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Abstract
The fast development of social media has restructured the relationships between consumers and the fashion industry, and the concept of influencer marketing is becoming a determinant of behaviour and buying decisions. This paper analyses how social media influencer marketing strategies affect consumer behaviour and purchase intentions in the competitive market of the fashion industry in the UK. The research objective will be to establish the marketing strategies used by social media influencers and their effects on consumer behaviour and buying intentions within the London fashion sector. 
The question is determining the marketing practices that are the most critical, used by influencers of fashion brands in London and evaluating the impact of credibility, content, and engagement of the influencer on the trust and behaviour of buyers. The qualitative, exploratory, and inductive approach taken by the study involved the use of secondary sources of data, such as academic literature, industry reports, and case studies. The methodology used was a multiple-case study approach, which analysed four major brands, such as ASOS, H&M, Zara, and Burberry, by using the thematic analysis technique to identify the influencer strategies and their impact. 
Among these, the most prominent results are that genuine, platform-specific content and long-term relationships create better levels of consumer engagement and trust, resulting in an increase in purchase intentions. The uncertainty is substantially reduced by influencer credibility and quality content, and case studies show that brand awareness and conversion rates have been positively improved, especially among younger audiences. 
Cooperation on strategic bases, including micro-influencer activities with fast-fashion brands and selected partnerships with luxury brands, is in line with the values handled by consumers, which leads to loyalty. Finally, the paper highlights the disruptive nature of influencer marketing in driving consumer choices, which presents practical information that brands can use to streamline their operations and deal with moral dilemmas in the online fashion sector.
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[bookmark: _uzlnrknleijl]CHAPTER 1: INTRODUCTION AND RATIOANLE
[bookmark: _vlmfvpu59p35]1.1 Research Background 
The world fashion market has experienced tremendous transformation in the way the brands interact with the consumers, shifting away the old-fashioned advertising into the highly active online interaction. Although celebrity endorsement, TV ads and print advertisements were the leading in the fashion marketing throughout the previous years, their effectiveness has been diminished in the digital-first environment where customers demand interactive, personalised and authentic content (Sundaram et al., 2020). Instagram, Tik Tok and YouTube are examples of social media, which have become important places where they create, share and consume fashion trends in real-time (Muturi, 2024). In such platforms, influencer marketing has emerged as one of the strongest tools of influencing consumer behaviour. 
[image: ]
[bookmark: _angu394g285l]Figure 1: Global market size of Influencer marketing
(Source: Fortune Business Insights, 2025)
Bridging the gap between brands and audiences is facilitated by influencers people with a high online presence and perceived credibility who create relatable content and make product suggestions personal. Their influence to interact, entertain, and convince their followers has made fashion brands spend a lot of money on influencer partnerships. Another source states that the market size of influencer marketing market in the year 2025 is 31.07 billion USD cumulating with a 31.42% annual CAGR [Refer to Appendix 1]. The influencer marketing industry is projected to grow to USD 23.59 billion to USD 31.07 billion by 2025 covering a range of annual growth rate of 20 to 50% in the global market. Creator collaborations in fashion brands in the UK alone amounted to about £791 million in 2023 and the engagement rate is high on the platforms with Tik Tok and Instagram ranking 2.26% and 1.59, respectively (Influencer, 2024).
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[bookmark: _9bb7hbn3bd43]Figure 2: Engagement rate on social media platforms
(Source: Influencer, 2024)
Moreover, almost one-third of the fashion shoppers in the UK follow influencers to learn about new products and repeated recommendations by the influencer increase the likelihood of making a purchase by 68.25%. These are figures that indicate the increasing strategic relevance of influencers in the London fashion market. Nevertheless, such rapid growth also poses serious concerns regarding how the process of influencer marketing impacts consumer attitudes and purchase behaviours.
The global fashion market has undergone a significant transformation in the way brands interact with consumers, shifting from traditional, one-way advertising models towards highly interactive and digitally mediated engagement. Conventional marketing tools such as celebrity endorsements, television commercials, and print advertisements once dominated fashion promotion; however, their effectiveness has declined in a digital-first environment where consumers increasingly demand personalised, authentic, and participatory content (Sundaram et al., 2020). Social media platforms such as Instagram, TikTok, and YouTube have emerged as central spaces for the creation, circulation, and consumption of fashion trends in real time, fundamentally reshaping consumer decision-making processes (Muturi, 2024).
Within this context, influencer marketing has become one of the most influential mechanisms shaping consumer behaviour. Influencers—individuals with strong online visibility and perceived credibility—bridge the gap between brands and audiences by producing relatable lifestyle content that personalises product recommendations. Their ability to engage, entertain, and persuade followers has led fashion brands to allocate substantial budgets to influencer collaborations. The global influencer marketing industry is projected to reach approximately USD 31.07 billion by 2025, reflecting rapid annual growth rates of between 20% and 50%. In the UK alone, influencer-led fashion collaborations were valued at around £791 million in 2023, with particularly high engagement rates on TikTok and Instagram. 
Despite its rapid expansion, influencer marketing also raises concerns regarding message saturation, authenticity fatigue, and the true extent of its impact on consumer attitudes and purchasing behaviour. These issues highlight the need for deeper academic investigation, particularly within highly competitive fashion markets such as London.
