = .850), Attention (p = .662), Interest (p = .193), and Desire (p = .104) do not explain the variance uniquely after the other predictors have been held constant. This is an important distinction since these variables can be separately related to CPB. The regression findings imply that the purchase intent of the respondents is especially related to the credibility and trustworthiness of the Instagram influencers for Tesco F&F, but not only to attract them or create interest and positive attitudes. Thus, the two focal regression results of this study are: Trust and Credibility. 


[bookmark: _Toc241063863]4.3.2 ANOVA Analysis 
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	18.751
	8
	2.344
	22.849
	.000b

	
	Residual
	14.464
	141
	.103
	
	

	
	Total
	33.215
	149
	
	
	

	a. Dependent Variable: CPB

	b. Predictors: (Constant), C, D, AN, A, SN, I, PBC, T


[bookmark: _Toc240128039]Table 6: ANOVA Analysis
The ANOVA results test the significance of the regression model as a whole in predicting Customer Purchase Behaviour. The results indicate that the overall model is statistically significant: F(8,141) = 22.849, p < .001. The regression sum of squares (18.751) shows that the 8 predictors account for a significant portion of the total sum of squares (33.215), which is consistent with the R² of .565.
The important thing to remember with the significant ANOVA result is that all eight independent variables are not necessarily significant predictors. Instead, it indicates that the predictor set taken as a whole offers a much larger amount of explanatory power than a model with none of the predictors. The coefficient analysis is therefore essential, so as to isolate the unique contribution of each variable. With all predictors included at the same time, only Trust and Credibility are significant. The ANOVA therefore indicates that the general regression model is statistically useful, and the coefficients suggest that the variables that had the greatest impact on the model's predictive power were trust and credibility.


[bookmark: _Toc241063864]4.3.3 Regression Coefficient Analysis
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.867
	.320
	
	2.714
	.007

	
	A
	.042
	.061
	.042
	.682
	.496

	
	SN
	-.047
	.048
	-.064
	-.979
	.329

	
	PBC
	.008
	.044
	.013
	.190
	.850

	
	AN
	-.018
	.041
	-.027
	-.438
	.662

	
	I
	.056
	.043
	.084
	1.309
	.193

	
	D
	.059
	.036
	.102
	1.638
	.104

	
	T
	.322
	.061
	.384
	5.265
	.000

	
	C
	.373
	.068
	.401
	5.495
	.000

	a. Dependent Variable: CPB


[bookmark: _Toc240128040]Table 7: Regression Coefficient Analysis
 Coefficient results are the most important evidence that is used to identify the independent predictors of Customer Purchase Behaviour. Credibility is the strongest significant predictor (B = .373, β = .401, t = 5.495, p < .001). With the other factors held constant, greater perceived influencer credibility is linked to CPB. Trust is also a strong, significant predictor (B = .322, β = .384, t = 5.265, p < .001). Both variables make different significant contributions, with the standardised beta coefficients found to be similar in magnitude, the effect of credibility being slightly greater.
In contrast, Attitude (β = .042, p = .496), Subjective Norms (β = −.064, p = .329), Perceived Behavioural Control (β = .013, p = .850), Attention (β = −.027, p = .662), Interest (β = .084, p = .193) and Desire (β = .102, p = .104) are not statistically significant individual predictors. The lack of significance of these constructs should not be taken to imply that these constructs are unrelated to purchasing behaviour. Rather, it suggests that they do not have enough unique predictive value when trust and credibility and the other variables are also held constant.
Trust and credibility appear to be key factors, and exposure to influencer content or positive response to the content could not be enough to stimulate a purchase unless the consumer trusts or believes that the source is reliable and credible. A consumer can see a post by a Tesco F&F influencer, may get interested in the post or create a desire to buy the product, but then be unsure of what to do when the post seems like a commercial or less reliable. Credibility can remove uncertainty about product information, and trust can remove perceived risk of taking action with regard to influencer recommendations. The findings suggest that the communicator's role in the spreading of the promotional message, as well as the impression of authenticity conveyed by the communicator, is more important for CPB than mere attention, interest, and desire.



[bookmark: _Toc228977281][bookmark: _Toc241063865]4.3.4 Correlation Analysis  
	Correlations

	
	A
	SN
	PBC
	AN
	I
	D
	T
	C
	CPB

	A
	Pearson Correlation
	1
	.178*
	.200*
	.249**
	.140
	.256**
	.270**
	.352**
	.308**

	
	Sig. (2-tailed)
	
	.030
	.014
	.002
	.088
	.002
	.001
	.000
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	SN
	Pearson Correlation
	.178*
	1
	.400**
	.176*
	.295**
	.226**
	.374**
	.404**
	.297**

	
	Sig. (2-tailed)
	.030
	
	.000
	.031
	.000
	.005
	.000
	.000
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	PBC
	Pearson Correlation
	.200*
	.400**
	1
	.345**
	.203*
	.153
	.441**
	.389**
	.344**

	
	Sig. (2-tailed)
	.014
	.000
	
	.000
	.013
	.062
	.000
	.000
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	AN
	Pearson Correlation
	.249**
	.176*
	.345**
	1
	.295**
	.236**
	.226**
	.256**
	.214**

	
	Sig. (2-tailed)
	.002
	.031
	.000
	
	.000
	.004
	.005
	.002
	.008

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	I
	Pearson Correlation
	.140
	.295**
	.203*
	.295**
	1
	.373**
	.331**
	.257**
	.333**

	
	Sig. (2-tailed)
	.088
	.000
	.013
	.000
	
	.000
	.000
	.002
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	D
	Pearson Correlation
	.256**
	.226**
	.153
	.236**
	.373**
	1
	.227**
	.251**
	.313**

	
	Sig. (2-tailed)
	.002
	.005
	.062
	.004
	.000
	
	.005
	.002
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	T
	Pearson Correlation
	.270**
	.374**
	.441**
	.226**
	.331**
	.227**
	1
	.574**
	.651**

	
	Sig. (2-tailed)
	.001
	.000
	.000
	.005
	.000
	.005
	
	.000
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	C
	Pearson Correlation
	.352**
	.404**
	.389**
	.256**
	.257**
	.251**
	.574**
	1
	.655**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.002
	.002
	.002
	.000
	
	.000

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	CPB
	Pearson Correlation
	.308**
	.297**
	.344**
	.214**
	.333**
	.313**
	.651**
	.655**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.008
	.000
	.000
	.000
	.000
	

	
	N
	150
	150
	150
	150
	150
	150
	150
	150
	150

	*. Correlation is significant at the 0.05 level (2-tailed).

	**. Correlation is significant at the 0.01 level (2-tailed).


[bookmark: _Toc240128041]Table 8: Correlation Analysis
Pearson correlation analysis shows that all independent variables have positive bivariate relationships with Customer Purchase Behaviour and they are all statistically significant. Specifically, CPB is positively correlated with Attitude (r = .308, p < .001), Subjective Norms (r = .297, p < .001), Perceived Behavioural Control (r = .344, p < .001), Attention (r = .214, p = .008), Interest (r = .333, p < .001), Desire (r = .313, p < .001), Trust (r = .651, p < .001) and Credibility (r = .655, p < .001). Thus, the higher the respondents' score on each construct, the higher their purchase-behaviour score was.
Credibility (r = .655) and Trust (r = .651) are the highest correlations with CPB. They are much higher than the correlations found with the other six variables and offer preliminary support that consumers' perceptions of the reliability and trustworthiness of influencers are more closely linked to their purchasing behaviour. The weakest, but still statistically significant, relation is between attention and the other variables (r = .214).
Importantly, these correlation results should not be confused with results obtained from multiple regression. If such a correlation is significant, it shows that two variables, when looked at separately, are associated, but does not show that one variable predicts or causes the other. All eight constructs are found to be correlated significantly with CPB, but only Trust and Credibility are found to be significant predictors for CPB in the multiple regression model when the simultaneous effects of the other constructs are controlled.
The difference indicates that some of the bivariate associations presented in this study with Attitude, Subjective Norms, Perceived Behavioural Control, Attention, Interest and Desire may be overlapping with other factors and/or associations with trust and credibility. For instance, an influencer can be both interesting and credible, and the connection that these two create with buying behaviour may not be independent. Thus, correlation results give general positive relationships, whereas regression results give strong support for the central role of trust and credibility as predictors of CPB.
 


