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[bookmark: _Toc241198893]ABSTRACT
In the UK, social media influencers have emerged as a key source for consumers to find and assess skin care products, but evidence regarding the influence of influencer credibility on UK consumers' intention to purchase skin care products is scarce and sometimes conflicting. The aim of this dissertation is to explore how consumers' beliefs in the credibility of social media influencers influence their purchase intentions for skin care product brands in the United Kingdom. The study is based on the philosophy of an interpretivist and an inductive approach which is implemented by qualitative secondary research, namely the systematic literature review. With the help of the PRISMA framework, the records were identified across six databases (Scopus, Google Scholar, ScienceDirect, Emerald Insight, Taylor & Francis and Sage Journals) with 60 studies being retained and synthesised using the six-step thematic analysis process by Braun and Clarke. The theoretical framework is sourced from Source Credibility Theory and the Theory of Planned Behaviour.
The results revealed four themes related to influencer credibility, dimensions of trustworthiness and expertise, consumer engagement and brand trust, and how skincare brands leverage influencer marketing. The results show that the most stable factors influencing purchase intention are the levels of trustworthiness and of expertise, whereas attractiveness acts in a conditional way and can even decrease beyond a certain threshold the perception of relatability. The pathways between content, engagement and brand trust and parasocial interaction, which then lead to intention, are moderated by perceived authenticity and the presence of transparent sponsorship disclosure.
It suggests that UK skin care brands pay attention to influencers who are honest, knowledgable and relatable, such as micro-influencers, to be clear about commercial connections and to create long-term collaborations with them based on shared values, not on a single endorsement. The evidence base is secondary, and largely taken from other sectors and non-UK samples, and further primary research in the UK with skincare consumers is recommended to test and extend these findings.
Keywords: influencer credibility; purchase intention; skincare; Source Credibility Theory; Theory of Planned Behaviour; systematic literature review; United Kingdom.
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[bookmark: _Toc241198894]1 CHAPTER 1 INTRODUCTION
[bookmark: _Toc241060278][bookmark: _Toc241198895]1.1 Background to the Study
As social media platforms have grown, their influence on product discovery, evaluation and purchase has changed, and nowhere is this more true than in the beauty and skincare industry. Maintaining this trend, consumers are relying more and more on online sources of information, with social media influencers becoming a strong link between brands and consumers, influencing their perceptions and purchasing decisions beyond what traditional advertising can achieve (Chan, 2022). In the United Kingdom, the skin care sector is a large and competitive market with several billion dollars in sales and expected to continue to grow as people become increasingly interested in beauty and tailored skin care products (Mordor Intelligence, 2024). At the same time, the UK influencer marketing industry has expanded and evolved significantly, with influencers becoming an integral part of brand promotion (Imarc, 2025).
In this context, the trustworthiness of an influencer has become a big determinant in consumer action or inaction when it comes to recommendations. In recent years, consumers have been turning to influencers for skin care tips and the level of trust consumers have in an influencer's recommendations for their skin care products depends on how trustworthy, knowledgeable, and attractive they believe him or her is (Djafarova and Rushworth, 2017; Iqbal et al., 2023). The study is conducted in that context, focusing on the effect of the credibility of the influencers on the intention of consumers to buy skincare product brands in the United Kingdom.
[bookmark: _Toc241198896]1.2 Research Problem and Rationale
There is increasing evidence that influencer marketing is effective in boosting consumer trust and purchase intent, but there are a number of challenges yet to be taken up. Existing work has been carried out in the general field of cosmetics, fashion/personal care sectors or in international settings, but not in the UK skincare sector specifically (Vrontis et al., 2021; Nwori and Uchegbulam, 2025). Besides, there is also no consensus on the importance of three well-known aspects of the credibility of influencers, namely trustworthiness, expertise and attractiveness, which is sometimes even contradictory. There is a need to understand how the influencer credibility works within the specific context of the UK skincare consumers, as scepticism towards authenticity and consumer's trust in influencer marketing has been rising (Nazara et al., 2025). This study aims to fill that gap, and also catches the need for the skin care brands who are interested in creating influential campaigns that are effective and reliable.
[bookmark: _Toc241060280][bookmark: _Toc241198897] 1.3 Research Aim
The aim of this research is to examine how the purchase intentions of consumers towards skincare product brands in the United Kingdom are affected by the credibility of social media influencers.
[bookmark: _Toc241060281][bookmark: _Toc241198898]1.4 Research Objectives
To achieve this aim, the study pursues the following objectives:
1. To examine the perception and belief of influencer credibility and trustworthiness within skincare marketing.
1. To examine the effects of trustworthiness, expertise and attractiveness on the purchase intention of consumers.
1. To understand how influencer-generated content affects consumer engagement and brand trust in the UK skincare market.
1. To provide recommendations regarding the most effective influencer marketing strategies for skincare product brands.
[bookmark: _Toc241060282][bookmark: _Toc241198899]1.5 Research Questions
In line with these objectives, the research is guided by the following questions:
1. What is the role and nature of influencer credibility in skincare marketing?
1. In what ways do consumers’ purchase intentions towards skincare brands vary in relation to the trustworthiness, expertise and attractiveness of influencers?
1. How does influencer-generated content affect consumer engagement and brand trust in the UK skincare market?
1. How can skincare companies develop and improve their influencer marketing campaigns?
[bookmark: _Toc241060283][bookmark: _Toc241198900]1.6 Significance of the Study
The study is significant both theoretically and practically. Its contribution to existing research on the credibility and purchase intention of influencers is theoretical as it provides a systematic and focused account of the UK skin care market, which is comparatively under-researched. In practice, the findings will be used to create more effective influencer marketing campaigns, create improved consumer trust and enhance customer engagement. The study illuminates how and why these elements of credibility are important and how they are used in a competitive and rapidly evolving marketplace, providing evidence based guidance to managerial decision making.
[bookmark: _Toc241198901]1.7 Scope of the Study
The study is limited to the skincare product industry in the United Kingdom and the credibility of social media influencers as a trigger to consumer purchase intention. It is a qualitative design with secondary data derived from a systematic review of existing academic and industry literature, without collecting primary data. The review focuses mainly on literature published between 2019 and 2026 to capture the latest trends in the field with a small number of seminal works that would provide fundamental theory.
[bookmark: _Toc241198902]1.8 Structure of the Dissertation
The dissertation is divided into a number of interrelated chapters. Now, the study has been introduced in chapter 1 which includes its background, research problem, aim, objectives, questions, significance and scope. In Chapter 2, the literature was reviewed on the credibility of influencers and the intention to purchase, the theoretical framework was developed and the research gap was identified. The methodology used in the study was interpretivist philosophy with inductive approach and qualitative secondary research design which is explained and justified in Chapter 3. Chapter 4 presents and discusses the findings of the thematic analysis, tying in to the broader literature and theoretical framework. The conclusions, the limitations of the study and recommendations for future research and practice are included in the last chapter.

