[bookmark: _hihb7bh52mse]1.2 Research Rationale 
In spite of the rapid globalization of social media influencers, there are a number of gaps and challenges in comprehending the real influence of this on consumer behaviour, especially in the fashion industry in London. At the beginning, the empirical data available on the impact of the individual influencer characteristics including authenticity, trustworthiness, credibility, followers count and quality of posted content on the consumer perceptions and buying intentions is still scarce. The current literature has generalized influencer marketing without breaking down the strategic elements that are likely to affect decision-making processes in fashion-specific situations. Secondly, London itself is a diverse, trendy and highly digitalised fashion market but there are a limited number of scholarly works on influencer marketing in the regional environment. 
Globally acquired insights cannot be unconditionally generalized because the consumer behaviours as well as the cultural dynamics differ greatly across markets. Third, fashion companies still struggle to identify appropriate influencers, campaign spending, assessment of engagement and the long-term and short-term ROI of collaborating with influencers (Bell et al., 2024). Other problems such as influencer fraud, inflated metrics and unstable engagement only compound the strategic decision-making process. 
Lastly, the second important gap in the research is the challenge in quantifying the long-term and short-term outcomes of influencer marketing on consumer loyalty, online sales and brand engagement (Gracias et al., 2023). Although enterprises devote much money to the work of influencers, the main extent to which these activities lead to long-term customer relationships and brand equity is still unknown.
1.2.2 Practical Justification 
The pragmatism behind this research is that the fashion brands in London have an extreme demand of streamlining their influencer marketing efforts in an overly competitive and ever-digitising market. Despite the popularity of influencer collaborations, one of the most important challenges that many brands face is informed decision-making related to the choice of an influencer, the design of a campaign, and the evaluation of the actual impact on consumers. The study offers actionable ideas that could help marketers, brand managers, and digital strategists to know more about what actually motivates consumers to engage, trust, and make purchase intentions. The results will be used to make fashion brands differentiate between the successful and the unsuccessful influencer practices by determining which of the characteristics are considered authentic, credible, content quality, or engagement style and will produce the most significant behavioural reaction among the consumers in London. 
With this knowledge, the risk to finances in influencer partnership can be greatly mitigated, given that influencers are fraught with problems such as inflated follower counts, low quality interactions, and influencer fraud. The research offers practical advice on what influencers can implement to improve the content approach, stay authentic, and establish relationships with followers and brands in the long term. Also, the research is useful to the policy makers and industry players as it creates awareness on the ethical issue of transparency and disclosure in influencer advertising.
[bookmark: _3nn947dsnzuc]1.3 Research Contribution and Motivation 
The study bears a lot of academic, industrial as well as practical importance. It is academically relevant in terms of the growing theoretical knowledge of digital marketing, consumer psychology, and influencer-brand relationships. Even though the concept of influencer marketing is popularly debated, there is a lack of empirical research on this particular field in London and within the fashion industry (Papasolomou et al., 2023). The study contributes to the existing knowledge of digital persuasion, brand communication and social influence theory by concentrating on the influencer attributes and their impact on consumer behaviour. In the case of fashion brands, the results will be very useful in strategic marketing decisions. 
The analysis will assist the brands in comprehending the impact of what features and approaches of the influencers produce the greatest consumer reaction and create more cost-effective and effective campaigns. It will also help businesses to judge the truthfulness and plausibility of influencer affiliation, eliminate risks such as low interaction and campaign failure (Guangul, 2024). Managers-wise, the study will provide practical information on the choice of platform, content format, the type of engagement system, and target audience. 
As a source of influence, the research offers an understanding of how the influencers should maximise the quality of the content, stay authentic and enhance their bond with the followers to maximise collaboration opportunities. In general, the work is timely and topical due to the high rates of digitalisation of the fashion industry, the changing demands of consumers, and the active increase in investments of influencers-marketing in the UK.
[bookmark: _nkvhlslpr928]1.4 Research Aim, Objective, and Questions
Research aim
To determine how the marketing strategies of social media influencers affect the consumer behaviour and purchase intentions in the fashion industry in London, UK.
 Research Objectives
· To determine the most critical marketing practices that are applied by the social media influencers of these fashion brands in London.
· To determine the influence of credibility of influencers, quality of contents and engagements on buyer trust and buyer behaviour.
Research Questions
· Which are the most ranking marketing strategies used by social media influencers when advertising fashion brands in London?
· What is the influence of, influencer credibility, content quality and engagement, on buyer trust and buyer behaviour?
[bookmark: _tlxqjva09qh4]1.5 Dissertation Structure 
The study follows a structured segment that is discussed below.
Chapter 1: Introduction
This introduction section of the dissertation is presenting the background of marketing strategy of social media influencers and its impact on consumer behaviour and purchase decision in the fashion industry in London, in the United Kingdom and also the problem statement, the purpose of this study, the objectives, questions, relevance of the study and the methodology proposed to conduct the study. 
Chapter 2: Literature Review 
This chapter analyses the current scholarly literature related to digital marketing, the influence marketing, consumer behaviour, credibility models and the fashion industry environment. It brings out hypothetical views, and it also lays out gaps that aid the justification of the study.
Chapter 3: Methodology
This part presents the research design, data collection procedure, sampling plan, questionnaire design and data analysis procedures. The limitations of the methodology and ethics are also provided.
Chapter 4: Findings, analysis and discussion
The collected data from the secondary sources is organised and analysed according to the specific contexts. This chapter assesses the relationships between the influencer strategies and consumer behaviour. 