[bookmark: _Toc241063866]4.4 Discussion of Results in Relation to Hypotheses
	Hypothesis
	Variables
	Coefficient (β)
	P Value
	Hypothesis Decision

	H1
	Attitude → Customer Purchase Behaviour
	.042
	0.496
	Not Supported

	H2
	Subjective Norms → Customer Purchase Behaviour
	-.064
	0.329
	Not Supported

	H3
	Perceived Behavioural Control → Customer Purchase Behaviour
	.013
	0.850
	Not Supported

	H4
	Attention → Customer Purchase Behaviour
	-.027
	0.662
	Not Supported

	H5
	Interest → Customer Purchase Behaviour
	.084
	0.193
	Not Supported

	H6
	Desire → Customer Purchase Behaviour
	.102
	0.104
	Not Supported

	H7
	Trust → Customer Purchase Behaviour
	.384
	0.000
	Supported

	H8
	Credibility → Customer Purchase Behaviour
	.401
	0.000
	Supported


[bookmark: _Toc240128042]Table 9: Hypothesis Decision
Hypothesis 1: H1 was not supported by the regression analysis, as Attitude was not a significant predictor of Customer Purchase Behaviour (β = .042, p = .496). Attitude was found to be highly correlated with Customer Purchase Behaviour, and it was a significant unique contributor when the other factors were considered together.
Hypothesis 2: H2 was not supported by the regression analysis because Subjective Norms did not significantly predict Customer Purchase Behaviour (p = .329). While there was a significant correlation between the variables, Subjective Norms and Customer Purchase Behaviour, it was not significant when the other variables were controlled in the regression model.
Hypothesis 3: H3 was not supported by the regression analysis because Perceived Behavioural Control was not a significant predictor of Customer Purchase Behaviour (p = .850). Although it showed a significant bivariate correlation with Customer Purchase Behaviour, it did not make a significant contribution in the multiple regression model.
Hypothesis 4: H4 was not supported by the regression analysis as attention did not significantly predict Customer Purchase Behaviour (p = .662). While there were significant correlations between Attention and Customer Purchase Behaviour, this was not reflected in a significant unique predicting effect of Attention after the other independent variables were controlled for.
Hypothesis 5: H5 was not supported by the regression analysis because Interest did not significantly predict Customer Purchase Behaviour (p = .193). Interest was not a statistically significant predictor when all the independent variables were introduced in the model simultaneously; however, when the three independent variables were introduced, Interest had a significant correlation with Customer Purchase Behaviour.
Hypothesis 6: H6 was not supported by the regression analysis because Desire did not significantly predict Customer Purchase Behaviour (β = .102, p = .104). Desire was highly correlated with Customer Purchase Behaviour, but when other predictors were included in the analysis, Desire did not significantly predict Customer Purchase Behaviour.
Hypothesis 7: H7 was supported by the regression analysis because Trust significantly and positively predicted Customer Purchase Behaviour (p < .001). The variable of trust was also highly significant with Customer Purchase Behaviour and was the only variable that remained significant after controlling for the other independent variables, suggesting that the variable of trust had a significant unique predictive contribution.
Hypothesis 8: The regression analysis supported H8 with the positive and significant result of Credibility predicting Customer Purchase Behaviour (p < .001). Customer Purchase Behaviour was also a strong positive correlation with credibility and showed a statistically significant unique effect when other factors were added to the regression model.
While the correlation analysis showed that all eight independent variables were significant at p < 0.05, multiple regression analysis revealed a different pattern. The eight predictors were examined together, and it was found that only Trust and Credibility were the strongest factors associated with purchasing behaviour in this study. Hence, the hypothesis decisions made here are based on the regression results and not on the lack of bivariate correlation for H1–H6.


[bookmark: _Toc241063867]4.5 Discussion of Results in Relation to Objectives  
The findings included the three research goals and emphasised the factors of Trust and Credibility. The first objective examined the influence of Instagram influencer marketing on the buying behaviour of Tesco F&F consumers. The regression model was statistically significant, F(8,141) = 22.849, p < .001 and accounted for 56.5% of the variance in Customer Purchase Behaviour (CPB). However, only Credibility (β = .401, p < .001) and Trust (β = .384, p < .001) made significant unique contributions. This indicates that influencer marketing is especially relevant to buying if consumers believe that the influencers are credible and trustworthy. This aligns with the work of Sokolova and Kefi (2020) and Bilal et al. (2024), who both spoke about the importance of credibility and trustworthiness as a factor that influences consumers' reactions.
The second objective was to analyse the effectiveness of Instagram influencer marketing. Credibility was the top predictor, followed by Trust. Credibility could help minimise the uncertainty of consumers over the reliability of product information, and trust could enhance consumers' belief in the recommendations as authentic rather than commercial in nature. This aligns with the credible, trustworthy and authentic features of influencers highlighted by Ngo et al. (2024). However, none of the regression predictors, such as Attitude, Subjective Norms, Perceived Behavioural Control, Attention, Interest and Desire, were significant in predicting the behaviour. This does not imply that these factors were not associated with CPB; rather, they accounted for no significant unique variance once the other factors had been controlled.
The third objective involved measuring customer engagement using the eight factors. Bivariate associations were present between all 8 variables and CPB, with positive relationships being significant. However, correlation does not establish independent prediction. Only Trust and Credibility were significant in the regression analysis. So, it is possible that relationships between the other six factors could be related to more robust source-related factors. In general, the results suggest that the explanation of Tesco F&F purchase behaviour is more important for credible influencers who are trustworthy and authentic than for mere attention, interest or positive attitudes.
[bookmark: _Toc241063868]4.6 Discussion in Relation to Literature and Theories 
The results mostly corroborate the literature on Instagram influencer marketing and offer a more detailed perspective on the purchase behaviour of Tesco F&F. All eight variables positively correlated with purchase behaviour, which supports the previous study that influencer marketing can improve consumer engagement and purchase intentions (Ahmed et al., 2023; Dwivedi et al., 2021). But only Trust and Credibility were significant in the regression analysis, which indicates that engagement alone is not enough to secure a purchase. This is consistent with Ao et al. (2023), who state that social-media interaction does not necessarily result in a real purchase.
The results of this study support the Theory of Planned Behaviour (TPB) partially. Attitude, Subjective Norms, and Perceived Behavioural Control influence Behavioural Intentions and Behaviour, as suggested by Ajzen (1991). These variables were significantly correlated with each other, but the regression effects were not significant, indicating that the influence of these variables diminishes when influencer-related features are taken into account together.
Likewise, Attention, Interest and Desire were examined within the AIDA framework; none of these alone was a predictor of purchasing. Rather, the emphasis on Credibility and Trust reinforces the Source Credibility Theory, where expertise, trustworthiness, and perceived reliability are key (Bilal et al., 2024). This also aligns with the principles of trustworthiness and authentic influencer relationships emphasised by Sokolova and Kefi (2020). Therefore, the findings contribute to the existing literature by showing that for Tesco F&F, credible and trustworthy influencers have a stronger relationship with purchase behaviour than attention and positive attitude.




[bookmark: _Toc241063869]Chapter Five: Conclusions and Recommendations 
[bookmark: _Toc241063870]5.1 Conclusions  
The aim of this study was to explore the impact of Instagram influencer marketing on Tesco F&F consumer purchase behaviour in the UK. The regression model obtained explained 56.5% of the variance in Customer Purchase Behaviour on the basis of 150 respondents that shows that the eight factors examined collectively have significant relevance. The main finding was, however, that Credibility and Trust were the only two factors that had a statistically significant unique contribution to purchase behaviour when all the predictors were included in the model.
The strongest statistical predictor in the regression model was credibility, which was positively associated with purchase behaviour scores (β = .401, p < .05), followed closely by Trust (β = .384, p < .05). Their correlations with purchase behaviour were also the highest, with r = .655 and r = .651, respectively. The results show that consumers are more likely to be positively influenced by the Tesco F&F influencer marketing when they believe the influencer and the recommendation are believable, reliable, and trustworthy. It also aligns with previous studies which have shown that credibility and trustworthiness are significant attributes of good influencer communication (Sokolova and Kefi, 2020; Bilal et al., 2024).
Attitude, Subjective Norms, Perceived Behavioural Control, Attention, Interest and Desire were all significantly positively correlated with purchase behaviour and were included in the multiple regression model; however, none were statistically significant. Thus, these factors are related to buying behaviour but cannot account for the behaviour independently when the other factors are controlled. This indicates that simply raising interest/desire and getting attention for products may not be enough to drive sales on Instagram.
The results suggest that, in marketing activities for Instagram influencers, Tesco F&F should focus on the credibility and trustworthiness of influencers. The regression results showed that credibility and trust were the most significant unique factors relating to consumer purchase behaviour in the sample.