[bookmark: _Toc241198903]2 CHAPTER 2 LITERATURE REVIEW
[bookmark: _Toc241060286][bookmark: _Toc241198904]2.1 Introduction
This chapter presents a critical review of the academic and industry literature relevant to the role of influencer credibility in shaping consumer purchase intention for skincare product brands in the United Kingdom. The review aims to achieve three objectives: to provide a basis for developing the conceptual and theoretical framework the research is based on, to critically appraise the findings from previous research on the role of influencer credibility in consumer behaviours, and to identify gaps in existing research that the current research will seek to address. The content has been arranged thematically, following the advice that a good literature review should act as a statement of argument, rather than a list of studies, to enable the identification of common themes, areas of agreement and disagreement to be highlighted and integrated in direct relation to the research's aim and objectives.
The chapter continues as follows. It first theorises about “influencer credibility” and the development of this concept from previous research on the celebrities endorsement and source credibility. It then reviews the three aspects of credibility that are predominant in literature – trustworthiness, expertise and attractiveness – and the individual impact on purchase intention in detail. The next step in the discussion is to consider how consumer engagement and brand trust are influenced by influencer-generated content and the mechanisms of parasocial interaction and influencer–product congruence that evidence the role of credibility. The effective use of influencer marketing strategies in the skin care industry are then discussed. The analytical lens that the study will use is two theoretical perspectives: Source Credibility Theory and the Theory of Planned Behaviour, and a conceptual framework linking a single independent variable into a single dependent variable is proposed. The chapter ends with a literature gap and a summary of the important insights that feed into the empirical work carried out in later chapters.
[bookmark: _Toc241198905]2.2 Conceptualising Influencer Credibility
Overall, there is a general consensus about the definition of influencer credibility as the degree of belief or believability that consumers have in a social media influencer. This construct has a long history of use in communication or persuasion research. The credibility of the source from which a message originates has been shown to have a material effect on the persuasiveness of a message; Hovland and Weiss (1951) were among the first to show that audiences who were exposed to a high-credibility source had greater attitude change than audiences exposed to a low-credibility source. This basic principle became a key factor in the research on persuasion and served as the theoretical framework for subsequent research on endorsement.
In the development and validation of a widely used scale (Ohanian, 1990), he built upon this tradition and conceptualised source credibility as a three-part construct of trustworthiness, expertise and attractiveness. This 3-D model is the most prevalent one in the study of endorsers and forms the structure followed—in both explicit and implicit ways—by much of the current literature on influencers. In marketing, the initial part of this study focused on traditional celebrity endorsement. The Hallowed Literature of Celebrity Endorsements synthesisised by Erdogan (1999) blended the source credibility and source attractiveness models, concluding that the persuasive power of an endorser is dependent upon the audience's perceived credibility and attractiveness of the endorser, as well as the match between endorser and product.
With the advent of social media, this has been reshaped and a new type of endorser has come to the fore—the social media influencer (SMI). Lou and Yuan (2019) demonstrate that the informativeness of an influencer's message, along with the perceived credibility of the influencer, both positively influence followers' trust in branded content, and consequently their purchase intention. Unlike popular celebrities, influencers are thought to be regular, normal, and approachable, and this is believed to make them more credible. In an investigation of young female users in the UK, Djafarova and Rushworth (2017) conclude that non-traditional and relatable personalities on Instagram are often perceived as more credible than conventional celebrities and have a significant impact on purchasing decisions. Iqbal et al. (2023) brings these threads together by proposing a multi-dimensional measurement of influencer credibility that consists of three dimensions, namely: trustworthiness, expertise and attractiveness that interact to shape consumer attitudes towards the influencer and the endorsed product.
There is often a clear difference between celebrities and influencers, and this is also an important area in such a developing body of literature. In this research, Schouten, Janssen and Verspaget (2020) show that social media influencers are able to be more effective endorsers than traditional celebrities, as people are more likely to identify with the influencer, to think that the influencer would be more trustworthy, and to think that the endorsed product would be more similar to the influencer. Similarly, Jin, Muqaddam, and Ryu (2019) found that Instagram influencers create more perceptions of source trustworthiness and social presence than do celebrities' endorsements, which can be perceived as more detached and transactional. The message is not that simple and popularism doesn't equal persuasion, as De Veirman et al.  (2017) illustrate: a high number of followers does not automatically mean more credibility or brand attitudes in a favourable direction; in some cases, it can indicate that an influencer lacks exclusivity, which is a key element to gaining authority. Taken together, the research suggests that it's not fame that makes influencers credible, but their perceived authenticity, relatability and relevance, particularly in the skin care niche, where their advice is so personal.
When it comes to skin care products, credibility becomes especially critical since purchase situations are often in the realm of uncertainty, meaning consumers may not be able to observe how well the product works or how well it fits their skin before buying it and must instead trust a trusted source to make their decision. As noted by Abu-Rahme et al. (2025) and Ünalmış, Dirsehan and Erdoğmuş (2026), perceived credibility in the beauty and personal care industry directly affects consumer trust in a brand, while influencers' content has an impact on how they are perceived as authentic. On this perspective, credibility of a skin care endorser is not a given; it is continuously created and negotiated by the content that the endorser creates and the perceived sincerity of the endorser's suggestions.
[bookmark: _Toc241198906]2.3 Influencer Credibility and Consumer Purchase Intention
One common trend in the literature has been to split influencer credibility into the three components and look at how each of them impacts on purchase intention. Garg and Bakshi (2024) cite trustworthiness, expertise and attractiveness as the three key attributes of credibility that impact consumer intention and behaviour, while AlFarraj et al. (2021), in their study of the aesthetics industry, which is closely related to the skin care industry, confirm that all three dimensions are found to impact on purchase intention, with online engagement acting as a mediating mechanism. Each dimension is explored in the following subsections, along with a discussion of the relative importance of those dimensions.
[bookmark: _Toc241198907]2.3.1 Trustworthiness
Trustworthiness relates to someone's honesty, integrity and sincerity. Kothari et al. (2025) attribute the dimension to honesty in the communication that consumers receive, and they explain that consumers are more likely to accept product recommendations from sources they believe are honest. It is sometimes said that trustworthiness is the most important aspect of credibility, as the other factors are less likely to be convincing unless the audience first believes the source to be sincere. The perceived greater trustworthiness and identification of influencers over conventional public figures is what makes them outperform the latter, as revealed by Schouten, Janssen and Verspaget (2020); Weismueller et al. (2020) also show that greater source credibility is a positive determinant of purchase intention on social media and that revealing advertising information is not perceived as a negative effect on the source's credibility, but rather can reinforce the source.
The consequences of being considered "trustworthy" in skincare applications are particularly significant as advice relates to health, appearance and personal wellbeing and over-optimistic or false claims can have reputational and physical repercussions. Earlier, Abu-Rahme et al. (2025) demonstrate how false information spread via social media harms beauty and skin care businesses and affects their reputation and trust, and that perceived honesty is essential for the successful influence. Similarly, Jin, Muqaddam and Ryu (2019) found that, in part because of their perceived personal nature and lack of commercial advertising, Instagram influencers can create more positive perceptions of source credibility than celebrities. However, according to Nazara, Nugrahaningsih and Abdillah (2025), trust and authenticity are becoming a problem and the consumers are becoming suspicious about sponsored contents and more aware of the commercialism behind endorsements. Trustworthiness, therefore, is very fragile and very essential; it can be easily destroyed by lack of trustworthiness, but it is a priceless attribute for the persuasiveness of the influencer.
The interplay between commercial disclosure and trustworthiness is of special interest as it goes against a managerial assumption. It would be reasonable to assume that if a post was sponsored, that it would be less authentic, but Weismueller et al. (2020) conclude that advertising disclosure that is transparent, and made out of the necessity of doing so because the post isn't sponsored, can actually improve the perceived authenticity of the post rather than detract from it. Jia, Fu and Dai (2024) qualify this by demonstrating that the impact of disclosure is dependent on the type of endorser and strength of the parasocial relationship between the endorser and follower. The message is this for skin care brands: Opaque disclosure is more damaging to trustworthiness than transparency, and that transparency about commercial positions can be a benefit, not a burden. This rethinks transparency as a tool to create, not just sustain, the credibility that is the basis of influence.
[bookmark: _Toc241198908]2.3.2 Expertise
Expertise is the knowledge, skill and competence that an influencer is believed to have with regard to the product category. It could be based upon professional qualifications, proved experience, or a consistent track of a well-informed and accurate content. Ohanian (1990) considers expertise as one of the three factors of source credibility, and a subsequent study has validated this factor as an important means of reducing the perceived risk associated with a purchase decision. The authors Khwela, Msosa and Ntshangase (2024) conclude that skincare experts that are seen as experts in their field have a significant impact on consumers' buying decisions, especially for female consumers, as they are perceived as more knowledgeable about skin care, which conveys that the recommendation is informed. This is particularly useful in the field of skin care products as ingredients, formulations, skin types and product suitability add a lot of complexity that the regular consumer is not likely to be able to assess without the help of an expert.
Casaló et al. (2020) demonstrate that those influencers who are perceived as being original and knowledgeable gain the status of opinion leaders, thereby increasing followers' willingness to follow the influencers' advice and recommendations. In the field of aesthetic medicine, AlFarraj et al. (2021) offer a concrete example from the industry that perceived expertise is a driver of purchase intention. A series of studies come to a similar conclusion that trustworthiness and expertise have a stronger impact on intentions to purchase than attractiveness, because consumers increasingly value substantive authenticity and demonstrated competence over surface value (Garg and Bakshi, 2024). This places "expertise" as the dimension that is the most closely connected to the informational aspect of skincare influence, alongside the relational aspect of "trustworthiness.
Signaling expertise is just as vital as its possession. If an influencer does not have a certificate of competence, consumers assume competence based on the specificity, consistency and originality of content. Originality and uniqueness of content are key precursors of perceived opinion leadership, indicating that skincare influencers with distinctive, informative content and information sources are more likely to be perceived as skincare experts than those disseminating generic content (Casaló et al., 2020). The scale of the influencer also impacts on perceived expertise: Gerlich (2023) suggests that micro-influencers with their narrower and more niche audience can be more credible than celebrities with their larger audience when it comes to providing domain expertise, as their content is perceived as more focused and knowledgeable. Such a combination of skills and specialisation is especially significant in the field of skin care, where consumers are looking for advice for specific problems (sensitivity, ageing, specific ingredients etc.) and where the knowledge of such detail is a proxy for the professional skill.
[bookmark: _Toc241198909]2.3.3 Attractiveness
Attraction is all about how the influencer looks, how he or she is liked and the way he or she presents him or herself. According to the source attractiveness tradition outlined by Erdogan (1999), a persuasive source is likely to be more persuasive when it arouses more attention, liking and identification of audience members. This expectation is intuitive in the beauty and skin care sector, as the beauty industry is intrinsically linked to appearance, and Khwela et al. (2024) mention that the cosmetic industry is still tightly controlled by attractive influencers that consumers look up to and emulate. A mechanism for this effect was presented by Ki and Kim (2019) who argue that influencers can persuade consumers in part by stimulating their mimicry of an aspirational figure, and that attractiveness and a desirable lifestyle are central to that.
However, the evidence on the other two dimensions is not as unequivocal. The authors de Veirman et al. (2017) find that follower numbers and product diversity do not necessarily combine to create a persuasive power, as the characteristics of the endorser play an interdependent role in influencing brand attitudes. More strikingly, Edelblum et al. (2025) note that extreme attractiveness can actually have a negative effect on the influencers' “relatability” and engagement rates, as audiences may feel that the influencers are out of their reach or less genuine. This result is contrary to the admiration based following Khwela et al. (2024) found and indicates that there might be a threshold for attractiveness where diminishing or even negative returns kick in. The evidence is balanced and suggests that attractiveness might foster emotional connection and engagement, but that it is contingent upon the attributes of relatable — a tension that is ideal for the present study to examine, given that it focuses on the UK context of the skincare consumer.
The source attractiveness tradition also highlights that attractiveness is not solely physical, as it also involves similarity, familiarity and likeability, and that it is a function of the match between source and product. According to Erdogan (1999), congruence between endorser image and advertised product (match-up hypothesis) is the persuasive contribution of an attractive endorser that is most important. In skincare, that means that attractiveness can be more effective when it's apparent to the reader that it applies to the product, such as when a skincare blogger has visibly healthy skin and lends credibility to a skincare recommendation, versus a generic and unrelated appeal to the category. Building on this, Belanche et al. (2021) demonstrate that the congruence of influencer, product and consumer is more important than any individual attribute of the endorser alone. On this interpretation, attractiveness is not the driving force of purchase intention but rather a contingent asset whose value is realized only in the context of the product and when it is seen as authentic to the audience's perception.
[bookmark: _Toc241060292][bookmark: _Toc241198910]2.4 Influencer-Generated Content, Consumer Engagement and Brand Trust
In addition to the personal qualities of the influencer, there is a significant volume of research that focuses on the role of the influencer content as a means of demonstrating credibility and provoking consumer reactions. According to Parashar (2025), influencers' content has a significant impact on consumer engagement and brand credibility, making it the tool that transforms credibility into consumer action. A study by Castillo-Abdul et al. (2022) with branded content on Instagram reveals that content that is engaging causes consumers to like, comment, share and discuss posts, which can lead to a deeper relationship between a consumer and a brand. Engagement as such is not an objective but a tool used to indicate and reinforce the consumer's relationship with the brand, according to this perspective.
This is an engagement that contributes to brand trust. The quality and informativeness of content can serve as signals of credibility that go beyond the individual influencer to the brand, as valuable and informative information regarding the products can help to improve the credibility of the brand and decrease consumer uncertainty when assessing products that cannot be experienced physically prior to purchase (Yee et al., 2025). In a complementary study, Lou and Yuan (2019) demonstrate that the informativeness of influencer content and the credibility of the influencer content (as a product of the two) drive follower trust in the branded content, which then influences purchase intention. This further highlights the importance of the engagement of online users as shown by AlFarraj et al. (2021) who find that the credibility dimensions indirectly influence purchase intention through online engagement, which suggests that credibility is a factor that engages online users in active interaction with the content.
The connection between the content and the trust is, however, not automatic and unconditional. As noted by Nazara et al. (2025), trust and authenticity are increasingly challenged in the field of influencer marketing, and consumers are more critical of the authenticity of the content they consume, especially when there is a commercial sponsorship involved. Weismueller et al., (2020) demonstrate that disclosure of the sponsorship influences credibility, and Jia, Fu and Dai (2024) conclude that disclosure of sponsorship and type of endorser influences trust of consumer recommendations made by influencers. These studies collectively suggest that influenced content isn't just a transmission point for credibility but a dynamic location that creates and endangers consumer engagement and brand trust as well, based on how the content appears to be authentic and transparent.
There is also the need to differentiate between engagement in various forms and how those engagements relate to trust. Castillo-Abdul et al. (2022) note that the likes, comments, shares and discussion are increasingly deeper levels of engagement, with active engagement (commenting and sharing) indicating a deeper level of engagement than passive engagement (viewing). They are similar to electronic word of mouth, they amplify the reach of an influencer's recommendation and give it an element of peer validation. Ki and Kim (2019) believe that such interaction is intertwined with consumers' desire to become the influencer and that engaging with content is part of becoming the product or lifestyle the influencer is promoting. In the context of skin care, where customers are often hesitant to invest in products that impact their appearance and skin health, this multi-stage process—from passive viewing, to discussion, to thoughtfully engaging—seems to be one of the most important avenues in which reputable content can be translated to brand trust and ultimately to purchase intent.
[bookmark: _Toc241198911]2.5 Parasocial Interaction and Influencer-Consumer 
One branch of research aims to understand the mechanisms by which credible influencers influence consumers' behavior, namely the relational mechanisms linking influencers and followers. Among these one-sided quasi-personal relationship that followers form with an influencer they feel familiar and relatable to is what is known as parasocial interaction. Both credibility and parasocial interaction are shown to have a significant effect on the intention to purchase among followers of Instagram and YouTube bloggers, and parasocial ties can be even as powerful as the influencer's expertise in influencing intention, Sokolova and Kefi (2020) confirm. This is why the relatability effects are reported elsewhere: when an influencer feels like a trusted friend, it's more convincing than when he or she is an admired but distant figure, as is found in the beauty backfire effect described by Edelblum et al. (2025).
In addition to parasocial interaction, the literature highlights congruence, perceiving the fit between influencer, product and consumer. Belanche et al. (2021) demonstrate that the effectiveness of influencer marketing can be improved by having a fit between an influencer and the endorsed product and between the influencer and the consumer, but it can be undermined even by a credible influencer if there is a lack of fit. If the influencer is trying to convince consumers to do something, such as buy a product, it's often because they are spurring a desire to resonate with an aspirational, yet attainable, figure, as suggested by Ki and Kim (2019), which relies on consumers identifying with the influencer's lifestyle and values. These are included in a wider conceptual framework by Hudders, De Jans and De Veirman (2021) in a well-structured overview of the strategic application of social media influencers, where they point out that the effectiveness of an influencer is dependent on source characteristics, content strategy, and the relationship that can be established between the influencer and the audience. However, for skin care, where consumers are looking for skin care guidance that is specific to their skin issues, congruence between the influencer's perceived skill and the consumer's need is likely to be particularly important.
There are also relational mechanisms that aid in bridging the apparent conflict in attractiveness evidence. When the influencer's appeal is part of a strong parasocial bond and a good fit, then being attractive enhances persuading; when it's not, it can become unattainable as described by Edelblum et al. (2025). The intimacy of the parasocial relationship can be a stronger motivator for purchase intention than objective attributes of the influencer (Sokolova and Kefi, 2020), suggesting that the sense of knowing and trusting the influencer can outweigh admiration of the influencer's appearance. A trusted, relatable and congruent influencer could be the key to narrowing choices and influencing purchases in a saturated market for UK skincare consumers, with a multitude of competing claims. This makes it clear the importance of studying credibility not as a standalone concept but as it feels during the dynamic interaction between influencer and follower.
[bookmark: _Toc241198912]2.6 Influencer Marketing Strategies in the Skincare Sector
A more applied literature looks at the link between the concept of credibility and its application in influencer marketing practice, an issue that is directly relevant to the aim of this study to provide recommendations to skincare brands. Okonkwo and Namkoisse (2023) suggest that brands should partner with influencers whose values and audience match their own, as congruence would help the brand to build authentic and more meaningful relationships with the audience, consistent with the congruence results of Belanche et al. (2021). To complement this, Khwela et al. (2024) suggest that collaboration with influencers who have a proven track of skin care expertise would build consumer confidence when the influencers are proven to be experts in the field.
Scale is a recurring topic of discussion in terms of influencers. Micro-influencers' elevation is due to the fact that they are closer to followers, yet exhibit more engagement than do celebrity endorsers, supporting the points discussed above regarding relatability and parasocial dynamics, as well as De Veirman, Cauberghe and Hudders' (2017) evidence that bigger follower counts do not equate with better brand outcomes. A consistency over time is also a recommendation, as Rabby et al. (2025) noted that it is important to have long-term and data-informed relationships to maintain credibility and build brand advocacy over time, rather than just individual, one-off endorsements. Transparency is a fourth strategic theme, as both Jia et al. (2024) and Weismueller et al. (2020) suggest that disclosure of partnerships impacts consumer trust levels, and that counter-intuitively, transparency can strengthen consumer trust. Together, this literature indicates that value-alignment, proven expertise, honest storytelling, disclosure and ongoing relationships are more important than reach in the effectiveness of skincare influencer marketing.
[bookmark: _Toc241198913]2.7 Theoretical Framework
Two theories that complement each other and explain how source credibility can impact purchase intent are used as a basis for the study: Source Credibility Theory and Theory of Planned Behaviour. The former is an explanation of the causes of the influence — that is, why is the credible influencer persuasive? Whereas the latter is an explanation of the process by which persuasion becomes a behavioural intention.
[bookmark: _Toc241198914]2.7.1 Source Credibility Theory
The theory of source credibility was developed from the persuasion research that Hovland and Weiss (1951) conducted. For marketing, Ohanian (1990) operationalised the theory by defining credibility as the composite of the three dimensions studied in this review: trustworthiness, expertise and attractiveness. The theory applies to the present study in that the appeals of a skincare influencer are determined based on how far the consumers believe they are being honest, knowledgeable and appealing. This lens has been used by Iqbal et al. (2023) and AlFarraj et al. (2021) in influencer contexts and Weismueller et al. (2020) have supported the proposition of the source credibility and purchase intention relationship with empirical evidence on social media. The theory is especially useful in the field of skin care, where consumers attribute a lot of trust to the competency and sincerity of the source, since they can't check the claims made on the products by themselves before buying.
While a criticism of Source Credibility Theory is that it sees credibility as a relatively fixed attribute of the source, the theory has been adapted to influencer marketing due to the dynamic and relational nature of social media. In contemporary studies, the three credibility dimensions are perceived as affected by factors of parasocial interaction and content authenticity over time (Sokolova and Kefi, 2020; Ünalmış et al., 2026). This adaptation further reinforces the theory's applicability to the current study because credibility of the influencer can be viewed as a perception that is created through interaction in an ongoing process. Even though the tripartite structure is not used as the study design, it is still beneficial as an organising device to provide clear, measurable constructs (trustworthiness, expertise, attractiveness) to examine the independent variable of the study.
[bookmark: _Toc241198915]2.7.2 Theory of Planned Behaviour
The influence of the source is explained by Source Credibility Theory, while the conversion of that influence to a behavioural intention is explained by the Theory of Planned Behaviour (TPB) as developed by Ajzen (1991). TPB argues that three factors, namely attitude towards the behavior, subjective norm and perceived behavioral control, determine intention, which is the direct precursor of behavior. In a systematic review, Jingyi and Ali (2025) further corroborate the strength of these connections, while Leonov et al. (2023) support the more general significance of psychological influences on consumer choices. In this research, a credible influencer is regarded as a person that can influence the attitude of consumers toward a skin care brand and the subjective norms of using the skin care brand, which ultimately affect the intention to purchase. Chetioui et al. (2020) prove the added value of the integration of credibility and TPB, the attitudes of consumers towards the influencers being found to have a positive impact on their attitudes towards brands that are endorsed by influencers, and thus, their purchase intention. The two theories offer a coherent explanation of what leads to influence (Source Credibility Theory) and what leads to intention (Theory of Planned Behaviour).
The application of TPB to purchase of skin care is instructive. A credible endorsement from an influencer and the informative content they share can shape attitudes towards the skincare brand; the visible interaction of other consumers and the associated sense of use and approval in an influencer's community can reinforce subjective norms; and making the product usage visible and reassuring the consumers about its suitability for their skin type can strengthen perceived behavioural control. In a similar context, Chetioui et al. (2020) have found that a positive attitude towards influencers is associated with a positive attitude towards brands they endorse, and these positive attitudes lead to purchase intentions. The study also integrates TPB with Source Credibility Theory to enable a complete causal chain to be traced from perceived influencer credibility, to attitudes of consumers and norms, to the intention to buy skin care products.
[bookmark: _Toc241198916]2.7.3 Conceptual Framework
Based on these points of view the conceptual model for this research is constructed in the form of an independent variable and a dependent variable. Buyer purchase intention is measured as the dependent variable, while influencer credibility is the independent variable. The framework suggests that the credibility of influencers has a positive effect on the purchase intent of the skin care brand in United Kingdom. The Source Credibility Theory accounts for the ability of a credible influencer to sway consumers' attitudes and the Theory of Planned Behaviour explains how the attitudes are converted into the intention to purchase. The identified relationships across the review, such as the operation of trustworthiness, expertise and attractiveness, and the mediating relationships of content, engagement, brand trust and parasocial interaction are seen as being embedded within this over-arching relationship. The framework is presented in Figure 2.1 and offers a structure for synthesising the reviewed literature and for the thematic analysis.
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Figure 2.1: Conceptual Framework of the Study
[bookmark: _Toc241060299][bookmark: _Toc241198917]2.8 Literature Gap
Influencer marketing has drawn much theoretical attention, but there are a number of areas that warrant the current research. Firstly and most crucially, the literature reflects a strong focus on the larger cosmetic, fashion and aesthetic industries and international contexts, and a lack of focus in the specific context of the UK skincare industry. Many of the seminal studies are conducted in other markets, such as the aesthetic dermatology industry analyzed by AlFarraj et al. (2021), the fashion market analysed by Chetioui et al. (2020) and De Veirman et al. (2017), and the Moroccan, Jordanian and multi-national samples that several credibility studies are based upon. Chan (2022) and Djafarova and Rushworth (2017) treat the UK, while Nwori and Uchegbulam (2025) discuss UK beauty comparatively with Nigeria, there is still not a focused, up-to-date treatment of UK beauty specifically, much less UK skin care specifically (Jia et al. 2024; Parashar, 2025).
Secondly, the relative influence of the three dimensions of credibility on purchase intention is ambiguous and sometimes even counterintuitive. Some studies focus on the trustworthiness and expertise of influencers, rather than their attractiveness, (Garg and Bakshi, 2024; AlFarraj et al., 2021), while others highlight the enduring allure of beauty influencers (Khwela et al., 2024; Ki and Kim, 2019); more provocatively, there is evidence of a beauty backfire effect, whereby hyper-attractive influencers reduce engagement (Edelblum, Frank and Palmer, 2025). For skin care, which is both appearance-focused and health-conscious, the question is a significant one, and where the stakes for both could be high, with the conflict between aspirational and believable expertise likely to be finely balanced.
Third, limited integrated understanding of how mechanisms identified throughout the literature (content quality, consumer engagement, brand trust, parasocial interaction and influencer–consumer congruence) link together to influence purchase intention in the skin care context. Existing studies tend to focus on these mechanisms separately, and in other product categories, and the role played by multiple mechanisms in the UK skin care market remains under-researched (Sokolova and Kefi, 2020; Belanche et al., 2021; Hudders, De Jans and De Veirman, 2021). The current study seeks to provide a more cohesive account by focusing on skin care from the UK and by integrating these dimensions by means of an already existing theoretical framework, which establishes a link between one independent variable, namely influencer credibility, and one dependent variable, which is the intention to purchase.The present study focuses on the concept of skin care in the UK and attempts to integrate these dimensions by means of an already existing theoretical framework, which establishes a link between one independent variable, namely influencer credibility, and one dependent variable, which is the intention to purchase.
[bookmark: _Toc241198918]2.9 Chapter Summary
This chapter has examined the literature related to the credibility of influencers and its effect on consumer purchase intention in skin care marketing. It introduced the concept of influencer credibility as a multi-dimensional phenomenon that draws from the source credibility theory of Hovland and Weiss (1951) and Ohanian (1990), and has its origins in celebrity endorsement to the current period of social media influence. It explored the impact of trustworthiness, expertise and attractiveness on purchase intention individually and compared, highlighting that trustworthiness is a foundational element of purchase intention, expertise is an informational factor and attractiveness is a more ambiguous and potentially self-limiting factor. It examined the impact of influencer-created content on consumer engagement and brand trust, as well as parasocial interaction and congruence between the influencer and the consumer, in the context of explaining the power of credible influencers. Based on the strategies identified by the skin care industry brands that can use influencer marketing effectively, it established Source Credibility Theory and Theory of Planned Behaviour as the theoretical foundations for this study, and connected the independent variable, that is the factor of “influencer credibility”, with the dependent variable, “purchase intention”. Lastly, it outlined the key areas of current knowledge which are being currently investigated by this research: the narrow focus on UK skin care, the inconclusive weighting of the credibility dimensions and the limited exploration of the interaction of the mediating mechanisms. The next chapter outlines the methodology which will be used to investigate these questions.