Chapter 5: Conclusion and Recommendations
This chapter concisely captures the research contributions, gives recommendations to fashion brands and influencers and offers a future research direction.


[bookmark: _s6vixjo19gvy]CHAPTER 2: LITERATURE REVIEW
[bookmark: _9p9a9w9qnj08]2.1 Introduction 
This “second chapter” of “literature review” provides a critical analysis and review of the various aspects of how the “social media influencer marketing strategy” has an “impact on the consumer behavior and purchase decisions” in the “London fashion industry of the UK”. In recent times, social media marketing strategy is considered as one of the best digital marketing strategies because most customers value the posts made on the social networking sites and they are influenced by the latest social media trends. 
“Influencer marketing” is one of the most popular social media marketing strategies which is used to create an impact of the “consumer behaviour and purchase decisions in the London fashion industry” of the UK. This is because the social media influencers directly connect with the consumers through their own social media handles and this approach enhances the engagement and trust of the customers. 
They post videos and even conduct live sessions to promote the products and are thus responsible for strong consumer relationships. The consumers consider the social media influencers as their fashion icons and that is why they are hugely impacted by the fashion sense of the influencers. This is one of the reasons for which the fashion industry of London heavily depends on the “social media influencer marketing strategy to shape consumer behaviour and purchasing decisions”. 
The key research topics that will be reviewed in this chapter includes “growth of influencer marketing in London fashion industry, competition in the London fashion industry, influencer qualities in shaping consumer behaviour, shift in consumer decision making patterns, and strategic collaboration of fashion brands with influencers”. It can hence be said that this chapter will provide an “in depth review” of the topic with the help of  the existing studies. 
[bookmark: _63p5wdo4olno]2.2 Thematic Overview of the Literature
[bookmark: _25lz0dtjkf3k]2.2.1 Growth of influencer marketing in London fashion industry
According to Marroncelli and Braithwaite, (2022), the “celebrity culture” and “British fashion industry” have been highly influenced by the digital age. The “social media influencers” promote the products on the social networking sites which attracts the attention of a huge number of customers, and this results in the growth of “influencer marketing” in the London fashion industry. It can also be said that the “Instagram influencers have affected clothing on the physical high street, by encouraging consumers to shop online”. 
The increase in the “fast fashion trend” in the London fashion industry can be explained as a “low-cost clothing collection that mimics current luxury fashion trends”. In the age of social media, fast fashion has gained immense popularity since social media platforms like “Instagram encourage consumers to buy clothing at the click of a button” (Cayaban et al. 2023). The “social media influencer marketing” is quite appealing to the customers as they are able to get a clear vision of the look and the style of apparels (Le and Aydin, 2023). The influencers along with promotion of the brands, shows how to wear the clothing and that becomes a fashion statement for the consumers in the London fashion industry. 
A study “Influencer Marketing 2020” showed “61% of consumers, aged 18 to 34, have at some point been swayed in their decision making by digital influencers” (Econsultancy, 2018). This is a classic example of the “effectiveness of influencer marketing on the purchasing decisions of the customers”. Hence it is easily understood that the sector of influencer marketing has seen considerable growth in recent times in the “London fashion industry”.
As per the study of Bana and Shahreen, (2024), “influencer marketing” has a good amount of “impact on the consumer buying journey” in the global fashion industry. It is also noted that the “influencers are having 42.2% impact on the consumer buying journey”. The London fashion sector is one of the most popular fashion hubs in the world. The four factors which influence the “customer buying journey in the global fashion industry” include “enhancing awareness, generating interest, creating desire, and shaping action”. 
The “influencer marketing involves partnerships between brands and influencers". Furthermore, “the influencers endorse the products on their social media handle” to attract their followers as well as other consumers. This study also highlights the fact that “influencer marketing sector has witnessed substantial expansion” in recent years (Jhawar et al. 2023). The most popular global fashion brands such as “Zara, H&M, ASOS, Mango and Primark” actively participate in the collaboration with “social media influencers to promote their products” (Kalra and Singh, 2024). The growth of “influencer marketing in the London fashion industry” is characterised by the excessive number of brand-influencer collaborations. Thus, it can be said that the fashion brands in London give much importance to the “influencer marketing strategies” which enhances their business. 
The study of Chan, (2022), highlights that “influencer marketing in the London fashion industry of UK” has “grown in popularity” over “the last few years”. The findings of this study shows that “brands are collaborating with and exploiting social media influencers (SMIs) to reach their target audiences, raise brand recognition, improve brand image, and increase profitability”. It can be noticed that the use of “influencer marketing” for promotion of products has “grown dramatically since 2016 as consumers have switched from television to social media and OTT platforms” (Nadanyiova and Sujanska, 2023). Moreover, the brands give more importance to the “social media influencers as they may start to encourage their followers to buy the things they endorse”. 
One of the major reasons for the growth of “influencer marketing” in the London fashion industry is that “the influencers communicate directly with the audience and provide personal details about themselves” which the consumers find quite relatable. Thus, the consumer engagement is enhanced by the “social media influencer marketing” which also serves for the popularity of this kind of marketing strategy in the London fashion industry. Lastly it can be said that the increase in consumer trust and loyalty towards the fashion brands is due to the social media influencer marketing. This ultimately enhances the business operations of fashion brands of London, UK. 