[bookmark: _Toc241063871]5.2 Recommendations for Managerial Practice  
Recommendation 1: Prioritising credible and trustworthy influencers  
Based on the findings, Tesco F&F should consider prioritising influencer credibility and trustworthiness when selecting influencers for Instagram campaigns. Credibility and trust were the only factors determined significant unique contribution to consumer purchase behaviour in the regression analysis, indicating that consumers give more importance to whether an influencer is credible and trusted or not. For that reason, it is essential to look at more than just the size of an audience or visibility of the influencer when selecting to work with them, and instead, the characteristics of the influencer should focus on their expertise, honesty, and alignment with the brand. The source credibility theory backs this up, suggesting that consumers are more inclined to believe when a source is seen as credible and trustworthy (Bilal et al., 2024).
Partnering with influencers who have built a reputation for their fashion-centric content could be beneficial in boosting consumer trust in product recommendations for Tesco F&F. Regularly posting styling tips, product reviews, and fashion-related content might make influencers seem more knowledgeable and enhance the trustworthiness of their suggestions. Previous studies have shown that influencer expertise and authenticity can lead to enhanced consumer response, as followers tend to trust recommendations from influencers that are seen as reliable (Chetioui et al., 2020).
Recommendation 2: Strengthening Trust Through Authentic Influencer Relationships
The results show that trust is another significant factor involved in consumer purchase behaviour. Hence, Tesco F&F should try to establish genuine and honest relationships with influencers rather than just working out on a short-term basis. In the case of long-term partnerships, influencers can produce more authentic content as consumers can see a consistent relationship between the brand and the influencer. This can help boost trust as well as alleviate consumer worries about overly commercial influencer content (Sokolova and Kefi, 2020).
The authenticity of influencers is crucial as consumers could lose trust in the recommendations if they feel they are only being driven by monetary rewards. Thus, Tesco F&F can motivate influencers to give genuine reviews with honest perspectives, to showcase the product in a realistic manner and to communicate about sponsored collaborations in an open way. As mentioned in previous studies, a high level of trust can help lower perceived risk and boost consumer confidence in influencer recommendations, but over-commercialisation can have a negative impact on perceived authenticity (Erdiyana et al., 2022).
Recommendation 3: Use Engagement Metrics Alongside Credibility and Trust Indicators
In this study, engagement-related factors were found to be positively associated with purchase behaviour, but were not significant independent predictors in the regression analysis. Hence, Tesco F&F need to refrain from measuring the influence of influencers from parameters like likes, comments and followers. Rather, credibility and trust-related traits should be incorporated when evaluating prospective partnerships with influencers. This is because engagement is insufficient to explain consumer purchase behaviour when other influencer-related factors are taken into account (Ao et al., 2023).
Tesco F&F should measure partnerships with influencers based on factors like audience trust, perceived authenticity, fashion product relevance, and communication quality for managerial decision-making. The preliminary studies indicate that engagement is not always correlated with actual purchases, as people can engage with content without the intention of purchase. It is therefore essential to consider engagement as a part of an influencer's performance and not as the only measure of effectiveness (Lăzăroiu et al., 2020).
Recommendation 4: Linking Influencer credibility to the Tesco F&F Brand Context
Tesco F&F should look at choosing influencers that are in line with Tesco's value-position of fashion. Influencers should be relevant to fast fashion consumers' of affordable and practical fashion needs, as the study focuses on Tesco F&F within the fast fashion retail sector. Understanding the needs and preferences of Tesco F&F customers can be beneficial for influencers to communicate the product value in a credible way (Koay et al., 2021).
Consumers might feel more authentic when they feel it's a genuine recommendation from a person who is a good fit for the brand and the content, as opposed to a person who is just pushing a brand. Studies suggest that besides being credible, influencers have to be perceived as an appropriate match for the product category they are promoting. Hence, it is worth considering whether potential influencers are knowledgeable about fashion and relevant to their audience before deciding to form partnerships with Tesco F&F (Schouten et al., 2021).
Recommendation 5: Enhancing Quality and Reliability of Influencer Content
The most significant factor in this study is credibility and trust, so Tesco F&F should consider hosting informative and trustworthy content by influencers. While the content should include promotional messages, it should also offer consumers information on the features, style and practical use of the product. Good information can provide assistance to consumer evaluation processes and boost consumer confidence in purchase decisions (Ngo et al., 2024).
Influencer-generated content can help contribute to electronic word of mouth (eWOM), which can help a brand provide product information and personal experiences for consumers. But the influence of this content relies on the consumer's belief in the trustworthiness and credibility of the influencer. Thus, Tesco F&F should work on enhancing the informational value and authenticity of the influencer's content and ensure transparency of brand partnership (Ismagilova et al., 2020).
In conclusion, the recommendations from this study have highlighted the need for Tesco F&F to work on strengthening the credibility and trust of influencers in creating their Instagram influencer marketing activities. The results show that credibility and trust are the most critical factors associated with purchase behaviour in this study, whereas engagement and other consumer-related factors are also linked to consumer responses. Hence, trustworthy relationships with influencers, authentic communication, and good recommendations of products should be considered as priorities for future influencer marketing activities (Sokolova and Kefi, 2020).
[bookmark: _Toc241063872]5.3 Contributions to Theory 
The study's key findings supplement current literature on consumer behaviour and social media marketing by advancing the knowledge regarding the nature of Instagram influencer marketing in the relatively under-researched field of supermarket fast fashion retailing. The previous research mainly focuses on luxury fashion brands and younger consumer segments; therefore, the analysis of Tesco F&F can serve as additional evidence from the value-fashion retail environment. The results extend the Theory of Planned Behaviour (TPB) as they show that attitude, subjective norms, and perceived behavioural control have positive correlations with purchase behaviour, but do not individually predict consumer purchasing decisions once other influencer-specific factors are analysed. This implies that the traditional factors in cognitive decision-making may not play as great a role as people consider when evaluating social media influencer recommendations (Ajzen, 1991).
The research also enhances the AIDA Model by demonstrating that attention, interest, and desire are all important stages of consumer involvement in a purchase but are not necessarily directly linked to purchase behaviour. The results showed that trust and credibility are required mechanisms which convert consumer awareness into real purchasing behaviour. Moreover, the study further supports the applicability of Source Credibility Theory, as the most influential factor affecting consumer purchase behaviour is Influencer credibility. This indicates that more than just exposure or engagement, expertise, reliability and authenticity are more important. The findings of this research therefore advance the existing theoretical knowledge by suggesting that the effectiveness of influencer marketing is more related to building trustworthy relationships between influencers, consumers, and brands than the retrieval of attention.
[bookmark: _Toc241063873]5.4 Limitations of the Study and Areas for Further Research 
Although the study provides useful information, there are certain limitations to the study. First, the research employed a convenience sampling technique and focused on 150 participants, which restricts the generalisability of the research findings to the wider population of fast fashion consumers within the UK. A larger probability-based sample could be used in future research for greater representativeness. Second, the study used a cross-sectional research design, which meant it was a snapshot of consumers' perceptions at one point in time. Longitudinal studies can offer insights into the impact of influencer relationships on purchases over time.
Thirdly, the study was self-reported and questionnaire-based, which could be subject to recall bias and social desirability bias. Future research might incorporate actual purchase data, social media analysis or experimental methods. Lastly, the research was limited to Tesco F&F in the UK fast fashion industry. To assess whether the effectiveness of influencer marketing varies across brand positioning and consumer segments, future studies could compare the performance of more than one fast fashion retailer like Primark, Zara and H&M.
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Section A: General Demographic Information
A1. What is your age? 
☐ 18 or Under 18            ☐ 19-24           ☐ 25-34    ☐ 35-44 ☐ 45 or Above 
A2. What is your gender?
☐ Male      ☐ Female     ☐ Other      ☐ Prefer not to say  
A3. In which region of the United Kingdom do you currently live?
☐ England   ☐ Scotland   ☐ Wales  ☐ Northern Ireland  ☐ Prefer not to say
A4. What is your highest completed level of education?
☐ Secondary education or below  ☐ College or further education ☐ Undergraduate degree 
☐ Postgraduate degree  ☐ Doctoral degree ☐ Other  ☐ Prefer not to say
A5. What is your current employment status?
☐ Employed full-time  ☐ Employed part-time  ☐ Self-employed  ☐ Student ☐ Retired 
☐ Unemployed and seeking work ☐ Not currently working ☐ Other:  ☐ Prefer not to say
A6. How often do you use Instagram?
☐ Several times a day ☐ Once a day ☐ Several times a week 
☐ Once a week ☐ Less than once a week
On average, how much time do you spend on Instagram each day?
☐ Less than 30 minutes   ☐ 30 minutes to less than 1 hour   ☐ 1 to less than 2 hours 
☐ 2 to less than 3 hours    ☐ 3 hours or more 
14. How often do you view fashion-related content on Instagram?
☐ Very often   ☐ Often   ☐ Sometimes   ☐ Rarely   ☐ Never
Section B: Main Questionnaire (Likert Scale)
	Questions
	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	Attitude

