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1. [bookmark: _Toc224667531]Background and Problem Statement
The rapid development of digital technologies and social networking platforms is substantially changing the ways in which organisations are communicating with their customers (Shanmugasundaram and Tamilarasu, 2023). The emergence of social media has dramatically changed techniques of the marketing specially in the consumer goods sector of the UK. Products are getting promoted more and more through social media influencers. Social media platforms such as Instagram, Facebook, YouTube and TikTok are now considered important tool for ensuring marketing communication (Chang and Chang, 2023). As it is assisting larger companies to reach a larger group of audience in an efficient manner. In the contemporary era, marketing practices are shifting from the traditional approach and moving towards more personalised and interactive techniques. Influencer marketing is one of such practice which is being used in modern marketing, through which collaboration is done with individuals who have strong online presence and also the competence to influence behaviours and perceptions of customers. Data suggest that in the UK 1 in 4 adults get influenced by such collaborations, moreover, 84% of Gen Z and 68% of millennials are actively following the influencers (SproutSocial, 2026). In the view of Okonkwo and Namkoisse, (2023), influencer marketing enables businesses to reach to highly targeted audiences through individuals who are perceived as authentic and trustworthy. 
The consumer good industry is a highly competitive and growing sector, as its revenue reached 251, 721.4 US$M in 2024 and with a growth rate of 3.5% annually it is further expected to reach 340, 639.1 US$M in 2033 (Grand View Horizon, 2025). Such trends reflect that the need for employing an effective marketing tools have also increased. As consumers are spending more time on social media platforms, organisations are now considering the use of influencer marketing in their promotional tactics so that visibility and engagement of brand can be improved. Moreover, it can also be understood that the perceived authenticity and creditability of the influencers can also significantly can create an impact on the ways in which audiences may respond to marketing messages (Ravi Bosco, 2023). When the consumers are able to trust an influencer, the chances are high that they would engage with the content, have interaction with the brand and also potentially build positive attitudes towards the promoted products. 
Even though the adoption of influencer marketing is increasing in the UK consumer goods market, still there is uncertainty around the effectiveness of such tactics in improving engagement of customers. There organisations which invest towards influencer partnerships, but they still find it difficult to evaluate which influencer feature contribute most towards engagement results (Haque et al., 2023). That is why understanding the role of influencer authenticity, creditability and communication style in forming customer engagement has become important. The present study would evaluate the ways in which influencer marketing create an impact on customer engagement specifically within the consumer goods industry in the UK, so that the major elements which leads to its effectiveness can be identified.            
[bookmark: _Toc224667532]2. Aim
The aim of this research is to examine the role of influencer marketing in influencing customer engagement within the UK consumer goods industry.
[bookmark: _Toc224667533]3. Objectives
1. To examine the concept and growth of influencer marketing in the UK consumer goods industry.
2. To analyse the factors that influence the effectiveness of influencer marketing on customer engagement.
3. To evaluate the relationship between influencer credibility, authenticity, and consumer engagement.
4. To provide recommendations for consumer goods companies to improve customer engagement through influencer marketing strategies.
[bookmark: _Toc224667534]4. Research Questions
1. How is influencer marketing used within the UK consumer goods industry?
2. What factors influence customer engagement with influencer marketing content?
3. How do influencer credibility and authenticity affect customer engagement?
4. How can consumer goods companies improve engagement through influencer marketing?
[bookmark: _Toc224667535]5. Rationale
The idea of influencer marketing has emerged as one of the most significant promotional tools of any brand that works within the consumer goods industry, especially in the UK where the level of social media usage is significant. Although it is popular, even now many organisations have trouble determining whether influencer collaborations are really effective in achieving goals of the business (Leung et al., 2022). The study is significant as it will determine the impact of the influencer marketing on consumer interaction, attitude, and engagement behaviour. 
[bookmark: _Toc224667536]6.Brief Literature Review 
[bookmark: _Toc224667537]6.1 Concept and growth of influencer marketing
The concept of influencer marketing has evolved fast, along with the growth of social media networks, and now it is considered an important promotion tool in the consumer goods market. Rathod et al., (2022) suggest that as opposed to conventional advertising; influencer marketing enables the brand to engage with niche audiences more interactively in a more personalised way. In the UK, the widespread use of social media sites has also promoted the use of influencers in the marketing of organisations. However, Cartwright et al., (2022) claim that the number of influencer marketers grew rapidly, which has resulted in problems such as the saturation of content and weakening trust of the audience. Once the promotional partnerships are too commercialised, the consumers can view the influencer promotion as less genuine. Chan, (2022) explains that, despite the opportunities that come with influencer marketing in terms of brand exposure, the success of this concept is attached with how well organisations strategically approach influencer alliances and retain authenticity to the audiences.
[bookmark: _Toc224667538]6.2 Factors that influence the effectiveness of influencer marketing on customer engagement
Some of the factors that determine the success of influencer marketing are the relevance of its content, the relationship between the audience and the influencer and the communication style. Evania et al., (2023) shows that influencers that create entertaining and educational content have more chances to create greater engagement between themselves and the audience. However, the connection between influencer content and customer interaction does not necessarily remain the same. Gu and Duan, (2024) further argue that the degree of engagement can be conditional on the communication between the personal brand and the promoted product of the influencer. When the followers see the cooperation as forced or driven by commercial reasons, they may stop getting affected even when the influencer is popular. Moreover, Migkos et al., (2025) explains that, also, the algorithmic modification of social media sites can influence the distribution of the promotional content to the audience, avoiding visibility and interaction. 