[bookmark: _secut7apmo04]2.2.2 Competition in the London fashion industry
London Fashion Industry Competition is defined by a unique combination of heritage luxury brands, high-street brands’ proliferation, digitally intensive e-retailers, and vibrant independent designers. All of which are working under harsh global and local demands. The competitive nature of London is thus not a straight concept (luxury vs. mass market) but an underlying ecosystem with micro-clusters of design, supply and retail action generating local levels of benefit to firms of varying size. Studies indicate that UK fashion micro-clusters point to the geographic concentration of design schools, showrooms and specialised suppliers to support innovation and competitive spillovers to new designers and SMEs (Ellams et al. 2023). 
These clusters assist small players to reach networks in which they might not have without them, but they also create more competition over talent, retail space and buyer attention. The conflict between one hand, fast-fashion chains and online platforms based on values and, on the other hand, heritage/creative brands is one of the central competitive axes in London (Choudhary, 2023). The response speed of fast-fashion companies, playing e-retailers to supply chains and digital platforms, has captured a share. 
It has effectively forced the traditional high-street retailers to respond to price, assortment and omnichannel fulfilment strategies. Meanwhile, luxury and designer brands justify their stance by brand heritage, runway presence (especially with the London Fashion Week) and experience retailing brand equity by symbolic value over price (Fashion Digital Marketing Agency, 2022). This multi-front war has pushed companies to not only differentiate upon price and style, but upon speed to the market, experience and storytelling of a service. 
Capability alignment with consumer needs is also a strong mediator of competitive success in London. Empirical studies of competitive variables in fashion retailing have established that fulfilling the changing consumer expectations, such as product variety, quality, convenience and value, is the most significant determinant of competitive advantage (CV and Agrawal, 2024). Smaller companies tend to lag in terms of operational capabilities (logistics, analytics, international distribution), whereas other competitors (larger ones) use the scale to achieve the best possible costs and digital marketing outreach (Kristoffersen et al. 2021). 
This ability difference defines the winners in the market segments. The new competitors are sustainability and design innovation. An evolving literature on London suggests that brands that have believably invested in sustainable design and openness can achieve the benefits of differentiation and customer loyalty, though limited to situations where sustainability is not a marketing slogan, but an aspect of design, sourcing and communication (Lee et al. 2024). The growth of sustainability assertions has made credibility more expensive such as competitive advantage requires more than material practices (measurable, measurable, localised) and congruence with brand identity.
Additionally, London has been transformed by external aspects (Brexit, COVID-19, changing tariff regimes and global platform competition by low-cost international entrants), changing the competition dynamic (Alami and Taggart, 2024). These aspects demonstrated the weaknesses of long global supply chains and rushed the pace of digitalisation. Those retailers that responded swiftly to e-commerce, data analytics and responsive inventory control were in a better position to withstand disruption (Brown et al. 2024). The outcome is a competitive landscape in which resilience, digital competence and innovation of blending creativity with operations are equally significant as significant indicators of brand prestige. 
Overall, the competition in the fashion industry in London is multidimensional and multi-layered due to the clustered innovation, capability asymmetries between the SMEs and large firms, dual pressures of fast fashion and luxury symbolism, and the increasing significance of sustainability and digital resilience as competitive advantages. 
[bookmark: _hr9g3o9ur4mx]2.2.3 Influencer qualities in shaping consumer behaviour 
It is clear that other influencer attributes, mainly credibility, authenticity, attractiveness, and expertise, have a key role in consumer attitude and purchase behaviour in the fashion industry. The study continues to reveal that the four attributes mentioned are central to consumer attitudes and purchase behaviour in the fashion industry. The Model of Source Credibility identifies three major factors of persuasion, namely, trustworthiness, expertise, and attractiveness. Regarding the marketing of fashion products, influencers are viewed as reliable and able to discuss stylistic trends and contribute to the increased trust and brand ratings of the consumer. 
Authenticity has been identified to be one of the most powerful predictors of consumer engagement. Zniva et al. (2023) also believe that consumers react better to influencers who represent authentic, open and consistent identities. Genuine information will create emotional attachment, decrease scepticism and boost the chances of purchase intention. On the same note, Zahran et al. (2025) discovered that relational closeness, which is formed by storytelling, personal interaction, and relatable lifestyles, reinforces follower loyalty and shapes behavioural choices. 
Another factor that is critical is engagement quality. Influencers who have an active, two-way communication and produce good-quality visual content form a greater perceived value, which positively impacts the attitudes towards the promoted fashion brands (Chae et al., 2021).
Expertise or niche authority is also another defining characteristic. The more powerful persuasive effect is that of influencers that specialise in styling, luxury fashion, thrift fashion, sustainable wear or street wear in the fashion industry (Kolemba and Lewandowska, 2025). They are credible opinion leaders because of their capability to make informed decisions such as showing the audiences how to style the clothes, making it last longer or the brands that provide production with similar processes which are environmentally friendly (Belanche, 2021). When the influencers are perceived to be knowledgeable in the industry, the followers will believe that they truly know the industry and this perceived knowledge will eliminate risk in their assumption when making purchasing decisions especially to the high-priced fashion products.
Another key factor is consistency in the quality of content and posting behaviour. Influencers with constant aesthetic themes, consistency in posting and logical brand voice are more likely to achieve higher loyalty (Wilson et al., 2024). Excellent images, considerate captions, effective planning of the stories and interactive elements such as polls, try-ons or Q&A sessions make consumers feel involved and appreciated (Mahalakshmi et al., 2025). Consistency reflects professionalism that increases consumer confidence and prompts followership. 