	1. I think purchasing Tesco F&F products promoted by Instagram influencers is a good idea.
	1
	2
	3
	4
	5

	2. I have a favourable opinion of Tesco F&F products promoted by Instagram influencers.
	1
	2
	3
	4
	5

	3. Instagram influencer promotions of Tesco F&F are useful when I am considering purchasing fashion products.
	1
	2
	3
	4
	5

	Subjective Norms

	4. People who are important to me would approve of me purchasing Tesco F&F products promoted by Instagram influencers.
	1
	2
	3
	4
	5

	5. The opinions of people close to me influence whether I consider Tesco F&F products promoted on Instagram.
	1
	2
	3
	4
	5

	6. My friends or family would encourage me to consider Tesco F&F products shown by Instagram influencers.
	1
	2
	3
	4
	5

	Perceived Behavioural Control 

	7. Whether I purchase Tesco F&F products promoted on Instagram is largely under my control.
	1
	2
	3
	4
	5

	8. It would be easy for me to purchase Tesco F&F products promoted on Instagram.
	1
	2
	3
	4
	5

	9. I have access to a convenient way of purchasing Tesco F&F products promoted on Instagram.
	1
	2
	3
	4
	5

	Attention  

	10. Instagram influencer posts about Tesco F&F quickly catch my attention.
	1
	2
	3
	4
	5

	11. I notice Tesco F&F products when they appear in Instagram influencer content.
	1
	2
	3
	4
	5

	12. Instagram influencer posts about Tesco F&F make me stop scrolling and look more closely.
	1
	2
	3
	4
	5

	Interest

	13. Instagram influencer content makes me interested in learning more about Tesco F&F products.
	1
	2
	3
	4
	5

	14. Influencer posts on Instagram encourage me to browse the Tesco F&F product range.
	1
	2
	3
	4
	5

	15. Instagram influencer content increases my interest in Tesco F&F as a fashion brand.
	1
	2
	3
	4
	5

	Desire 

	16. Instagram influencer posts increase my desire to own the Tesco F&F products being promoted.
	1
	2
	3
	4
	5

	17. Seeing influencers wearing Tesco F&F products makes me imagine myself wearing those products.
	1
	2
	3
	4
	5

	18. Instagram influencer content strengthens my preference for Tesco F&F products.
	1
	2
	3
	4
	5

	Trust

	19. I trust Instagram influencers who promote Tesco F&F products.
	1
	2
	3
	4
	5

	20. I believe Instagram influencers give honest opinions about Tesco F&F products.
	1
	2
	3
	4
	5

	21. I trust the recommendations made by Instagram influencers about Tesco F&F products.
	1
	2
	3
	4
	5

	Credibility

	22. I consider Instagram influencers promoting Tesco F&F products to be credible.
	1
	2
	3
	4
	5

	23. I believe these influencers are knowledgeable about the fashion products they promote.
	1
	2
	3
	4
	5

	24. I consider information provided by Instagram influencers about Tesco F&F products to be reliable.
	1
	2
	3
	4
	5

	Consumer Purchase Behaviour 

	25. Instagram influencer recommendations affect my decision to purchase Tesco F&F products.
	1
	2
	3
	4
	5

	26. I have considered purchasing Tesco F&F products after seeing them promoted by Instagram influencers.
	1
	2
	3
	4
	5

	27. I have visited Tesco F&F online or in-store after seeing its products promoted by an Instagram influencer.
	1
	2
	3
	4
	5

	28. I have purchased a Tesco F&F product after seeing it promoted by an Instagram influencer.
	1
	2
	3
	4
	5
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Participant Age


19-24	25-34	35-44	45 or Above	9.3333333333333338E-2	0.79333333333333333	9.3333333333333338E-2	0.02	

Percentage of Instagram Usage Frequency


Once a day	Once a week	Several times a day	Several times a week	0.12666666666666668	0.06	0.66	0.15333333333333332	Instagram Usage Frequency
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Survey File for SPSS Data Analysis.xlsx
Survey Questionnaire on _Explor

		Timestamp		What Is Your Age?		What is Your Gender?		In which region of the United Kingdom do you currently live? 		What Is Your Current Occupation		What Is Your Level of Education?		How often do you use Instagram? 		On average, how much time do you spend on Instagram each day? 		How often do you view fashion-related content on Instagram? 		Attitude [1. I think purchasing Tesco F&F products promoted by Instagram influencers is a good idea.]		Attitude [2. I have a favourable opinion of Tesco F&F products promoted by Instagram influencers.]		Attitude [3. Instagram influencer promotions of Tesco F&F are useful when I am considering purchasing fashion products.]		Subjective Norms [4. People who are important to me would approve of me purchasing Tesco F&F products promoted by Instagram influencers.]		Subjective Norms [5. The opinions of people close to me influence whether I consider Tesco F&F products promoted on Instagram.]		Subjective Norms [6. My friends or family would encourage me to consider Tesco F&F products shown by Instagram influencers.]		Perceived Behavioural Control [7. Whether I purchase Tesco F&F products promoted on Instagram is largely under my control.]		Perceived Behavioural Control [8. It would be easy for me to purchase Tesco F&F products promoted on Instagram.]		Perceived Behavioural Control [9. I have access to a convenient way of purchasing Tesco F&F products promoted on Instagram.]		Attention [10. Instagram influencer posts about Tesco F&F quickly catch my attention.]		Attention [11. I notice Tesco F&F products when they appear in Instagram influencer content.]		Attention [12. Instagram influencer posts about Tesco F&F make me stop scrolling and look more closely.]		Interest [13. Instagram influencer content makes me interested in learning more about Tesco F&F products.]		Interest [14. Influencer posts on Instagram encourage me to browse the Tesco F&F product range.]		Interest [15. Instagram influencer content increases my interest in Tesco F&F as a fashion brand.]		Desire [16. Instagram influencer posts increase my desire to own the Tesco F&F products being promoted.]		Desire [17. Seeing influencers wearing Tesco F&F products makes me imagine myself wearing those products.]		Desire [18. Instagram influencer content strengthens my preference for Tesco F&F products.]		Trust [19. I trust Instagram influencers who promote Tesco F&F products.]		Trust [20. I believe Instagram influencers give honest opinions about Tesco F&F products.]		Trust [21. I trust the recommendations made by Instagram influencers about Tesco F&F products.]		Credibility [22. I consider Instagram influencers promoting Tesco F&F products to be credible.]		Credibility [23. I believe these influencers are knowledgeable about the fashion products they promote.]		Credibility [24. I consider information provided by Instagram influencers about Tesco F&F products to be reliable.]		Customer Purchase Behaviour [25. Instagram influencer recommendations affect my decision to purchase Tesco F&F products.]		Customer Purchase Behaviour [26. I have considered purchasing Tesco F&F products after seeing them promoted by Instagram influencers.]		Customer Purchase Behaviour [27. I have visited Tesco F&F online or in-store after seeing its products promoted by an Instagram influencer.]		Customer Purchase Behaviour [28. I have purchased a Tesco F&F product after seeing it promoted by an Instagram influencer.]