[bookmark: _Toc224667539]6.3 Relationship between influencer credibility, authenticity, and consumer engagement
The credibility and authenticity of an influencer are often listed among the key factors of customer interactions during influencer marketing campaigns. Credibility can be linked with perceived authority and trustfulness of the person influencing, whereas authenticity can be linked with sincerity of the communication person engages in with the followers. According to Chavda and Chauhan, (2024), the audience will prefer following influencers who are transparent and honest in their product promotion. On the other hand, Khan, (2023) criticises that, the growing commercialisation of influencer marketing has brought about the issue of authenticity. Influencers who do not promote several brands regularly are able to gain the trust of the followers and they do not doubt the authenticity of their suggestions. Moreover, Dandona, et al., (2025) highlights that, consumers are increasingly becoming conscious of sponsored content, and it might diminish the effectiveness of influencer endorsements. Due to this, the degree of credibility and authenticity might be positively affected, still, having these qualities is rather problematic in the most commercialised digital spaces.
[bookmark: _Toc224667540]6.4 Theoretical Framework 
According to the Ciunova-Shuleska, (2022), the Source Credibility Theory describes the factors that determine the persuasiveness of any message based on the perceived expertise and credibility of the communicator. Influencers are the communicators of promotional messages in the framework of influencer marketing, and their authenticity may have a considerable impact on the ways of how the audiences interpret and react on marketing messages (Yasa et al., 2025). Whenever consumers see the influencers as knowledgeable and trustworthy, they tend to believe them and invest in the advertised brand. The theory thus offers an effective model of studying the effects of influencer credibility and authenticity in generating customer engagement in online marketing contexts.
[bookmark: _Toc224667541]6.5 Research Gap
There is widespread presence of existing literature on the topic of influencer marketing and consumer behaviour, but there are still a number of limitations. A lot of the existing literature has been based on general digital marketing or dedicated to particular social media platforms as opposed to consumers goods industry in UK. Furthermore, most of the research focuses on purchase intention and not extensive interaction behaviours like commenting and content sharing. Further knowledge regarding the combined effect of credibility and authenticity on the outcome of engagement in influencer marketing campaigns is also limited. Therefore, more studies are needed to explore the influence of these aspects on the customer engagement in the UK consumer goods sector. Filling this gap will offer more contextual information to organisations interested in creating an effective influencer marketing strategy.
[bookmark: _Toc224667542]7. Methodology
[bookmark: _Toc224667543]7.1 Research Design 
The proposed research will be done by using qualitative research design to examine how influencer marketing affects customer engagements. Such method is suitable for studies which have an aim to understand patterns, meanings and themes within existing information rather than measuring numerical relationships (Pratt, 2025). This would allow the researcher to evaluate such materials which have been published previously so that detailed information can be gained. Moreover, this design will also be selected for interpreting different perspectives presented in industry literature and academic journals around influencer creditability, authenticity and tier influence on engagement of customers.     
[bookmark: _Toc224667544]7.2 Research Philosophy
Interpretivism philosophy will be adopted in this study, as it emphasises on understanding social phenomena through interpretation of existing perspectives and knowledge. This philosophy will be appropriate for this study as customer engagement and influencer marketing are influenced by human behaviours, perceptions and social interactions. By evaluating existing literature through interpretivism philosophy different interpretations of practitioners and scholars can be determined (Junjie and Yingxin, 2022). Such philosophy will also be selected as it would assist in exploring the ways in which responses of customers in the digital landscape get influenced by creditability, communication style and authenticity of the influencers. 
[bookmark: _Toc224667545]7.3 Data Collection 
Secondary data collection sources will be selected in the research so that detailed investigation can be conducted. Information will be gathered through the academic journals, industry reports and reliable internet materials on digital marketing, consumer behaviour, and influencer marketing in the UK. Such method will be selected as it will prove to be effective for the study because extensive literature is already present around influencer marketing, consumer behaviour and digital marketing strategies. It will also allow the researcher to review a wide range of reports and studies so that the trends and patterns around the research subject can be determined (Ajayi, 2023). With the assistance of multiple sources broader understanding can be developed so that the realiability of information used in the study can be enhanced.     
[bookmark: _Toc224667546]7.4 Data Analysis
Thematic analysis technique will be selected to identify patterns and themes associated with the credibility, authenticity, and customer engagement of influencers will be conducted under the thematic analysis approach. The researcher will be able to systematically organise the information and then develop meaningful information (Riazi et al., 2023), around the ways in which influencer marketing contributes towards customer engagement in the consumer goods sector of the UK.    
[bookmark: _Toc224667547]7.5 Ethical Consideration 
All ethical guideline will be followed throughout the research, as secondary data will be collected adequate acknowledgements will be provided while avoiding plagiarism.  
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