[bookmark: _Toc241198919]3 CHAPTER 3 RESEARCH METHODOLOGY
[bookmark: _Toc241060301][bookmark: _Toc241198920]3.1 Introduction
The methodology followed to explore the effect of the credibility of social media influencers on a consumer's purchase intention for brands of skincare products in the United Kingdom is explained and justified in this chapter. It presents the research philosophy, approach, design and method as separate decisions, which are explained separately, and then outlines the systematic literature review (SLR) method used to identify, screen, select and analyze the secondary data. The chapter outlines the databases and search method, the criteria for inclusion and exclusion, the selection process in line with the PRISMA guideline and the thematic analysis technique used to synthesise the evidence, as well as discussing ethical considerations and the steps taken to ensure reliability, validity and overall rigour. The decisions made in designing the study are organised in a logical sequence from philosophy to approach and strategy to techniques and procedures, thus following the ‘onion' framework of the research process as outlined by Saunders et al. (2019).
[bookmark: _Toc241198921]3.2 Research Philosophy
Research philosophy is related to the research assumptions, which are related to the nature of knowledge and how it can be legitimized. This study was based on the interpretivist philosophy that knowledge of social phenomena is gained through the meanings and experiences of people rather than through their knowledge of what can be measured and objectively discovered (Junjie and Yingxin, 2022). Interpretivism is suitable because consumer perceptions of the credibility of influencers – trust, expertise, and attractiveness – are subjective and socially constructed by interactions on digital platforms; thus, they can be best interpreted and not measured statistically. A positivist philosophy, however, focuses on a single, objective reality, and would not be appropriate for revealing the subtle, contextually dependent sense which consumers give to credibility (Saunders et al., 2019). Therefore, interpretivism can be used as a cohesive basis for a study that is interested in the perception that influencers bring about in the purchase intention.
[bookmark: _Toc241198922]3.3 Research Approach
The research approach is closely related to philosophy as it delineates the theory to evidence link. An inductive approach is used in this study. An inductive logic takes a different approach to testing predetermined hypotheses, but instead, patterns, themes and insights are formulated through an in-depth engagement and analysis of existing evidence, thus emerging from the data themselves (Proudfoot, 2023). This approach is aligned with the interpretivist philosophy and a qualitative secondary study as it allows the researcher to create a coherent knowledge about influencer credibility based on the cumulative results of previous research studies before making inferences that are applicable to the UK skin care context. The deductive approach is to narrow the study onto a pre-defined theory while the inductive approach is to start with the assumption that the study will be open to the themes that emerge from the literature (Saunders et al., 2019).
[bookmark: _Toc241198923]3.4 Research Design
Research design is a general plan that ties the philosophy and approach to the methods of data collection and analysis. In this study, qualitative research design with secondary data is used. The qualitative design is suitable for this study because the study aims to explore and interpret the impact of influencer credibility on consumer behaviour, rather than measuring it, as per Lim (2025). There are two reasons why secondary data is used. Influencer Marketing, skincare consumption and purchase intention has already been extensively studied and hence an adequate and diversified literature pool has been available to conduct a sound research on the research problem (Costa, 2024). Second, secondary analysis allows the researcher to critically review and synthesise the results of previous research and discovery of gaps in the knowledge without collecting primary data, making it ideal for the time and resources available for the project (Johnston, 2014). This design also enabled the analysis to use a wider geographical evidence base, and a wider range of evidence, than could be generated by a single primary study.
[bookmark: _Toc241198924]3.5 Research Method
The research method is the operationalisation of the design, in which systematic literature review is a choice of mono-method qualitative research. SLR is a systematic, transparent and repeatable process of identifying, evaluating and synthesizing the current scholarly research on a specific question (Tranfield et al., 2003; Snyder, 2019). Unlike a traditional narrative review, it is based on a documented and explicit protocol which minimizes selection bias and increases the credibility of the results and their reproducibility (Xiao and Watson, 2019). The process follows well-defined steps that are documented to allow the review to be replicated and critically evaluated: formulating the research question, conducting the literature review, screening and selection of studies and synthesising the evidence (Kraus, Breier and Dasí-Rodríguez, 2020). For an emerging field like influencer marketing, in which there is plenty of scattered evidence, and in which a structured synthesis can help synthesize the evidence, a systematic review is particularly appropriate (Paul and Criado, 2020; Cabrera and Cabrera, 2023).
[bookmark: _Toc241198925]3.6 Data Collection
[bookmark: _Toc241198926]3.6.1 Data Sources and Databases
The data used are obtained from reliable and trustworthy secondary sources which are systematically located from academic sources in established databases. The key databases used for searching include, but are not limited to, Google Scholar, Scopus, ScienceDirect, Emerald Insight, Taylor & Francis and Sage Journals, which are all sources of peer reviewed research in the field of influencer marketing and consumer behaviour. When searching multiple databases, one would be less likely to miss relevant studies and more likely to have a comprehensive search (Xiao and Watson, 2019). To keep the review relevant and within scope, the study focuses on the final sample of some sixty articles that are credible and are directly relevant to the research aim.
[bookmark: _Toc241198927]3.6.2 Search Strategy and Keywords
Some of the keywords used to search for relevant studies are “influencer credibility”, “purchase intention”, “UK consumers”, “skincare marketing” and “consumer behaviour”. The terms are linked with the logical operators “AND” and “OR” to expand or limit search as needed and to ensure that the most relevant studies are retrieved. For instance, search terms like “influencer credibility AND purchase intention” and “skincare OR beauty AND UK consumers” are used in the selected databases to ensure a wide scope of the literature and focus on the research question.
[bookmark: _Toc241198928]3.6.3 Time Period of the Literature
The review has been focused mainly on the literature published in the timeframe 2019-2026 to capture the most recent advances in both the skin care sector and the sector of influencer marketing. A few seminal or foundational works published before have been kept when they are key with regards to the theoretical underpinning of the study.
[bookmark: _Toc241198929]3.6.4 Inclusion and Exclusion Criteria
In order to provide only relevant and useful literature to educate the study, explicit inclusion and exclusion criteria are used as summarised in Table 3.1. The pre-defined criteria of this type increase the validity and reliability of an SLR by discarding outdated, non-scholarly or the content is not related to the research interest (Kraus et al., 2020).
	Inclusion criteria
	Exclusion criteria