		8/10/26 22:55		25-34		Male		Prefer not to say		Employed full-time		Undergraduate degree		Once a week		Less than 30 minutes		Very often		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5

		8/10/26 23:11		25-34		Male		England		Employed full-time		Secondary education		Several times a day		30 minutes to less than 1 hour		Sometimes		3		3		2		2		2		3		2		2		2		2		3		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2

		8/10/26 23:18		25-34		Male		England		Student		Post-Graduate degree		Several times a week		Less than 30 minutes		Sometimes		3		2		2		3		2		3		1		2		1		3		1		3		2		2		2		2		1		2		1		1		2		2		2		1		2		3		2		1

		8/10/26 23:18		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		4		4		4		5		5		4		5		4		3		4		5		5		4		5		4		4		4		5		5		5		4		4		4		4		4		4		5

		8/10/26 23:28		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		4		5		5		4		4		4		5		4		5		4		5		4		4		4		4		5		4		5		4		5		5		4		4

		8/10/26 23:30		25-34		Female		Wales		Unemployed and seeking work		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		4		4		4		4		3		4		3		4		5		5		4		4		4		5		4		4		4		4		5		4		5		5		4

		8/10/26 23:38		25-34		Female		Wales		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		5		4		3		4		4		5		4		3		4		5		4		5		4		4		4		5		4		5		4		4		5		4		4

		8/10/26 23:40		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		4		4		4		5		5		5		5		5		4		5		4		4		5		4		4		5		4		4		5		5		4		4		5		5

		8/10/26 23:47		19-24		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		5		4		4		4		5		4		5		5		4		4		4		4		4		4		4		4		5		5		5		5		5		5		4		5		5

		8/10/26 23:59		25-34		Female		Wales		Unemployed and seeking work		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		4		5		4		3		3		3		3		4		3		4		4		3		4		3		4		3		3		5		4		4		4		5		4		4		5		4		4

		8/11/26 0:08		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		5		4		5		4		5		4		5		3		4		5		4		5		4		5		4		5		4		5		4		5		4		5		4

		8/11/26 0:13		25-34		Female		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		5		4		5		4		5		4		5		3		4		5		4		5		4		5		4		5		4		5		4		5		4		5		4

		8/11/26 0:17		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		5		4		4		5		4		4		5		4		4		5		4		4		5		4		4		5		4		4		5		4		4		5		4		5

		8/11/26 0:23		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		5		4		5		5		4		5		5		4		5		5		4		5		5		4		5		5		5		5		5		5		5		5		4		5		5

		8/11/26 0:37		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		5		5		5		5		4		5		5		5		5		4		4		4		4		5		5		5		5		5		5		4		5		5		4		4

		8/11/26 4:45		25-34		Male		Wales		Student		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Sometimes		4		4		5		4		4		4		3		4		5		4		3		3		5		4		4		3		3		3		4		4		4		4		5		4		4		4		4		4

		8/11/26 15:22		25-34		Female		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		5		4		4		5		5		4		4		4		5		4		5		4		5		4		4		4		4		5		4		5		4		5		5		4		4

		8/11/26 16:25		35-44		Male		Wales		Self-Employed		Secondary education		Several times a day		1 to less than 2 hours		Often		5		4		4		4		5		4		3		5		4		4		5		4		4		5		4		4		5		4		4		5		5		4		5		5		4		4		4		5

		8/11/26 17:15		25-34		Male		Wales		Employed part-time		Undergraduate degree		Once a day		1 to less than 2 hours		Sometimes		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4

		8/11/26 20:30		25-34		Male		England		Student		Undergraduate degree		Once a day		2 to less than 3 hours		Very often		5		5		5		4		4		4		4		4		4		4		3		4		3		4		4		3		4		5		3		3		3		5		5		5		4		3		3		3

		8/12/26 15:44		19-24		Male		England		Student		Undergraduate degree		Several times a week		Less than 30 minutes		Very often		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5

		8/12/26 9:46		25-34		Female		Prefer not to say		Employed part-time		Secondary education		Once a week		1 to less than 2 hours		Often		5		4		5		4		4		4		3		3		3		3		3		3		5		5		5		3		3		3		5		5		5		5		5		5		5		5		5		5

		8/12/26 10:54		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		4		4		4		5		5		4		4		3		5		3		5		5		5		5		5		4		5		5		4		2		4		5		4		4		4

		8/12/26 12:02		25-34		Female		England		Unemployed and seeking work		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		5		5		5		3		3		3		5		5		5		5		5		5		3		3		3		4		4		4		4		4		4		5		4		5		4		4		4		4

		8/12/26 13:44		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		4		5		4		5		5		5		5		5		5		5		5		5		5		4		4		5		5		2		4		5		5		5		4		5		5		4		4		5

		8/12/26 14:32		25-34		Male		Wales		Student		Secondary education		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		4		4		4		1		1		1		2		2		2		4		4		4		5		5		5		5		5		5		5		5		5		5		5		5		5

		8/12/26 16:55		25-34		Male		Wales		Student		Post-Graduate degree		Several times a day		1 to less than 2 hours		Often		5		5		4		5		5		5		5		4		4		4		4		5		3		3		3		3		3		3		5		5		4		4		5		4		4		4		4		4

		8/12/26 18:11		25-34		Female		Wales		Employed full-time		Undergraduate degree		Several times a day		1 to less than 2 hours		Sometimes		5		5		4		4		5		4		4		4		4		3		3		3		5		5		5		4		4		4		4		4		5		4		5		4		4		4		4		4

		8/12/26 18:23		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		2		2		2		2		2		2		3		3		3		3		3		3		5		5		5		2		2		2		2		2		2		3		3		3		3

		8/12/26 19:17		35-44		Female		Wales		Employed part-time		Post-Graduate degree		Several times a day		1 to less than 2 hours		Often		5		5		4		5		5		5		5		5		4		4		4		4		5		5		5		5		5		5		4		5		4		4		2		4		5		5		5		4

		8/12/26 19:53		25-34		Male		Wales		Student		Secondary education		Several times a day		30 minutes to less than 1 hour		Often		5		4		4		4		4		4		4		4		4		4		4		4		5		4		4		1		1		1		5		4		5		4		5		4		5		5		5		4

		8/12/26 21:03		35-44		Female		Wales		Employed full-time		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		5		5		5		5		5		5		5		5		5		4		5		4		5		5		5		4		5		5		5		5		4		5		5		4		4

		8/12/26 22:40		25-34		Male		Wales		Student		Undergraduate degree		Several times a week		1 to less than 2 hours		Sometimes		5		5		5		4		4		4		5		4		4		2		2		2		4		4		4		5		5		4		4		4		5		4		5		5		5		5		5		5

		8/12/26 23:33		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		5		5		4		4		4		4		4		4		5		5		5		4		5		5		4		5		5		5		5		4		4		5		5		5		5		4		4

		8/13/26 1:58		19-24		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		4		4		4		4		4		4		4		4		4		5		5		4		4		4		5		4		5		4		5		5		4		4		4		4

		8/13/26 2:49		25-34		Female		Wales		Student		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		4		5		5		5		5		5		5		5		5		5		5		4		4		4		4		5		4		4		5		5		5		5		5		4		5

		8/13/26 3:58		25-34		Male		Prefer not to say		Employed full-time		Post-Graduate degree		Once a day		30 minutes to less than 1 hour		Often		5		5		5		4		5		5		4		4		4		5		5		5		4		4		4		3		3		3		5		5		5		4		5		4		5		5		5		4

		8/13/26 5:53		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		4		4		5		5		4		5		5		5		5		4		4		4		2		2		2		5		5		5		5		4		5		5		4		5		5		4		4		5

		8/13/26 8:00		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		5		4		5		5		4		5		5		5		5		5		5		2		2		2		4		4		5		4		5		4		5		4		5		4