The level of social proof and the level of engagement on social media also affect consumer behaviours. The number of followers, likes, comments, shares on the posts and the existence of a community response are all the indicators of popularity and confirmation that an influencer is popular (Delbaere et al., 2021). High engagement can be viewed as a sign by the consumers that the recommendations of an influencer are relatively popular, resulting in more people who will want to test a new fashion trend or visit a brand that is promoted (Wang and Huang, 2023). Although micro-influencers have fewer fans, adherence to the content of such posts is usually higher and therefore the convincing nature of this information is higher.
Lastly, influencer values and brand alignment has gained more significance as they are now being keen on whether the influencers are authentic to the brands they are advertising. Credibility is undermined when an influencer that is a sustainability agent promotes a fast-fashion brand (Liu, 2022). On the contrary, the more the influencers have consistently reflected their values in line with ethical fashion, inclusivity and local designers in London, the higher the consumer trust and purchase intentions (Tiwari et al., 2024). Overall, the characteristics of influencers have a tremendous effect on the way consumers perceive fashion suggestions, purchase choices and brand affiliations.


[bookmark: _9wj2sqs506mt]2.2.4 Shift in consumer decision-making patterns 
Social media and influencer-based content have drastically changed the manner of the consumers in London to make a decision with regards to fashion. The old paradigms were based substantially on brand-based advertising, in-store experiences and word of mouth (Bhalla et al., 2024). Consumers today pass through a pathway that has been created by the continuous exposure of digital lives, customised content and the cultural impact of the online community (Zhang and Abdullah, 2025). Among the biggest changes has been the shift towards information-based, rational choices in favor of emotionally motivated choices, fuelled by narratives, aesthetics and the perceived authenticity of the influencers.
Consumers are more reliant on micro-moments or small bursts of activity that are initiated by scrolling through Instagram, TikTok or YouTube (Zeng, 2023). Those are the instances when they are exposed to pre-edited outfit ideas, unboxing videos and vlogs that recreate stories and organise them featuring fashion products. Shoppers have a habit of making impulsive choices on what is trending in the real-time list as opposed to making them based on what they have planned to buy. 
The fashion audience in London is specifically associated with an opening to experimentation and new aesthetics. The influencers increase this behaviour through the display of changing looks fast and the trends become dynamic and the speed of adopting the new styles by the consumers is high.
Another important shift is the development of social proof as one of the main decision-making factors. The confirmation indicators are likes, shares, comments and endorsements of influencers (Patwa et al. 2024). Users have developed confidence in peer-shared reviews and influencer experience than the traditional advertisement which they find to be over-refined or biased. 
It is popular among the younger groups of people in London as reliability and transparency is respected. The influencers, particularly micro and niche influencers generate intimacy and that makes consumers more attached to their product preferences (Okonkwo and Namkoisse, 2023). 
The process of consumer decision-making has also become very personalised and algorithms driven. The behavioural data on the social media channels are then used to suggest fashion content that matches the individual tastes and preferences resulting in a selective shopping experience. Consequently, the journey to fashion discovery between two consumers can be completely different, and it is determined by the history of browsing, influencer relations and interests. This hyper-personalisation saves time required in decision-making and the propensity of impulse purchasing.
Moreover, consumers are no longer looking at functionality or affordability but at real experiences. They are attached to brands and products that match lifestyle aspirations that are being propagated by influencers (Sederevičiūtė-Pačiauskienė and Kamašauskė, 2025). The collaborations surrounding fashion, the streetwear style, the luxury minimalism as well as the gender-fluid styling all inform the way people make sense out of their spending. The influencers emerge as cultural interpreters and assist viewers to relate fashion according to them. 
Lastly, the decision-making process has been made to be more participatory. The consumers are very active as they comment, ask questions and message the influencers to give them advice (Vidani and Das, 2021). In traditional marketing, this type of interaction was not possible. The outcomes became dynamic and the decision journey became emotional. The fashion ecosystem of London can be viewed as being at the center of redefining consumer thinking, emotion and decision-making.  
[bookmark: _21hbt1vmqata]2.2.5 Strategic collaboration of fashion brands with influencers 
Cooperation among fashion brands and influencers in London has developed with paid promotion and strategic joint ventures to elaborate. These collaborations signify a greater realization on the level to which culturally relevant and commercially lucrative influencers have evolved in terms of perception and purchasing behaviour of consumers. Influencers are not only a promoter but a creative partner, cultural narrator and brand ambassador to most brands that facilitates long-term loyalty (Sankala, 2024). The co-created content strategy is one of the most known influential strategies where influencers are considered to come in and design campaigns, curate outfits or even create capsule collections. London fashion labels are finding the need to use influencers who are well-branded and have a defined aesthetic identity in their lives as they assist in projecting authenticity onto the brand (Migkos et al., 2025). Whenever the influencers provide something creative, the listeners will find the collaboration to be more authentic and that helps to build more credibility and encourage greater interest.
The second approach is to capitalize on the mico-influencers and nano-influencers since they usually possess smaller yet more active communities. These influencers provide a more specific and personal approach to consumers for London fashion brands that want to target niche markets including sustainable fashion, streetwear or local designers (PureLondon, 2024). Their suggestions are seen as more legitimate, hence a high probability of followers used to follow their recommendations. Influencers also utilize data-driven selection by brands. 