	Peer-reviewed journal articles and credible industry reports
	Non-peer-reviewed sources, blogs and opinion pieces

	Published between 2019 and 2026 (key seminal works excepted)
	Published before 2019 without foundational relevance

	Focused on influencer credibility, skincare or beauty, and consumer purchase behaviour
	Unrelated product categories or topics outside the research scope

	Written in English and available in full text
	Sources without accessible full text or written in other languages


Table 3.1: Inclusion and exclusion criteria
[bookmark: _Toc241060311][bookmark: _Toc241198930]3.6.5 Study Selection using PRISMA
Studies selected follow the four stages of the PRISMA framework (identification, screening, eligibility and inclusion) which adds transparency and quality to the review (Page et al., 2021). Records from each of the databases are de-duplicated, and subsequently filtered by title and abstract based on the criteria listed in Table 3.1. The rest of the articles are screened for eligibility on full text basis and those that satisfy all the eligibility criteria are kept for synthesis. The final set of studies used in the thematic analysis are the result of this process (see Figure 3.1).
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Figure 3.1: PRISMA flow diagram of the study selection process
[bookmark: _Toc241060312][bookmark: _Toc241198931]3.7 Data Analysis Technique
Thematic analysis is a method used to analyse the selected literature, following the six-step method developed by Braun and Clarke (2006). Thematic analysis is a systematic but flexible approach to identifying, structuring and explaining patterns of meaning within a set of studies, which it is appropriate for such a secondary qualitative study (Vaismoradi, Turunen and Bondas, 2013). It is preferred to more rigid techniques like quantitative content analysis because it focuses on understanding the meaning of something rather than counting the occurrences, which supports the interpretivist orientation of the study (Chaudhry et al., 2023). The results are then translated into themes linked to the influencer's credibility and consumers' purchase intent in the UK skincare industry, including influencers' trust and authenticity, their knowledge and expertise, beauty and presentation, engagement of consumers, and their trust and purchase intent towards brands. The following Table 3.2 summarises the use of each step.
	Braun and Clarke’s six steps
	Application in this study

	1. Familiarisation with the data
	Reading and re-reading the selected studies to gain an overview

	2. Generating initial codes
	Identifying key concepts relating to influencer credibility

	3. Searching for themes
	Grouping similar codes into broader candidate themes

	4. Reviewing themes
	Comparing themes across studies to check consistency

	5. Defining and naming themes
	Refining and clearly labelling the final themes

	6. Producing the report
	Interpreting findings and linking themes to the research objectives


Table 3.2: Application of Braun and Clarke’s (2006; 2022) six-step thematic analysis
[bookmark: _Toc241060313][bookmark: _Toc241198932]3.8 Ethical Considerations
As the study is based on secondary data from published academic and industry sources, there is no human subject involvement and informed consent and confidentiality issues are not applicable (Costa, 2024). Research integrity is nevertheless upheld all along the research process. Sources are cited correctly and the work of others is properly paraphrased and cited to prevent plagiarism and uphold academic honesty (Mulenga and Shilongo, 2024). Literature is critically analysed and assessed in a systematic and unbiased way, and the three dimensions of influencer credibility (trustworthiness, expertise and attractiveness) are evaluated impartially and with a critical approach while interpreting the literature based on the evidence.
[bookmark: _Toc241198933]3.9 Reliability, Validity and Rigour
The systematic and transparent approach of the SLR method provides an appropriate degree of rigour in the study. This is enhanced by a well-documented and repeatable protocol for searching, screening and selecting studies that would be repeatable by another researcher (Snyder, 2019). Validity is achieved by using multiple credible, reliable sources and by using explicit inclusion/exclusion criteria to ensure that credible, relevant and peer-reviewed sources inform the findings (Xiao and Watson, 2019). The application of the PRISMA framework ensures transparency, and the thematic analysis is also qualitative, with the trustworthiness criteria of credibility, dependability, confirmability and transferability protecting against the subjective and inconsistent interpretation of the results (Nowell et al., 2017).
[bookmark: _Toc241198934]3.10 Chapter Summary
In this chapter, the author has described and explained the methodology applied to the research purpose and has separated and explained philosophy, approach, design and method as distinct yet related decisions. It has described the interpretivist philosophy, the inductive approach, the qualitative secondary design and the systematic literature review method, as well as the databases, search strategy, time limit and criteria used for the identification of the studies. It has explained the PRISMA-led selection process and the six-step thematic analysis adopted to synthesize the evidence and has presented the ethical safeguards and measures that were adopted to ensure reliability, validity and rigor. The outcomes of the thematic analysis of literature that was selected are presented in the following chapter.

