		8/13/26 10:25		25-34		Male		England		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		5		5		4		4		4		4		4		4		5		5		5		5		5		5		4		4		4		4		5		4		4		4		4		5

		8/13/26 11:20		19-24		Female		Wales		Employed part-time		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		4		5		5		4		4		4		5		5		4		5		5		5		4		4		4		5		5		5		4		5		4		4		5		4		4		4		4		5

		8/13/26 11:31		35-44		Female		Prefer not to say		Employed full-time		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		4		4		4		5		5		5		5		5		4		4		4		4		5		5		5		5		5		5		4		4		4		4		4		5		5		5		5		4

		8/13/26 11:38		25-34		Female		Wales		Student		Post-Graduate degree		Several times a day		Less than 30 minutes		Often		4		4		4		4		4		4		4		4		4		4		4		5		4		4		5		5		4		5		4		5		5		4		5		5		5		4		4		4

		8/13/26 13:30		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		Less than 30 minutes		Sometimes		5		5		5		4		4		4		5		5		4		4		4		4		5		5		4		4		5		4		5		4		4		4		4		4		4		4		4		4

		8/13/26 15:01		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		4		5		5		4		4		4		5		5		5		5		5		5		4		5		4		5		4		5		4		5		5		5		5		5		4		5		5

		8/13/26 16:48		25-34		Female		Wales		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Very often		5		4		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		4		5		5		4		4		4		5		4		4		4		5

		8/13/26 16:55		25-34		Female		Wales		Unemployed and seeking work		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		4		4		5		4		4		5		4		4		4		4		4		4		4		4		4		4		4		5		4		5		5		5		4		4		4

		8/13/26 17:58		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		5		5		4		5		5		5		4		4		4		4		4		5		4		4		4		5		5		4		4		4		5		5		5		4		5		4		4		4

		8/13/26 18:28		25-34		Male		Wales		Student		Undergraduate degree		Once a week		30 minutes to less than 1 hour		Often		5		4		4		5		4		4		5		5		5		4		5		5		4		4		4		5		5		3		4		4		4		5		5		4		5		5		4		4

		8/13/26 19:46		25-34		Male		Wales		Student		Undergraduate degree		Once a day		1 to less than 2 hours		Often		4		5		4		5		5		4		5		5		5		4		4		4		5		5		5		5		5		5		5		5		4		5		5		4		5		4		4		4

		8/13/26 19:51		25-34		Female		Wales		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		4		4		5		5		5		5		5		5		4		5		4		4		4		4		3		3		3		4		5		4		4		5		5		5		4		4		4

		8/13/26 23:59		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		4		5		5		5		5		5		5		4		5		5		4		4		4		4		4		5		5		4		4		5		4		4		5		5		5		4		5		5

		8/14/26 2:36		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		5		4		4		5		5		5		5		4		4		4		4		4		4		4		4		4		5		4		5		5		5		5		5		5		5		5		4		4

		8/14/26 3:16		25-34		Female		Wales		Employed part-time		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Very often		4		5		5		4		4		4		4		4		4		5		5		4		5		5		5		5		5		5		5		4		5		4		5		4		4		4		4		4

		8/14/26 3:37		19-24		Male		England		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		5		5		5		4		4		4		4		5		4		3		3		3		4		4		4		2		2		2		4		4		5		5		5		5		5		5		4		5

		8/14/26 4:53		25-34		Female		Wales		Unemployed and seeking work		Post-Graduate degree		Several times a week		1 to less than 2 hours		Often		5		5		4		4		4		4		5		5		5		5		5		5		5		4		5		4		4		4		4		5		5		5		5		4		5		4		4		4

		8/14/26 6:53		25-34		Male		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		5		5		4		5		5		4		4		4		4		4		4		4		4		5		5		4		4		5		5		5		4		4		5		4		4		4		4		4

		8/14/26 8:25		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		4		5		4		5		5		5		5		5		5		5		5		4		3		3		3		5		4		5		5		5		5		5		5		4		4

		8/14/26 12:30		25-34		Male		Prefer not to say		Employed full-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		4		4		5		5		4		5		5		5		2		2		2		5		5		5		5		5		5		4		5		5		5		4		5		5

		8/14/26 13:36		25-34		Male		England		Student		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		4		4		5		5		4		5		5		4		4		5		5		5		5		5		4		4		5		5		5		5		5		4		4		5

		8/14/26 14:09		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		5		5		4		5		4		5		5		4		1		1		1		2		2		2		2		2		2		4		4		4		5		5		4		5		4		4		4

		8/14/26 14:45		19-24		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		4		4		5		5		5		3		3		3		5		4		5		5		5		4		4		4		5		5		4		4		5		4		4		4

		8/14/26 16:06		25-34		Male		Wales		Student		Secondary education		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		4		4		4		4		4		5		5		5		5		5		5		4		5		4		4		5		5		5		5		5		4		5		5		5		4

		8/14/26 17:34		25-34		Female		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		3		3		3		4		4		4		3		3		3		4		4		4		5		4		4		4		4		4		4		4		5		4		5		4		5		4		4		5

		8/14/26 17:53		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		4		5		4		4		4		4		4		4		5		5		5		5		5		5		5		4		4		4		5		5		4		5		4		5		4		4		4

		8/14/26 18:26		25-34		Female		Wales		Unemployed and seeking work		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		5		5		5		5		5		5		5		4		5		5		5		4		4		5		4		5		5		5		5		4		4		4		5		4		4		4		5		5

		8/14/26 19:14		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		Less than 30 minutes		Often		5		5		4		4		4		4		2		2		2		5		5		5		5		4		5		5		5		5		3		3		3		4		5		4		4		4		5		4

		8/14/26 20:27		25-34		Male		Wales		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		5		5		4		4		4		4		4		4		5		5		5		4		4		4		5		5		4		4		5		5		4		5		5		5		5		5		4

		8/14/26 21:13		25-34		Female		Wales		Employed part-time		Undergraduate degree		Once a week		30 minutes to less than 1 hour		Often		4		4		4		3		3		3		4		4		5		5		5		5		5		5		5		5		5		4		4		4		5		4		5		4		4		5		4		5

		8/14/26 22:37		25-34		Female		Wales		Student		Undergraduate degree		Several times a week		Less than 30 minutes		Often		4		4		4		4		4		4		4		4		4		4		4		5		5		5		5		5		5		4		4		4		4		4		5		4		4		5		4		4

		8/14/26 23:23		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		5		5		5		5		5		5		4		4		4		5		4		4		5		5		5		5		5		4		5		4		5		5		5		4		5		4		4		4

		8/15/26 1:47		25-34		Female		Wales		Student		Undergraduate degree		Once a week		Less than 30 minutes		Very often		4		5		4		3		3		3		4		5		4		5		5		5		4		4		4		5		5		4		5		4		5		5		5		5		4		5		4		4

		8/15/26 3:30		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		2		2		2		4		4		4		5		5		5		4		4		4		4		4		4		3		3		3		5		5		5		5		4		4		5		5		4		5

		8/15/26 4:25		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		4		4		5		2		2		2		2		2		2		4		5		4		5		5		5		5		4		5		5		4		4		4		5		4		4		5		4		4

		8/15/26 5:54		35-44		Female		Wales		Self-Employed		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		5		5		5		5		4		5		5		4		5		4		4		4		5		4		5		4		5		4		4		5		4		4

		8/15/26 8:11		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		3		3		3		4		4		5		3		3		3		2		2		2		4		4		4		5		4		5		4		5		5		5		5		4		5

		8/15/26 8:59		25-34		Female		Wales		Student		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		5		5		5		4		4		4		4		5		4		4		4		4		4		4		4		5		5		4		5		5		5		5		4		5		4		5		5		4

		8/15/26 10:09		25-34		Male		Wales		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		5		5		4		4		4		4		3		3		3		3		3		3		5		4		5		5		5		4		4		5		4		4

		8/15/26 10:57		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		5		5		3		3		3		5		5		4		4		5		5		4		4		5		4		4		4		4		4		4		4		5		4		4		5		4		5