Brands evaluate the engagement rate, the audience profile and the performance of the contents of influencers using analytics tools prior to starting to collaborate with them (Bane et al., 2024). This is the basis that these companies can use to align certain campaign objectives with the appropriate influencer whether the objective is to gain more brand recognition, more conversions or a new line of products. 
Brands have realised the importance of constant representation and as such, long-term ambassador programs have gained more popularity. The long-term partnership builds continuity and creates a consistent brand story as opposed to a single-time promotional post (Simeli et al. 2025). This might apply to consumers in London who believe in authenticity. When the consumers see the same influencer promoting a brand, it builds trust and the authenticity of the brand in a satisfied manner (Goor et al. 2025). Cross-platform integration is also a part of a strategic collaboration. 
The influencers usually collaborate with several social media platforms such as Instagram to post images, TikTok to create short videos, YouTube to review and write or give in-depth information and blogs to provide explanation and description (Hudders et al., 2021). London fashion brands use this multi-platform exposure to extend their reach and contact consumers at various touchpoints.
Influencers are also involved in designing immersive experiential marketing campaigns by brands. Influencers are usually featured in events such as pop-up shows, launch events or workshops on styling ethics. Their attendance increases brand awareness and provides social-media-friendly content that covers brand visibility past the physical attendance. Value-based partnerships are another aspect of strategic collaboration who promote sustainability, ethical fashion, inclusivity or diversity (Marsh et al., 2022). These are the collaborations that strengthen the social values of the brand and enable them to reach the ethically minded consumers. In general, strategic partnerships between influencers and fashion brands in London are becoming more comprehensive, creative and in line with long-term brand-building. Such partnerships have made influencer marketing a part of the fashion strategy nowadays, creating relevance, engagement and stronger emotions with consumers.
[bookmark: _s6d7tipe2u8y]2.3 Theoretical foundation and contribution 
A number of theories reinforce the interpretation of the effects of influencer marketing on consumer behaviour in the London fashion industry. The Social Influence Theory is one of the underlying theories that describe the effects of other people on individuals in terms of influence (Spears, 2021). The role of influencers is to work as a social referent who is attractive, expert and relatable to the consumers and makes them follow the views, styles and buying patterns of the influencers (Belanche et al., 2021). The theory is useful in understanding why followers tend to be the influencers in terms of fashion.
The other important theory is the Source Credibility Theory which emphasises that the effectiveness of messages is determined by the perceived trustworthiness, expertise and attractiveness of the communicator (AlFarraj et al., 2021). Influencers who are willing, devoted and communicate transparently are most likely to score high in these aspects as they have a distinct fashion identity. 
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[bookmark: _dnbmfp2j5awt]Figure 3: Three aspects of Source Credibility Theory
(Source: AlFarraj et al., 2021)
The Elaboration Likelihood Model (ELM) is a model that describes the influence of the consumers in processing the content of the influencers through two routes such as the central route and the peripheral route (Ragab, 2022). Highly engaged or personally interested followers can possibly process messages in the central route, critically assessing reviews, fashion advice, and product descriptions. Others can also follow the peripheral path, so they can make fast choices, depending on the beauty, fame or sentimental connection with the influencer. This model is useful in explaining different issues of persuasion and purchase behaviour among diverse groups of consumers. 
Another significant theory is the Theory of Planned Behaviour that takes into consideration the links between the attitudes, social norms and the perceived behavioural control (La Barbera and Ajzen, 2021). The influencers also help to create perceived social norms by indicating what is trendy, acceptable or fashion forward. As per the consumer base of London, people tend to follow the lifestyles of influencers whose lifestyle they admire. Hence, these social cues influence the purchasing intentions to a considerable extent. 
Finally, the Parasocial Interaction Theory can be used to explain the exceptional and can be used to explain the exceptional strength of influencer marketing (Sheng, 2024). The consumers tend to have one-sided emotional attachment to the influencers and view them as friends or advisors whom they rely on (Dondapati and Dehury, 2024). These connections produce the feeling of closeness and trustworthiness which could not be reproduced through the conventional advertisement means. Altogether, these theories will help understand the role of influencers in influencing consumer decision, emotions, development of trust and fashion identity in London better. All these united views are to point out that influencer marketing is not merely a promotion tool but a psychological and social phenomenon in which consumers behavioural patterns are directly influenced.


[bookmark: _bcnieaywcann]2.4 Conceptual framework
[image: ]
[bookmark: _e1evvzquhavd]Figure 4: Conceptual Framework
(Source: Self-developed)
[bookmark: _93rh2tho4jvx]2.5 Chapter summary 
The chapter has given an extensive overview of the literature that already exists on the role of social media influencer marketing in influencing consumer behaviour and purchase decision in the London fashion industry. The discussion outlined the way the industry has been changing with digital platforms especially with the blistering development of influencer-based engagement, increasing industry competition, and changing consumer expectations. The thematic discussions have allowed identifying that influencer attributes, consumer decision-making behaviours, and strategic brand-influencer partnerships are all core to the reorganisation of the market environment.
The theoretical underpinnings were shown to prove the argument that the combination of social influence, credibility, psychological processing, and parasocial relationships is the reason behind why influencer marketing has risen as a power. The conceptual model subsequently described how the attributes and strategies of the influencers interplay with the consumer psychological reactions to initiate behavioural results.