[bookmark: _Toc241198935]4 CHAPTER 4 RESULTS AND DISCUSSION
[bookmark: _Toc241060316][bookmark: _Toc241198936]4.1 Introduction
The chapter presents and analysed the results of the systematic literature review and thematic analysis done on the selected body of evidence. Following the qualitative, secondary design outlined in Chapter 3, the findings are not primary data, but a synthesis of the outcomes of the structured engagement with sixty studies that were retained in the PRISMA process. The chapter begins with a description of the properties of the studies included in the analysis, followed by the presentation of the four themes identified in the analysis based on the six-step thematic analysis as outlined by Braun and Clarke (2006; 2022). They are analysed critically instead of simply described with agreements, tensions and gaps between studies being drawn out and interpreted with reference to the research questions and objectives. The results are then discussed with the theoretical frameworks of Source Credibility Theory and the Theory of Planned Behaviour and the conceptual model between source credibility and purchase intention. It then presents the results in the context of the research aims and broader literature and explores theoretical and managerial implications of the results.
[bookmark: _Toc241198937]4.2 Outcomes of the Study Selection Process
The results of the search and screening process are reported first in this review, as this is the main descriptive result of the search. The process was followed in the four stages of the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework: Identification, screening, eligibility and inclusion, offering the review a transparent and replicable basis for the study selection, which increases the credibility of the review (Page et al., 2021). The number of records retrieved from the six databases (Scopus, Google Scholar, ScienceDirect, Emerald Insight, Taylor & Francis, Sage Journals) at the identification stage was around 420. Once the duplication of records was eliminated, 310 records were left for screening.
The title and abstract of the 310 records were screened for relevance to the topic of influencer credibility, skin care and the UK context, excluding 190 records. Of the remaining 120 articles, 60 were deemed to be outside the scope for this project (did not fit the time period of the 2019–2026) or were not peer-reviewed or were off-topic. A final set of 60 studies that included all the criteria was selected for thematic synthesis. The entire selection process is described briefly in Figure 4.1, using the PRISMA flow diagram. The narrative structure of reporting in this section allows for evidence that supports the themes that follow to be traceable and for the review to be replicated by another researcher (Page et al., 2021).
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Figure 4.1: PRISMA flow diagram of the study selection process
[bookmark: _Toc241060318][bookmark: _Toc241198938]4.3 Overview of the Included Studies
Once the final sample has been achieved it is helpful to describe the evidence base on which the findings are based. The reviewed studies were published in a wide range of years, but were tightly focused on recent years in line with the main focus of this review on literature published from 2019 to 2026, and with the swift increase in scholarly interest in the field of influencer marketing. The number of relevant publications increased significantly after 2019, reaching its peak in 2023 and 2025, while a smaller number of seminal contributions published before 2017 (such as the seminal source-credibility work of the 1951 Hovland and Weiss and 1990 Ohanian) and the behaviour theory of Ajzen (1991) were maintained for their theoretical importance.
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Figure 4.2: Distribution of the included studies by year of publication
In addition, various kinds of studies were conducted, as indicated in Figure 4.3. Most were empirical studies focused on the relationship between the characteristics of influencers and consumer responses, alongside a handful of systematic and integrative reviews (e.g. Vrontis et al., 2021; Hudders, De Jans and De Veirman, 2021), a few fundamental theoretical studies, and sources of methodology used to guide the review procedure. The empirical studies were from a variety of disciplines and journals from marketing, consumer behaviour, communication and psychology and were undertaken in a variety of geographical settings including the United Kingdom (Chan, 2022; Djafarova and Rushworth, 2017), Europe, Asia and comparative multi-country samples. This range of disciplines contributes to the quality of the synthesis, and it highlights the comparative lack of literature specifically on the UK skincare industry, which was noted in the literature review above and is explored again here.
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Figure 4.3: Distribution of the included studies by type
[bookmark: _Toc241060319][bookmark: _Toc241198939]4.4 Overview of the Themes
Thematic analysis resulted in four interrelated themes which cover the research questions. Theme 1 is about the nature and size of influencer credibility; Theme 2 is about the differential effects of trustworthiness, expertise and attractiveness on purchase intention; Theme 3 is about the role of influencer content, consumer engagement and brand trust and Theme 4 is about the strategic use of influencer marketing by skin care brands. These are shown in the thematic map in Figure 4.4 and in theme to research objective mapping in Table 4.1. The four themes are then analyzed, one by one.
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Figure 4.4: Thematic map of the four themes derived from the analysis
	Theme
	Linked research objective
	Illustrative studies

	1. Nature and dimensions of influencer credibility
	Examine perceptions and beliefs about influencer credibility and trustworthiness
	Ohanian (1990); Iqbal et al. (2023); Ünalmış et al. (2026)

	2. Effects of trustworthiness, expertise and attractiveness on purchase intention
	Examine the effects of the three credibility dimensions on purchase intention
	Garg and Bakshi (2024); AlFarraj et al. (2021); Edelblum et al. (2025)

	3. Content, consumer engagement and brand trust
	Understand how influencer-generated content affects engagement and brand trust
	Lou and Yuan (2019); Sokolova and Kefi (2020); Yee et al. (2025)

	4. Strategic use of influencer marketing
	Provide recommendations on effective influencer marketing strategies
	Gerlich (2023); Belanche et al. (2021); Rabby et al. (2025)