		8/15/26 11:16		25-34		Male		Wales		Student		Undergraduate degree		Several times a week		1 to less than 2 hours		Very often		4		4		4		3		3		3		4		5		5		5		5		5		3		3		3		3		3		3		3		4		5		4		5		4		5		4		4		4

		8/15/26 12:59		19-24		Female		Wales		Student		Undergraduate degree		Several times a day		Less than 30 minutes		Sometimes		5		5		4		5		4		5		2		2		3		5		4		5		4		4		4		5		5		4		4		4		4		5		5		5		5		5		5		4

		8/15/26 13:28		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		4		4		4		2		3		2		5		4		5		3		3		3		4		4		4		4		4		4		5		4		4		4		5		4		4

		8/15/26 14:25		25-34		Female		England		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		4		5		4		4		4		4		4		5		4		4		5		4		4		4		5		5		4		4		4		5		4		5		4		5		4		5		5

		8/15/26 17:20		25-34		Female		Wales		Self-Employed		Undergraduate degree		Several times a day		1 to less than 2 hours		Sometimes		5		5		4		5		5		4		4		5		4		4		4		4		5		4		4		5		5		5		5		4		5		4		4		4		4		4		4		4

		8/15/26 17:54		25-34		Female		Wales		Employed part-time		Undergraduate degree		Once a day		Less than 30 minutes		Very often		4		4		4		5		4		4		4		5		5		5		4		5		5		5		4		4		5		4		5		4		4		4		4		5		4		5		5		4

		8/15/26 21:11		25-34		Male		England		Student		Post-Graduate degree		Once a day		30 minutes to less than 1 hour		Sometimes		5		5		4		4		4		4		4		4		5		4		4		5		5		5		5		5		5		4		5		4		4		4		4		4		5		5		5		5

		8/15/26 21:29		25-34		Female		England		Student		Secondary education		Once a day		30 minutes to less than 1 hour		Often		5		4		4		4		4		4		5		4		5		4		4		4		5		5		4		5		4		5		5		5		4		4		5		5		5		4		5		4

		8/15/26 22:09		25-34		Male		England		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		4		4		5		5		4		5		4		4		4		4		5		5		5		4		5		5		5		4		5		4		4		4		4		4

		8/15/26 22:33		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		5		4		4		5		5		4		4		4		5		4		5		4		4		4		5		4		5		4		4		4		4		4

		8/15/26 23:32		25-34		Female		Wales		Student		Post-Graduate degree		Several times a day		Less than 30 minutes		Very often		4		4		4		5		5		5		5		4		5		4		5		4		5		5		5		5		4		4		5		5		4		4		5		4		5		4		5		4

		8/15/26 23:44		25-34		Male		England		Student		Undergraduate degree		Once a week		30 minutes to less than 1 hour		Often		4		4		4		3		3		3		5		5		5		5		5		4		4		4		4		4		4		4		5		4		5		4		4		4		4		4		5		4

		8/16/26 3:42		35-44		Female		Wales		Employed full-time		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		4		4		4		4		5		5		4		4		4		4		4		5		5		5		4		5		5		4		4		4		4		4		5		5		4		4		4		4

		8/16/26 5:36		25-34		Male		England		Student		Undergraduate degree		Several times a day		Less than 30 minutes		Very often		5		5		4		3		3		3		4		4		4		5		5		5		4		4		4		4		4		4		4		4		5		4		4		5		5		4		5		4

		8/16/26 6:06		25-34		Male		Wales		Employed part-time		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		5		4		5		4		4		4		4		5		5		5		4		4		5		5		4		5		4		4		5		5		5		4		5		4		4		5		5		4

		8/16/26 6:38		35-44		Male		Wales		Employed full-time		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		5		4		5		5		5		5		5		5		4		4		4		5		5		5		4		5		5		5		4		4		5		4		5		4		5		4		5		5

		8/16/26 6:39		25-34		Male		Wales		Student		Post-Graduate degree		Several times a day		1 to less than 2 hours		Very often		5		4		5		5		5		4		5		5		4		3		3		3		4		4		5		4		5		4		4		5		4		5		4		5		4		4		4		4

		8/16/26 7:37		25-34		Male		Wales		Employed part-time		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		4		5		5		4		4		5		5		4		4		4		4		4		4		4		5		5		3		4		5		4		4		5		4		5		4		4		5

		8/16/26 9:18		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		5		5		4		4		4		5		5		4		4		5		4		4		4		4		5		5		4		4		5		4		5		4		4		4		5		4		4

		8/16/26 10:54		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		5		4		5		4		4		5		5		4		4		5		4		4		4		4		4		4		5		3		3		3		4		5		5		4		4		4		4

		8/16/26 11:22		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		4		5		5		4		4		5		5		4		5		4		5		5		4		4		4		4		5		5		5		5		4		5		4		4		4		4		4

		8/16/26 12:13		25-34		Male		Wales		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Very often		4		4		4		5		5		4		5		5		4		4		5		5		5		5		4		5		5		5		4		4		5		4		4		5		4		4		4		4

		8/16/26 13:43		25-34		Male		Wales		Student		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		5		4		5		4		4		5		4		4		3		3		3		4		4		4		5		5		5		5		5		4		4		4		4		4		4		4		4

		8/16/26 16:53		25-34		Male		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		4		4		4		4		4		4		4		5		5		5		5		5		4		5		5		5		5		5		5		4		5		5

		8/16/26 18:49		35-44		Male		Wales		Employed full-time		Post-Graduate degree		Once a week		30 minutes to less than 1 hour		Often		5		5		4		4		5		4		5		5		4		5		5		5		5		5		4		5		4		4		4		4		4		5		5		4		4		5		5		4

		8/16/26 20:34		35-44		Female		Wales		Employed full-time		Undergraduate degree		Once a week		30 minutes to less than 1 hour		Very often		4		4		4		5		4		5		4		5		4		4		4		4		5		4		4		5		4		4		4		4		4		5		5		4		5		5		4		5

		8/16/26 21:39		25-34		Male		Prefer not to say		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		5		5		4		5		4		4		4		4		4		5		4		5		4		5		5		5		5		4		4		4		4		5		4		5		4		4		4		5

		8/17/26 0:00		35-44		Female		Wales		Employed full-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		5		5		4		5		4		4		5		4		4		5		5		5		5		4		5		5		5		5		5		4		5		5

		8/17/26 0:32		25-34		Male		Wales		Student		Post-Graduate degree		Several times a day		Less than 30 minutes		Very often		4		5		4		4		5		5		3		3		3		5		5		5		4		5		4		4		4		4		4		4		4		4		5		4		4		5		4		4

		8/17/26 1:39		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		4		4		5		5		4		4		5		5		5		4		5		5		5		4		5		5		4		4		4		4		5		5		4		4		5		5		5		5

		8/17/26 3:02		25-34		Male		Wales		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		5		4		4		4		4		4		5		5		5		5		5		4		5		4		5		4		5		5		4		5		5		4		5		4		5		5		4		5

		8/17/26 3:39		25-34		Male		Wales		Employed full-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		4		5		4		5		5		5		4		5		5		5		5		5		4		5		5		5		5		5		4		4		4		4		4		4		4		4

		8/17/26 6:49		25-34		Male		Wales		Employed full-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		5		5		4		5		5		4		4		5		4		4		5		5		4		4		4		4		4		4		5		5		5		5		5		5		5		4		4		4

		8/17/26 8:44		25-34		Male		Wales		Employed full-time		Undergraduate degree		Several times a week		Less than 30 minutes		Very often		4		4		4		2		2		2		4		4		5		4		4		4		4		5		5		4		4		4		5		4		5		4		4		4		5		5		5		5

		8/17/26 11:20		19-24		Female		Wales		Student		Secondary education		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		4		4		5		4		5		4		5		5		4		4		4		5		4		4		5		5		5		5		4		4		5		4		4		5		5

		8/17/26 12:30		25-34		Female		Wales		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		5		4		4		4		5		5		5		4		5		4		5		5		4		5		5		4		4		4		4		4		5		5		5		5		5		4		5

		8/17/26 13:20		25-34		Male		Wales		Student		Post-Graduate degree		Several times a day		1 to less than 2 hours		Very often		5		5		4		5		4		5		4		5		5		4		4		5		4		5		5		5		5		5		4		4		3		5		4		4		5		4		4		4