In general, the chapter confirms the idea that influencer marketing is not a fringe phenomenon but one of the fundamental elements of the contemporary fashion ecosystem in London. These observations form the basis of the following chapter which will elaborate the research methodology that will be employed to further examine these relations in more detail.
[bookmark: _mkhmsenm90px]

[bookmark: _8wmzr08fh9w6]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _vmynq6lr1087]3.1. Introduction 
The methodological structure and justification help to explain how social media influencers' marketing will affect consumer behaviour and their purchasing decision-making process. A clear and concise way of conducting research makes sure that the research process is legitimate, follows a logical sequence, and aligns with the goals of the study. The choices of methodology for this research project will be guided by the research problem, the exploratory nature of the study and the objective of developing a greater understanding of influencer marketing practices and how they affect consumers' perceptions of them. 
The study’s choice to use a qualitative approach to explore existing knowledge and develop interpretations of research literature is due to the lack of context-sensitive research on influencer marketing in the UK fashion industry (Bana, 2024). It takes a detailed approach to understand how consumers construct and shape their attitudes, trust, and intent to purchase through social interactions and outcomes of individual experiences. This study's detailed stance provides a way to understand how influencer attributes, such as credibility and authenticity. Also, it demonstrates how followers interpret the messages delivered through their experiences with the influencer. 
[image: Research Methodology]
[bookmark: _45ch62fdcrm8]Figure 5: Process and techniques of research methodology
(Source: Thind, 2023)
An exploratory research design has been applied to examine emerging influencer marketing practices and their perceived impact on consumer behaviour within the UK fashion industry. To accommodate this, an inductive research approach was used for this research design allowing for the exploration of themes and insights based upon previously existing research. This chapter details the different aspects of the research philosophy, research design, research approach, data collection methods, and ethical considerations that form the foundation of this research. Each methodology has been critically examined against the literature and aligned with the overall research objectives. Furthermore, this chapter provides a summary of how the methodology selected will provide a framework that is comprehensive to support the analysis and discussion.
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[bookmark: _r0e6ro8n919x]Figure 6: Research Onion
(Source: Mphale et al., 2024)
The research onion explains the logical structure of the methodology used in this study. It shows how research philosophy, approach, design, and methods are systematically layered to ensure the study follows a clear, coherent process aligned with the research objectives and the exploratory nature of the research. 
[bookmark: _duywbquwns41]3.2. Research Philosophy, Approach, and Design
The philosophical framework for conducting research includes the underlying philosophy of how knowledge is created, interpreted, and validated. As well as it demonstrates how those philosophies affect the design, approach, and methods of conducting research. Research philosophy establishes a relationship between the problem being investigated and the methods of investigation employed by the researcher. This research has two main objectives, which is to explore how influencers’ marketing strategies affect consumer attitudes and purchasing behaviour in the fashion industry in London. The second objective is to examine how key influencer attributes and the quality of content created by influencers, affect consumers’ perceptions and decisions about the products (Thind, 2023).
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[bookmark: _oqncshc4ib10]Figure 7: Theories of interpretivism
(Source: Thind, 2023)
The research philosophy adopted for this research is interpretivist because of its ability to explore subjective interpretations of consumers about the products endorsed by influencers. Interpretivism is built on the idea that all people create their version of reality when they look at social realities and have a variety of ways to interpret what they see. However, positivism relies on having a measurable and objective view of the world, and interpretivism will also consider how an individual’s experiences. It also aligns with the social context and values that affect their behaviour towards them as a result of how many people adapt the product. 
The way that consumers react to advertisements or promotions via influencer marketing will greatly depend on their individual level of emotional attachment. Additionally, the level of authenticity they feel towards that person as an influencer and their level of trust in that person as influencer enhances their sense of attachment. These complex factors are all connected to the context of the advertisement or promotion, so an interpretivist approach will be the best way to collect all the necessary information.
Relativism is the foundation of the ontological assumption for this study, as it is relativism’s concept that there are multiple forms of reality, that will allow researchers to explore the diverse consumer perspectives. Consumers that have been exposed to the same influencer’s promotional material, interviewees may have completely different understanding of the same influencer based on their previous experiences with other brands within their fashion preferences and culture (Yuxin, 2024). It is therefore necessary for researchers to view consumer behaviour as being dynamic and subjective. 
The ontological assumptions of relativism also reflect the need to understand the various interpretations of consumers through the context of the London fashion Industry. The study is based on the idea of the knowledge that is created through personal interpretation of the looking rather than observing. The researchers have gone through various existing studies, literature, academic work, and through various industry reports. The interpretive philosophy of the study closely corresponds with the form of inductive research provided in this proposed methodology. 
Influencer marketing has evolved very rapidly, so collecting evidence is an essential step in being able to identify ways to improve consumer marketing efforts, as well as create value and relationship with customers through communication. By employing an inductive method of studying the influencer marketing industry, the researchers can capture the developing trends and develop context-specific insights relevant to the fashion industry within the UK and the context within which that information is created. 
Although a positivist research approach has the potential to produce generalisable results from statistical tests and thus the ability to address some of the research questions. It is not as appropriate for researching how the strategic perceptions and meanings differ or what other strategic influences are impacting consumer purchase decisions in this particular instance. The research for this project is more interested in understanding the strategies used by marketers and how those strategies impact the attitude of the customer towards purchasing products. 