Table 4.1: Themes mapped to research objectives and illustrative studies
[bookmark: _Toc241060320][bookmark: _Toc241198940]4.5 Theme 1: The Nature and Dimensions of Influencer Credibility
The first theme concerns the definition of the concept of credibility from literature and the mode of consumers' belief formation regarding credibility, which is related to the first research objective.The first theme is concerning the definition of the concept of credibility in the literature and the way the consumers form their beliefs on credibility, which is related to the first research objective. It became clear that credibility is a multifaceted phenomenon and not a single attribute. The studies reviewed overwhelmingly define credibility in terms of three dimensions, namely, trustworthiness, expertise and attractiveness, and this three-part definition has been used in current studies, including those by Iqbal et al. (2023), AlFarraj et al. (2021) and Garg and Bakshi (2024). It has persisted over more than three decades, and across a variety of contexts, suggesting a solid conceptual basis, while it draws its roots from the persuasion research conducted by Hovland and Weiss (1951), providing it with theoretical foundation.
The second strand of the analysis was more recent and focused on restoring credibility in the social media age. There were also several studies that pointed out the differences between the influencer and the traditional celebrity endorser, which also impact the perception of credibility. Relatable, non-traditional online personalities were deemed more credible than traditional celebrities (Djafarova and Rushworth 2017) and influencers were found to elicit more identification and perceived trustworthiness than celebrities (Schouten, Janssen and Verspaget 2020; Jin, Muqaddam and Ryu 2019). In these studies, authenticity was found to be the thread of belief; Ünalmış, Dirsehan and Erdoğmuş (2026) showed that the content that is produced by the influencer is what determines the perception of authenticity and consequently credibility, and Nazara, Nugrahaningsih and Abdillah (2025) warned that authenticity is often subject to dispute from consumers due to commercial motives. Thus in skincare, credibility was found not to be a given attribute of an endorser, but rather a perception that is continually created, as suggested by the analysis, which anticipates the mechanisms that mediate between content and interaction, as explored in Theme 3.
A third analytical observation in this theme related to the cues by which consumers make credibility judgments in practice. As formal credentials are typically not easily accessible, the reviewed studies indicated that consumers draw credibility from observables, such as the specificity of the content, consistency of the content, the reactions of other followers and the perceived independence of the influencer from the brand. Casaló, Flavián and Ibáñez-Sánchez (2020) identified that originality and perceived expertise are two factors underlying opinion leadership, while Lou and Yuan (2019) demonstrated that the informativeness of content is interpreted as a credibility signal. In the field of skincare, where the technical opacity of products makes it difficult for consumers to assess the competence of a product, this inferential process is of particular importance, with credible cues being a central concern for influencers and brands.
[bookmark: _Toc241198941]4.6 Theme 2: Effects of Trustworthiness, Expertise and Attractiveness on Purchase Intention
The second theme is the differential effect of the three credibility dimensions on consumer purchase intention, which aims to answer the second research question. The evidence shows all three dimensions are important, but it also shows that there continues to be an ongoing, and analytically relevant, disagreement over the relative importance.
[bookmark: _Toc241198942]4.6.1 Trustworthiness and expertise
Majority of the studies that were reviewed placed trustworthiness and expertise as being the most powerful purchases intention drivers. Garg and Bakshi (2024) noted that credible attributes and consumer trust had more influence on purchase intentions than the surface characteristics, while AlFarraj et al. (2021) reported that online engagement acted as an intervening variable between trustworthiness and expertise in creating purchase intention in the aesthetic dermatology industry. Weismueller et al. (2020) and Lou and Yuan (2019) confirmed this trend, finding that trustworthiness and expertise in the branded content increased trust in the branded content and consequently increased purchase intention. In skin care more specifically, skills are remarkably significant since the product is technically complicated, Khwela, Msosa and Ntshangase (2024) noted that perceived knowledge of skin care reduced the perceived risk for female consumers, which consequently influenced the purchasing behaviour. Given the synergy of these results, it can be concluded that when a product is linked to health and appearance, consumers prefer to buy a product that has proven competence and is honest rather than buy a product that looks good.
[bookmark: _Toc241198943]4.6.2 Attractiveness and the “beauty backfire” tension
The evidence on attractiveness was much less consistent, and one of the strongest contrasts in the analysis. However, Ki and Kim (2019) found that influencers influence consumers, in part, by triggering consumers' desire to emulate someone they aspire to be like, and Khwela et al. (2024) concluded that the beauty industry is still heavily influenced by those beautiful influencers, who consumers look up to and wish to be like. Conversely, Edelblum, Frank and Palmer (2025) discovered a “beauty backfire effect” that found getting very attractive hurt relatability and decreased involvement. The analysis shows that attractiveness does not work in a linear fashion – it increases persuasion up to a certain point, after which it can have a detrimental effect on relatability, which is the basis for credibility. This interpretation is confirmed by Erdogan's (1999) match-up hypothesis which states that attractiveness can only be effective if it matches the product, and by Belanche et al. (2021) who discovered that congruence between host, product and consumer proves more pertinent than any individual attribute. In the skin care category, which is both health-focused and appearance-based, the discovery suggests: If it looks like it's connected to the product in a way that feels normal and trustworthy, then it's most convincing.
From the analysis it can be concluded that the hierarchy of subthemes is as follows: trustworthiness and expertise are the primary themes affecting purchase intention and attractiveness, while the others come in as secondary and are dependent upon the primary themes. All three dimensions of influencer credibility were included in the study's conceptual model, with the internal balance among the three dimensions hypothesized to moderate the relationship between all three dimensions of influencer credibility with purchase intention.
On balance, the analysis revealed that the studies were more united in their focus on the importance of trustworthiness and expertise than attractiveness. From the larger, more recent empirical studies, such as the meta-analytic synthesis of Ao et al. (2023), and the multi-attribute model of Masuda, Han and Lee (2022), it is concluded that credibility attributes related to perceived honesty and competence showed the strongest effects on purchase intention, while the effects of perceived attractiveness were generally weaker, less stable, and more context dependent. It is the strength and consistency of the findings that are different from one study to another that give reason to consider attractiveness a secondary and conditional dimension. It also warns against too much emphasis on ‘wowworthy' imagery in a space where consumers are seen to value substance over show.
[bookmark: _Toc241198944]4.7 Theme 3: Influencer-Generated Content, Consumer Engagement and Brand Trust
The third theme is on the processes by which credibility is converted to consumer response, which is the third research objective. Analysis revealed a high degree of consensus around the roles of influencer content as the medium for credibility and consumer engagement and brand trust as the intermediate results between content and purchase intent. As shown by Parashar (2025), engagement and brand credibility are major factors influenced by the content produced by influencers, and, as suggested by Castillo-Abdul, Pérez-Escoda and Núñez-Barriopedro (2022), content that is engaging encourages likes, comments, sharing and discussion, enhancing consumer-brand relationships. Lou and Yuan (2019) showed that the informational value of content along with the credibility of the source increases trust of branded content, which in turn increases purchase intention and AlFarraj et al. (2021) confirmed the mediation role of online engagement in an empirical study.
The study also found that content influences brand trust in skin care products by diminishing the uncertainties associated with a product category that must be evaluated after purchase. Yee et al. (2025) found that the “useful informative” information on the skin care content was found to increase the credibility of the brand and reduce perceived uncertainty, while Sokolova and Kefi (2020) showed that the parasocial connection achieved through the content was a strong motivator for purchasing perhaps more powerful than the objective features of the influencer. There was, however, a recurring theme that these impacts are dependent on the consumer's perception of authenticity and transparency: in the case of rising consumer scepticism, Nazara, Nugrahaningsih and Abdillah (2025) reported, and in the case of strengthening trust, Weismueller et al. (2020) and Jia, Fu and Dai (2024) found that transparency in sponsorship disclosure can actually have a positive effect. The analysis then establishes a relationship between content and engagement as the mechanism to create the conceptual model, and authenticity as the condition that causes the content to either increase or decrease brand trust.
4.8 Theme 4: Strategic Use of Influencer Marketing in the UK Skincare Sector
The fourth theme links up the practical implications of the evidence, answering the fourth research question. The following four strategic principles were observed in each of the studies reviewed. Value and audience congruence were found first, by Okonkwo and Namkoisse (2023) and Belanche et al. (2021) that congruence between brand and influencer leads to authenticity and increased persuasion. Second, demonstrated expertise: In Theme 2, experts have consistently identified the importance of expertise and Khwela et al. (2024) suggest that the brand should collaborate with influencers that have credible skincare expertise. Third, influencer scale: in line with the observation of Gerlich (2023) that micro-influencers are also more likely to drive engagement than celebrity endorsers, due to their closer and more relatable relationships. Third, influencer scale: As argued by Gerlich (2023), micro-influencers are also more likely to generate engagement than celebrity endorsers, as they engage in a closer and more relatable relationship. Fourth, consistency and transparency, Rabby, Murthy and Bansal (2025) pointed to the importance of long-term, data-based partnerships, and Jia, Fu and Dai (2024) demonstrated that transparency builds trust.
Theoretically, these are not separate prescriptions, but self-consistent uses of the credibility mechanism established in the previous themes – they each operate in such a way as to preserve or reinforce the credibility that rests on the grounds of trustworthiness, expertise and authenticity. They also identified a current evidence gap for the context of UK skin care in particular. Much of the strategic guidance is sourced from neighbouring sectors (aesthetic dermatology – AlFarraj et al., 2021; fashion – Chetioui et al., 2020; De Veirman et al., 2017) and international samples, meaning that while transferable, it is yet to be tested against UK skincare. This is a reinforcement of the usefulness of a study that has been carried out specifically for that market.
Another analytical comment is about the strength of engagement as a mediator. The reviewed studies made a distinction between passive versus active (shallow versus deeper) interaction, including a range of commenting, sharing and discussion, which worked as a form of electronic word of mouth and thus brought the peer endorsement of credibility beyond the medium. Leung, Gu and Palmatier (2022) and Ao et al. (2023) both highlighted engagement as a crucial factor in the connection between influencer activity and downstream effects, while Conde and Casais (2023) demonstrated how engagement, via the parasocial relationship, increases the impact by creating a sense of personal address. The analysis thus views engagement as not a by-product of content but the pathway of the conceptual model itself, where credible content is transformed into brand trust and purchase intention.
[bookmark: _Toc241060326][bookmark: _Toc241198945]4.8 Discussion in Relation to the Research Objectives
[bookmark: _Toc241060327][bookmark: _Toc241198946]4.8.1 Perceptions and beliefs about influencer credibility (Objective 1)
The first aim was to study the perception and understanding of the credibility of influencers and their trustworthiness. The results demonstrated that credibility is always framed as a multidimensional construct consisting of trustworthiness, expertise, and attractiveness, which was directly related to the Ohanian (1990) source-credibility scale as well as the Hovland and Weiss (1951) persuasion research. This continuity is important: it shows that the basic model of advertising, as formulated in the traditional media, is still relevant in the social media context and provides a familiar concept vocabulary for the current study. Simultaneously, the results confirmed and expanded this underlying knowledge by demonstrating that credibility is tied to authenticity and is constantly re-constructed in content and not a stable capacity or trait of the endorser in the influencer context. According to studies like Ünalmış, Dirsehan and Erdoğmuş (2026), consumer's perception of credibility is linked to the authenticity of what is being produced by the influencer. Djafarova and Rushworth (2017), Schouten, Janssen and Verspaget (2020) and Jin, Muqaddam and Ryu (2019) conclude that the closer the influencer is to them, the more credible they will be perceived. The interpretation here is that, in the context of skincare in the UK, credibility becomes a dynamic perception that is developed as an interaction – a reading that takes credibility from a passive input to a process that will continue on an outcome – which will be anticipatory to the mediations that will be discussed below.
[bookmark: _Toc241198947]4.8.2 Impact of trustworthiness, expertise and attractiveness on purchase intention (Objective 2)
The second objective was to examine the differential effect of the three credibility dimensions on purchase intention, and the result of this objective was the most analytically relevant one of the study. According to the weight of evidence, both trustworthiness and expertise were found to be the key factors that influence purchase intention, with attractiveness being the conditional factor. There is a large and consistent body of evidence — such as the work of Garg and Bakshi (2024), AlFarraj et al. (2021), Weismueller et al. (2020), Lou and Yuan (2019), and multiple attribute model of Masuda, Han and Lee (2022) and meta-analytic synthesis of Ao et al. (2023) — which suggests that honesty and shown competence have more robust and consistent impacts than aesthetic appeal. The finding is especially relevant to the skincare segment, which is technically sophisticated and health-conscious, as demonstrated by the research of Khwela, Msosa and Ntshangase (2024), which suggests that perceived expertise lowers the perceived threat of the purchasing decision.
For the concept of attractiveness, an apparent contradiction in the literature had to be resolved. While Ki and Kim (2019) and Khwela et al. (2024) explain how attractive aspire-to-be influencers can achieve engagement and emulation, Edelblum, Frank and Palmer (2025) identify a “beauty backfire effect” where extreme attractiveness hinders relatability. In the present study, however, attractiveness is not seen as a singular, non-negotiable trait, but rather as operating non-linearly and conditionally: it increases persuasion up to a certain point, but after that, it decreases the degree of “relatability” that forms the basis of credibility. This interpretation aligns with Erdogan's (1999) match-up hypothesis, which states that congruence between the influencer and the product is the key to success over any individual attribute, and Belanche et al. (2021), who determined congruence between product and influencer to be more important than any single product attribute. The study contributes to the relative importance of the three dimensions, and establishes a defensible hierarchy, in which expertise and trustworthiness are more important and more fundamental, while attractiveness is more contingent and secondary, and can only be appreciated when it is pertinent and embedded in a “relatable” persona.
[bookmark: _Toc241198948]4.8.3 Influencer-generated content, consumer engagement and brand trust (Objective 3)
The third aim was to investigate the impact of influencer content on consumer engagement and trust in brands. It was determined that content is the medium in which credibility is conveyed and engagement and brand trust are the key steps on the pathway from content to purchase intent. Parashar (2025) and Castillo-Abdul, Pérez-Escoda and Núñez-Barriopedro (2022) show that engaging content elicits the likes, comments and shares that deepen the consumer–brand relationship, while AlFarraj et al. (2021), Leung, Gu and Palmatier (2022) and Ao et al. (2023) position engagement as the pivotal link between influencer activity and downstream outcomes. This phenomenon is amplified by the parasocial relationship – the intimacy that consumers create in the mind of an influencer can be just as influential as the influencer's attributes in influencing intention (Sokolova and Kefi, 2020; Conde and Casais, 2023). In the context of skin care, for instance, the authors Yee et al. (2025) explain that low uncertainty about products which are not tested before buying increases brand trust. However, the discussion highlights the importance of authenticity as a precondition (Nazara, Nugrahaningsih and Abdillah, 2025) and as a facilitator (Weismueller et al., 2020; Jia, Fu and Dai, 2024) for consumer trust. Earlier, the interpretation of the study was that engagement and brand trust serve as the mechanism in the conceptual model of the study with the condition of authenticity as the determinant of the mechanism whether it increases or decreases brand purchase intention.
[bookmark: _Toc241198949]4.8.4 Effective strategies for influencer marketing (Objective 4)
The fourth goal was to gain insights into recommendations for the effective use of “Influencer Marketing” by “Skin Care Brands”. The results were synthesized into four strategic themes: matching brands with values of influencers (Okonkwo and Namkoisse, 2023; Belanche et al., 2021); choosing influencers with proven skin care knowledge (Khwela et al., 2024); building longer-term, transparent partnerships to maintain credibility over time (Rabby, Murthy and Bansal, 2025; Jia, Fu and Dai, 2024). These are not seen as individual tactics but as consistent uses of the credibility mechanism laid out in the previous objectives – each principle operates by safeguarding or reinforcing the credibility – trustworthiness, expertise and authenticity – that underlies it. Nevertheless, there is reason for a qualification. The transferability of the strategic guidance to the UK skin care industry is just an inference as much of this guidance comes from neighboring industry sectors, such as aesthetic dermatology (AlFarraj et al., 2021), fashion (Chetioui, Benlafqih and Lebdaoui, 2020; De Veirman, Cauberghe and Hudders, 2017) and general cosmetics (Vrontis et al., 2021; Nwori and Uchegbulam, 2025). This demonstrates the relevance of research specifically geared towards that market.
[bookmark: _Toc241198950]4.8.5 Relationship of the findings to the expected outcomes
Comparisons with the results expected at the beginning of the study are instructive. This research proposal predicted that all three dimensions of credibility would positively relate to purchase intention, and there was indeed a synthesis that strongly supported this prediction for trustworthiness and expertise. However, the pattern for attractiveness was more complex than expected: while there appeared to be a generally positive correlation, there was some evidence that this correlation would be conditional and could shift direction over time. This is analytical and is not problematic, as it suggests that this is a real and un-resolved tension in the field of interest, but rather a sign that the review was analytical and not just confirmation of a pre-existing assumption (Ki and Kim, 2019; Edelblum, Frank and Palmer, 2025). The discovery also confirmed the notion that credible and expert influencers would play a vital function in consumer engagement and brand belief, as the analysis showed (AlFarraj et al., 2021; Yee et al., 2025). Overall, the outcomes of the study were achieved and further developed to enhance the contribution, rather than detract from it.
[bookmark: _Toc241198951]4.9 Discussion in Relation to the Theoretical Framework
The findings are coherent with the two theories that are used to frame the study. The 3D structure of credibility is very much supported by Source Credibility Theory (Hovland and Weiss, 1951; Ohanian, 1990) and the significant influence of this structure on consumer attitude and purchase intentions was shown. However, the study extends the theory in one crucial aspect—the beauty backfire effect (Edelblum, Frank and Palmer, 2025) holds that the positive effects of source attractiveness for persuasion will only be positive up to a point. It is a relatively small but sincere addition to a theory that was mainly conceived during times of conventional celebrity endorsements.
The pathway of credibility to intention is supported by the Theory of Planned Behaviour (Ajzen, 1991). A credible influencer influences consumers' attitude to a skincare brand and it can also affect their subjective norms regarding the use of the brand based on their visible interactions with other consumers, which in turn affects their intention to purchase the brand. The integrated pathway is directly supported by Chetioui, Benlafqih and Lebdaoui (2020), and the proposed mediating variables of engagement and brand trust in the analysis explain how this pathway works. Combined, the two theories can account for the entire sequence; Source credibility theory tells us about the factors that precede the influence, and the theory of planned behavior tells us about the factors that translate to subsequent behavioral intentions. The discussion therefore substantiates the conceptual model of the study, namely the presence of the independent variable as a multi-dimensional variable which is influencer credibility, and dependent variables as purchase intention, intervening variables as content, engagement, brand trust, and parasocial interaction, and condition variables as authenticity.
[bookmark: _Toc241198952]4.10 Theoretical Implications
The study has several contributions to the knowledge. First, it synthesizes a disjointed and sometimes conflicting body of literature into a unified account relevant to the context of UK skin care, which has been largely ignored by previous research in favour of other contexts, such as general cosmetics, fashion or international ones (Vrontis et al., 2021; Parashar, 2025). Second, it joins the ongoing discussion of the relative importance of the credibility dimensions by suggesting that an evidence-based hierarchy would place greater emphasis on trustworthiness and expertise than a conditional attractiveness effect, providing greater analytical precision than the mixed results found in the field. Third, it lays out mechanisms — content, engagement, brand trust and parasocial interaction — that have been studied separately, detailing their relationship in a way that stems from both to build credibility and influence intention. Last, the study illustrates the usefulness of a dual-theory perspective in which the source-credibility theory is paired with the Theory of Planned Behaviour, that is, to show the connections between the antecedents of influence and its behavioural outcome; and it provides a refinement in the source-credibility theory about the limits of attractiveness.
Another theoretical consequence is related to the shift in the credibility of the endorsers. This discovery of the important role of relatability and authenticity in credibility, and how surface attractiveness can actually be a hindrance, indicates a change in the locus of persuasive power from a polished, aspirational endorser, to a more ordinary, trusted and knowledgeable source. It also has conceptual value above and beyond skincare, as theories of endorsement, which were posited in a mass media setting, must be modified to a social media setting where audiences value perceived sincerity and ‘likeness to their peers’. In this way, the study also adds to an ongoing theoretical debate on the persuasiveness of sources in the digital market (Vrontis et al., 2021).
[bookmark: _Toc241198953]4.11 Managerial and Practical implications
The results have clear implications for the skin care market and skin care marketers in the UK. Considering trustworthiness and expertise emerged as the dominant drivers of purchase intention, brands must focus on influencers who are perceived as trustworthy and expert in skin care rather than influencers chosen just for their looks. Also, authentic storytelling and showcasing their expertise in the content they promote will appeal to people when it comes to the purchase intent. However, the conditional nature of attractiveness and the possibility of self-limitation make it easy to overlook the key concept of relatability upon which persuasion relies (Edelblum, Frank and Palmer, 2025). Based on the evidence of engagement and parasocial relationships, micro-influencers who create more personal connections with their followers can achieve better results than celebrity influencers for skincare brands looking to generate trust (Gerlich, 2023; Sokolova and Kefi, 2020). As shown, the evidence suggests that transparency about commercial relationships increases credibility, as authenticity is pivotal to the development and maintenance of trust, brands should ensure they are transparent about commercial relationships (Weismueller et al., 2020; Jia, Fu and Dai, 2024). Lastly, the importance of alignment and consistency also means that brands should seek enduring collaborations with influencers whose values are congruent with their own, rather than one-off, transactional endorsements (Okonkwo and Namkoisse, 2023; Rabby et al., 2025).
[bookmark: _Toc241198954]4.12 Chapter Summary
The results of the sixty studies that were included in the thematic analysis are presented and discussed in this chapter. It presented the results of the selection process guided by the PRISMA framework, described the existing evidence basis and formulated four themes: the nature of influencer credibility, the differential impact of trustworthiness, expertise and attractiveness on purchase intention, the mediators of the content, engagement, and brand trust, and the strategic principles of effective skincare influencer marketing. It then explained these findings in relation to the four research objectives as well as the theoretical framework and its implications to theory and practice. The analysis showed that trustworthiness and expertise are the most important antecedents of purchase intention, the attractiveness is an antecedent in addition to a moderator, content and engagement are the modalities of sense of credibility, and authenticity is an antecedent that moderates the effect of content and engagement. The results of the study, the limitations of the study and recommendations for practice and future research are presented in the following chapter.