		8/17/26 14:38		25-34		Male		Wales		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		4		5		4		5		4		5		4		4		4		4		4		4		5		4		5		5		4		4		4		4		5		4		4		4		5		5		5		4

		8/17/26 16:01		19-24		Female		England		Student		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Often		3		5		4		5		5		5		4		4		4		3		3		3		4		4		4		5		5		4		4		4		5		5		5		5		4		5		4		5

		8/17/26 18:05		25-34		Male		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		5		4		5		5		4		4		4		4		2		2		2		4		5		4		4		4		4		5		5		5		4		4		4		5		4		4		4

		8/17/26 20:11		19-24		Male		England		Student		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Very often		5		4		4		5		4		5		4		4		4		5		5		5		4		4		4		5		3		5		4		5		4		4		5		4		4		4		4		4

		8/17/26 21:38		35-44		Male		Wales		Self-Employed		Undergraduate degree		Several times a day		Less than 30 minutes		Often		5		4		4		3		4		4		5		4		5		4		4		4		5		5		5		5		5		4		5		4		5		5		5		4		5		4		5		5

		8/18/26 0:28		25-34		Male		Wales		Employed part-time		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Very often		5		4		4		3		3		3		4		4		4		5		5		3		4		4		4		5		4		4		3		3		3		5		5		4		4		5		4		4

		8/18/26 1:32		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Very often		4		5		4		5		4		4		5		5		4		5		4		5		2		2		2		5		5		4		4		4		4		4		4		5		4		4		4		4

		8/18/26 2:50		25-34		Male		Wales		Student		Secondary education		Several times a day		30 minutes to less than 1 hour		Often		5		4		4		4		5		4		4		5		5		4		4		5		4		4		4		4		5		5		4		4		5		4		5		5		5		4		5		5

		8/18/26 4:05		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		4		4		4		4		5		4		4		4		4		4		4		4		4		4		1		1		1		4		5		5		5		4		4		5		5		4		4

		8/18/26 5:37		25-34		Male		Wales		Unemployed and seeking work		Post-Graduate degree		Several times a day		Less than 30 minutes		Often		5		5		4		4		5		5		3		4		4		5		5		5		5		5		5		4		5		4		5		5		4		4		5		4		4		4		4		5

		8/18/26 6:13		19-24		Male		Wales		Student		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		5		5		4		4		4		4		4		4		5		5		5		5		5		5		4		2		2		2		3		3		3		3		3		3		2		2		2		2

		8/18/26 6:30		25-34		Female		Wales		Student		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Often		5		5		5		4		4		4		4		5		4		5		5		4		4		4		4		4		4		4		4		5		4		4		5		4		4		5		5		5

		8/18/26 7:40		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		4		4		5		4		4		4		4		4		5		4		5		4		5		4		5		4		4		5		4		5		4		4		4		4		4		4		5

		8/18/26 11:33		25-34		Male		Wales		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		5		5		4		5		5		5		4		5		5		5		4		5		4		5		5		5		5		4		4		4		5		4		5		5		4		4		4		4

		8/18/26 13:18		19-24		Female		Wales		Unemployed and seeking work		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Very often		5		5		4		4		4		5		5		5		5		4		5		5		2		2		2		2		2		2		4		4		5		4		4		5		4		4		4		5

		8/18/26 13:28		25-34		Male		England		Student		Post-Graduate degree		Several times a day		1 to less than 2 hours		Often		4		5		4		5		4		5		4		4		5		4		4		4		5		5		4		5		5		5		4		4		5		4		5		4		5		5		4		5

		8/18/26 14:20		25-34		Female		Wales		Employed part-time		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		4		2		5		5		4		5		5		4		3		3		3		5		5		4		5		5		4		5		4		4		5		5		5		4		4		4		4

		8/18/26 16:27		25-34		Male		Wales		Student		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Sometimes		4		4		4		4		5		4		5		4		4		3		3		4		5		4		4		5		4		4		5		4		5		4		4		4		4		4		5		5

		8/18/26 16:37		25-34		Female		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		4		4		4		5		5		5		5		5		5		4		4		5		5		4		5		5		4		5		4		4		4		4		5		4		5		5		4		4

		9/1/26 18:35		19-24		Female		England		Student		Undergraduate degree		Several times a day		1 to less than 2 hours		Very often		5		5		5		5		5		5		5		5		5		5		4		4		5		4		4		4		5		4		5		4		4		5		4		5		4		4		5		5

		9/1/26 22:29		25-34		Female		England		Employed full-time		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Very often		4		5		4		5		5		4		4		4		4		5		5		4		5		5		4		4		5		5		4		4		5		5		5		5		5		5		5		5

		9/2/26 10:12		25-34		Female		Northern Ireland		Employed full-time		Undergraduate degree		Several times a week		30 minutes to less than 1 hour		Sometimes		5		4		5		5		5		5		4		4		4		5		4		5		4		5		4		5		5		4		4		4		4		4		4		4		5		4		5		4

		9/2/26 11:21		35-44		Female		Wales		Self-employed		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		5		5		4		4		5		5		5		5		4		4		5		4		5		5		5		5		5		5		5		5		5		5		5		4		5		5		4		5

		9/2/26 11:43		45 or Above		Female		England		Employed full-time		Undergraduate degree		Once a day		Less than 30 minutes		Sometimes		4		5		4		4		5		5		5		5		5		5		4		5		5		5		5		5		4		4		5		4		5		5		5		5		5		5		5		5

		9/2/26 14:04		19-24		Male		Wales		Student		Undergraduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		5		5		5		4		5		5		4		5		5		5		5		5		5		5		5		5		5		5		4		5		5		4		5		5		4

		9/2/26 15:43		25-34		Female		Scotland		Employed part-time		Undergraduate degree		Once a day		Less than 30 minutes		Often		5		5		4		5		5		4		5		5		5		5		5		5		4		4		5		5		5		5		4		5		4		5		5		5		4		5		4		5

		9/2/26 17:42		45 or Above		Female		Scotland		Retired		Secondary education		Once a week		Less than 30 minutes		Rarely		5		5		5		4		4		4		5		4		5		4		4		5		4		5		4		4		5		5		5		5		5		4		5		5		4		4		4		5

		9/2/26 17:57		25-34		Male		England		Employed full-time		Post-Graduate degree		Several times a day		30 minutes to less than 1 hour		Often		5		5		5		4		5		5		5		5		5		4		5		5		4		5		5		4		5		5		5		5		4		5		5		5		5		5		5		4

		9/2/26 18:17		25-34		Male		Scotland		Employed full-time		Undergraduate degree		Several times a day		1 to less than 2 hours		Often		5		4		5		5		4		5		5		4		5		4		5		5		4		5		5		5		5		4		5		5		5		5		5		5		4		5		5		5

		9/2/26 18:54		45 or Above		Male		Wales		Self-employed		College or further education		Several times a week		Less than 30 minutes		Sometimes		4		5		5		4		4		4		4		5		4		4		5		4		4		5		4		5		5		4		5		5		5		5		5		4		5		4		5		5

		9/2/26 19:16		35-44		Male		Scotland		Employed full-time		College or further education		Several times a week		Less than 30 minutes		Sometimes		4		5		4		5		4		5		5		4		5		5		4		4		5		5		4		4		5		4		4		5		4		5		5		5		4		4		5		4

		9/2/26 19:43		25-34		Female		Wales		Employed part-time		Undergraduate degree		Once a day		30 minutes to less than 1 hour		Often		5		5		4		5		5		4		5		5		4		4		5		5		4		5		5		5		5		5		4		4		4		4		5		4		5		5		5		4

		9/3/26 19:28		25-34		Male		England		Self-employed		College or further education		Several times a day		1 to less than 2 hours		Very often		5		5		5		4		4		4		4		5		5		5		5		4		5		5		4		4		5		5		5		5		5		5		4		5		5		5		4		5

		9/3/26 20:10		35-44		Male		England		Employed full-time		Post-Graduate degree		Several times a week		30 minutes to less than 1 hour		Sometimes		5		4		4		5		5		5		5		4		5		4		4		4		5		4		4		5		4		5		4		5		5		4		5		5		5		4		5		4
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