[bookmark: _Toc241198955]5 CHAPTER 5 CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc241060336][bookmark: _Toc241198956]5.1 Introduction
This concluding chapter brings together the study and summarizes the findings. It starts with restating the purpose and a brief summary of the research methodology, followed by a summary of the main findings, and concludes with restating the findings in relation to each research objective. The chapter then outlines the theoretical and practical implications of the study, provides recommendations for skin care brands, and recognizes the study's limitations that qualify the findings. It ends with a set of conclusions that sum up the importance of the work.
[bookmark: _Toc241198957]5.2 Summary of the Study.
This study aimed to explore the impact of the credibility of social media influencers on consumer purchasing intention for brands of skin care products in the United Kingdom. In order to achieve this goal, the study was set in a philosophy of interpretivist and an approach of an inductive type, which was translated in a qualitative secondary design operationalised by a systematic literature review. Sixty studies were identified through a PRISMA process (Page et al., 2021), via six academic databases, and synthesised using Braun's and Clarke's six-step thematic analysis (2006; 2022). The analysis was guided by two complementary theories, Source Credibility Theory (Ohanian, 1990) and the Theory of Planned Behaviour (Ajzen, 1991) and resulted in four themes which collectively address the research questions.
[bookmark: _Toc241198958]5.3 Conclusions in Relation to the Research Objectives
The study concluded with the following findings which correspond to each of the following objectives.
[bookmark: _Toc241198959]5.3.1 The nature and perception of influencer credibility
With regard to the first goal, the study finds that influencer credibility is indeed an interwoven multi-dimensional construct that can be described as trustworthiness, expertise and attractiveness, which is in line with existing source-credibility theory. In the social media context, however, credibility is not something that is fixed about an endorser, but a perception built through content and based on perceived authenticity. The ideal influencer for skincare is a relatable one, often found more credible than distant celebrities, where sincerity and closeness now lie at the core of credibility in skincare marketing.
[bookmark: _Toc241198960]5.3.2 The impact of three credibility dimensions on purchase intent
Regarding the second goal, the study finds that the three dimensions do not make equal contributions to the study. The primary and persistent determinants of purchase intention are trustworthiness and expertise, while attractiveness is only effective at low levels, and may even backfire once it reaches a certain point (the “beauty backfire effect” is the example that demonstrates this, Edelblum, Frank and Palmer, 2025). As an appearance-driven and health-aware product category, consumers value the trustworthiness and expertise of the product more than its looks (Garg and Bakshi, 2024; AlFarraj et al., 2021). The study thus contributes to the establishment of a defendable hierarchy which assists in clarifying an inconclusive debate found in the broader literature.
[bookmark: _Toc241198961]5.3.3 Content, consumer engagement and brand trust
As for the third objective, the study finds that a tool for expressing credibility is the content that originates from influencers, while the tools to connect the content to purchase intention are consumer engagement and brand trust. The effect of informative, authentic content is enhanced by parasocial relationship and further increases uncertainty that is present in any skin care product that cannot be tested before purchase, leading to the creation of brand trust (Sokolova and Kefi, 2020). Importantly, these effects are dependent on authenticity: transparency and disclosure are key in building trust, while insincerity lowers it (Weismueller et al., 2020; Nazara, Nugrahaningsih and Abdillah, 2025).
[bookmark: _Toc241198962]5.3.4 Effective influencer marketing strategies
Regarding the fourth objective, the study concludes that the key to a successful influencer marketing in the skin care niche is to preserve the credibility that underlies the authority of influencers. This involves matching values between influencers and the brand, emphasizing proven skin care knowledge, acknowledging micro influencers, whose higher engagement is due to their closer relationships, and ensuring transparency about partnerships, while also fostering long-term partnerships instead of short-term transactions (Gerlich, 2023; Khwela, Msosa and Ntshangase, 2024).
Combined, these findings support the study's main hypothesis: that influencer credibility positively impacts consumer purchase intention with content, engagement, brand trust and parasocial interaction as channels of influence and authenticity as the influencing condition for brands selling in the UK skincare market.
[bookmark: _Toc241198963]5.4 Contributions of the Study
The study is of both theoretical and practical significance. It brings together a disjointed body of literature into a logical, evidence-based account in the context of skin care in the UK, which is an under-researched area; provides a clear hierarchy of the credibility dimensions, with one dimension more important than the others; combines mechanisms that have been studied individually; and modestly refines the limits of attractiveness component of Source Credibility Theory. On an operational level, it helps to translate these findings into sound advice for brands and marketers who aim to foster consumer trust and engagement in today's crowded marketplace (Vrontis et al., 2021).
[bookmark: _Toc241060344][bookmark: _Toc241198964]5.5 Recommendations
[bookmark: _Toc241060345][bookmark: _Toc241198965]5.5.1 Recommendations for skincare brands and marketers
Based on the results, the following recommendations are given to skincare companies in the UK:
· Focus on influencers that appear to be both honest and knowledgeable about skin care products, as these two factors strongly influence purchase intention; aesthetic appeal is not as significant.
· Don't be too reliant on highly aspirational, extremely attractive endorsers, that can compromise on relatable and on which persuasion relies; favour relatable, credible personas.
· Collaborate with micro-influencers who have loyal and active audiences because their endorsement will create more trust and engagement than that of influencers with huge fans.
· Make sure commercial partnerships are clearly and openly reported – this builds not undermines the sense of credibility.
· Ensure that informative and authentic content can diminish consumer doubt over product appropriateness, and seek long-term partnerships with influencers who have a good fit, to boost credibility over time.
[bookmark: _Toc241198966]5.5.2 Recommendations for future research
· In addition, the study suggests that there is some scope for further exploration:
· Future research should gather primary data from consumer groups in the UK that use skincare products, using a survey or interview approach, to test and build upon the findings of this secondary review, and obtain consumer perception in a first person account.
· The relative weights of the factors of trustworthiness, expertise and attractiveness could be measured more accurately in quantitative research and the proposed threshold at which attractiveness becomes counterproductive could be tested.
· Longitudinal studies could assess changes in influencer credibility and consumer trust over time, especially as consumers become more likely to question ads.
· Comparative research can be used to determine the extent to which the results of adjacent sectors and other countries have relevance to the UK skincare context.
[bookmark: _Toc241198967]5.6 Limitations of the Study
There are a few caveats to note. First, this research was carried out using secondary data, and so the findings are reliant on the quality and quantity of material on which they are based, rather than the actual experiences of UK skin care consumers. Second, published literature from 2019 to 2026 was used and this may have omitted some relevant previous literature, and the use of published literature can also lead to publication bias. Thirdly, a significant proportion of the evidence was taken from neighbouring areas and global frameworks, hence the transferability to a UK skin care context was carefully thought about, but an inference. Lastly, thematic analysis involves an element of interpretation: although rigour was ensured by a systematic, transparent and clearly documented process, there is a certain subjectivity in any qualitative synthesis. They reduce the limitations by using several good databases and by using clear selection criteria and set the limits in which the conclusions should be interpreted.
[bookmark: _Toc241198968]5.7 Concluding Remarks
This dissertation aimed to gain insight into how the credibility of the social media influencers impacts consumer purchase intention toward skin care brands in the United Kingdom. It has demonstrated that by reviewing and synthesizing 60 studies, credibility has a significant impact on purchase intention, working through consumer engagement and brand trust, and is primarily based on trustworthiness, expertise and authenticity. The study thus provides a more coherent theoretical description of a controversial domain and recommendations for a competitive business. With the increasing sophistication of influencer marketing and the consumer's increasing lack of trust, the key takeaway from this research may be even more paramount: In skin care, trust and influence are more important than ever, and both are built on credibility and authenticity.
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Table A.1 lists the 60 academic sources retained through the PRISMA process (Figure 4.1), grouped by type in line with Figure 4.3. For each source it records the study type, the context or setting, the focus relevant to this dissertation and the theme(s) to which it contributed in Chapter 4. 
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	T2, T3

	4
	Belanche et al. (2021)
	Experimental
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	Chetioui, Benlafqih and Lebdaoui (2020)
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	Fashion, Morocco
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	Conde and Casais (2023)
	Empirical study
	Micro, macro and mega-influencers on Instagram
	Persuasion through the parasocial relationship
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	De Veirman, Cauberghe and Hudders (2017)
	Experimental
	Instagram
	Follower numbers and product divergence on brand attitude
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	Djafarova and Rushworth (2017)
	Qualitative interviews
	Young female Instagram users, UK
	Credibility of online celebrities in purchase decisions
	T1

	12
	Edelblum, Frank and Palmer (2025)
	Experimental
	Fitness influencers
	Extreme attractiveness reducing relatability and engagement (beauty backfire effect)
	T2

	13
	Garg and Bakshi (2024)
	Quantitative survey
	Beauty vloggers
	Credible attributes, parasocial interaction and trust on purchase intention
	T2

	14
	Gerlich (2023)
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	Micro-influencer marketing
	Personal connection and engagement of micro-influencers
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	Hudders, De Jans and De Veirman (2021)
	Literature review and conceptual framework
	Social media influencers
	Strategic use of influencers: source, content and relationship factors
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	Iqbal et al. (2023)
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	Social media influencers
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	Jia, Fu and Dai (2024)
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	Jin, Muqaddam and Ryu (2019)
	Experimental
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	Attitude, subjective norms and perceived behavioural control
	TF
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	Khwela, Msosa and Ntshangase (2024)
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	Female university students, skincare, South Africa
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	Ki and Kim (2019)
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	Kothari et al. (2025)
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	Leonov et al. (2023)
	Analytical study
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	Psychological factors in consumer behaviour
	TF
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	Leung, Gu and Palmatier (2022)
	Empirical and conceptual
	Online influencer marketing
	Influencer strategy and downstream engagement outcomes
	T3

	25
	Lou and Yuan (2019)
	Quantitative survey
	Social media followers
	Message value and credibility on trust in branded content
	T1, T3

	26
	Masuda, Han and Lee (2022)
	Quantitative survey
	Social media influencer marketing
	Influencer attributes and purchase intention
	T2

	27
	Nazara, Nugrahaningsih and Abdillah (2025)
	Conceptual review
	Influencer marketing
	Trust, authenticity and consumer scepticism
	T1, T3

	28
	Nwori and Uchegbulam (2025)
	Qualitative interviews
	Fashion, beauty and personal care, UK and Nigeria
	Drivers of social media purchasing
	T1

	29
	Okonkwo and Namkoisse (2023)
	Review
	Influencer marketing
	Authentic brand relationships and influencer selection
	T4

	30
	Parashar (2025)
	Journal article
	Influencer marketing
	Brand building, engagement and brand credibility
	T3

	31
	Rabby, Murthy and Bansal (2025)
	Mixed methods
	Data-driven influencer marketing
	Long-term partnerships, loyalty and brand evangelism
	T4

	32
	Schouten, Janssen and Verspaget (2020)
	Experimental
	Celebrity vs influencer endorsements
	Identification, credibility and product–endorser fit
	T1, T2

	33
	Sokolova and Kefi (2020)
	Quantitative survey
	Instagram and YouTube bloggers
	Credibility and parasocial interaction on purchase intention
	T3

	34
	Ünalmış, Dirsehan and Erdoğmuş (2026)
	Quantitative survey
	Beauty and personal care
	Influencer-created content and perceived authenticity
	T1, T3

	35
	Vrontis et al. (2021)
	Systematic review
	Social media influencer marketing
	Integrative framework and research agenda
	T1, Gap

	36
	Weismueller et al. (2020)
	Quantitative survey
	Instagram
	Advertising disclosure, source credibility and purchase intention
	T2, T3

	37
	Yee et al. (2025)
	Quantitative survey
	Cosmetics and personal care, Malaysia
	Informativeness, trust and purchase intention
	T3

	B. Seminal theoretical works

	38
	Hovland and Weiss (1951)
	Seminal experimental study
	Persuasion research
	Source credibility and communication effectiveness
	TF

	39
	Ohanian (1990)
	Scale development
	Celebrity endorsers
	Trustworthiness, expertise and attractiveness scale
	TF, T1

	40
	Ajzen (1991)
	Theoretical
	Behavioural intention
	Theory of Planned Behaviour
	TF

	41
	Erdogan (1999)
	Literature review
	Celebrity endorsement
	Source models and match-up hypothesis
	TF, T2

	C. Methodological sources guiding the review

	42
	Braun and Clarke (2006)
	Methodological
	Qualitative analysis
	Six-step thematic analysis
	M

	43
	Braun and Clarke (2022)
	Methodological
	Qualitative analysis
	Conceptual and design thinking for thematic analysis
	M

	44
	Cabrera and Cabrera (2023)
	Methodological (preprint)
	Literature review
	Steps in a systems literature review
	M

	45
	Chaudhry et al. (2023)
	Systematic review
	Data mining
	Pattern identification in review methods
	M

	46
	Costa (2024)
	Methodological
	Secondary data
	Qualitative perspectives in secondary data analysis
	M

	47
	Johnston (2014)
	Methodological
	Secondary data
	Secondary data analysis as a method
	M

	48
	Junjie and Yingxin (2022)
	Methodological
	Research philosophy
	Positivism and interpretivism
	M

	49
	Kraus, Breier and Dasí-Rodríguez (2020)
	Methodological
	Systematic reviews
	Crafting a systematic literature review
	M

	50
	Lim (2025)
	Methodological
	Qualitative research
	Overview and guidelines for qualitative research
	M

	51
	Mulenga and Shilongo (2024)
	Methodological
	Research ethics
	Academic integrity and plagiarism
	M

	52
	Nowell et al. (2017)
	Methodological
	Qualitative rigour
	Trustworthiness criteria in thematic analysis
	M

	53
	Page et al. (2021)
	Reporting guideline
	Systematic reviews
	PRISMA 2020 statement
	M

	54
	Paul and Criado (2020)
	Methodological
	Literature reviews
	Writing literature reviews
	M

	55
	Proudfoot (2023)
	Methodological
	Thematic analysis
	Inductive/deductive hybrid thematic analysis
	M

	56
	Saunders, Lewis and Thornhill (2019)
	Textbook
	Business research
	Research onion: philosophy, approach and design
	M

	57
	Snyder (2019)
	Methodological
	Literature reviews
	Literature review as a research methodology
	M

	58
	Tranfield, Denyer and Smart (2003)
	Methodological
	Management research
	Systematic review methodology
	M

	59
	Vaismoradi, Turunen and Bondas (2013)
	Methodological
	Qualitative analysis
	Content analysis versus thematic analysis
	M

	60
	Xiao and Watson (2019)
	Methodological
	Systematic reviews
	Guidance on conducting a systematic literature review
	M


Table A.1: Studies included in the systematic review and thematic synthesis
Key: T1 = Nature and dimensions of influencer credibility; T2 = Effects of trustworthiness, expertise and attractiveness on purchase intention; T3 = Influencer-generated content, consumer engagement and brand trust; T4 = Strategic use of influencer marketing; TF = Theoretical framework; M = Methodology; Gap = Literature gap.
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