It also demonstrates the impact of the influencers to show new products in a way that impacts the consumer behaviour and purchase decision in a positive way for sales.  An interpretative philosophy underpins the research with an Ontology of relativism and an Epistemology based on subjectivism is applied to the two objectives of the research. 
The qualitative and inductive methodological approach the research takes will enable it to provide rich, contextualised insights (Lloyd, 2024). It demonstrates how influencer marketing strategies and influencer attribute characteristics are impacting customer behaviours and decisions in the London fashion market.
Exploratory research design is the framework that will be used to conduct this study, that will provide a logical structure connecting the problem statement. Also, it connects the objectives of research, the methods for collecting data, and the methods for analysing the data that will be used in the study (Olawale, 2023). Selecting an appropriate research design is crucial when conducting research in business and management. 
It allows the researchers to choose appropriate methods for producing results that can be considered credible and meaningful. In connection with the methodology outlined, this exploratory research design was selected for the study. However, two objectives guide this research, such as identifying the effect of an influencer’s attribute on establishing trust with the consumers. The second one is to investigate how social media influencer marketing strategies can shape consumer attitude and behaviour towards their behaviours in relation to the fashion industry within London. 
A qualitative and exploratory research design was used due to the need for qualitative research to provide a greater understanding of the perceptions and interpretations that underpin the behaviours of consumers towards products and services rather than measuring through the analysis of statistics. Exploratory Research Design is appropriate for studies when there is limited understanding, and the research context is significantly underdeveloped. 
Although influencer marketing is extensively researched, there are limited studies from which to identify the contextual influences of influencer marketing in the Fashion Industry. An exploratory research design allows for the study of previously under-researched topics, as the researcher may take an open-minded approach to analyse and evaluate the results.
The exploratory research design is closely aligned with the interpretivist research philosophy of the study. This research focuses on interpreting social phenomena as they relate to the meanings attributed to them by individuals, while the research design provides the flexibility to investigate the consumer’s attribution to influencers. In terms of influencer marketing, consumers' perceptions of influencers, emotional investment with influencers, and personal identities with influencers are all subjective. These elements will serve to influence consumers' purchasing behaviour. 
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[bookmark: _8rgcxatt5tcy]Figure 8: Exploratory Design
(Source: Mazhar, 2021)
The exploratory design facilitates the collection of these subjective influences on consumer purchasing behaviour, thus allowing the researcher to gain a more complete picture of how influencer marketing works. A secondary qualitative data analysis provides the opportunity to synthesise the information obtained from multiple academic, industry, and literature sources to obtain an all-inclusive understanding of the research problem (Mazhar, 2021). The study states that explanatory and descriptive research designs are less appropriate. Descriptive research mainly describes the characteristics and trends found in a sample population. 
Explanatory research tries to determine whether there is a causal link between two or more variables. This research design is not needed for the current study, which does not want to statistically generalise results due to the measurement of cause-effect relationships. Therefore, exploratory research designs are more appropriate, providing more room for flexibility and depth in terms of how the study can accomplish its research objectives. For the research approach, this study has been taken an inductive research approach for the 
[bookmark: _trzti05nizt9]3.3. Justification for Case Study Methodology
The research has been conducted using a case study methodology since this will allow us to study the actual marketing practices in an in-depth way within the organisational and social context of the research. Influencer marketing works based on relations, brand identity, audience interaction, and perceived genuineness, which cannot be encompassed by the purely statistical method. Case studies enable the researcher to examine the implementation of strategies, consumer responses in various segments and the expected results over time in particular brands. 
Cross-case comparison is also supported by several case studies such as ASOS, H&M, and Zara, which allow finding several shared themes along with different contextual differences of luxury and high-street fashion. This method is thus useful in enhancing the study capacity of explaining the role of influencer marketing in shaping attitudes, trust and buying behaviours in the London fashion market.


[bookmark: _7sq1u0w5ru8i]3.4 Case Selection and Sampling Strategy 
Cases that represent various roles in the UK fashion industry and are active influencers were chosen through purposive sampling. ASOS, H&M, and Zara are high-street brands across the world that have been characterised by frequent contact with influencers aimed at younger digital consumers. Heritage luxury brand that makes use of the concept of influencer marketing, brand storytelling and exclusivity. The reason behind the choice of such cases is their observable nature, documented nature, and the diversity of strategic orientations. Inclusion criteria involved a strong presence in the UK market, organised influencer campaigns, and publicly available results documentation. This approach will be relevant to the research objectives and will permit making relevant comparisons.
[bookmark: _t884h4mndh98]3.5. Data Sources and Data Collection 
The research is grounded in secondary qualitative data. The sources will be peer-reviewed academic literature, brand reports, marketing publications, company websites, campaign announcements, and reputable business databases. The industry analysis, interviews published with marketing executives, and the coverage of the media on influencer partnerships are also included where relevant. Drawing on various sources of secondary data helps in triangulation and also minimises the dependency on a single interpretation. Eventually, material was searched systematically using the keywords, including, but not limited to, influencer marketing, UK fashion, brand collaboration, and consumer purchase behaviour, which provides transparency and reproducibility to the data collection procedure.
[bookmark: _e5scsibzejw1]3.6. Data Analysis Approach 
The thematic analysis was employed in the analysis of the data. The first one was to read relevant texts repeatedly to become familiar with them. Second, the initial codes were created about attributes of influencers, credibility of a message, engagement strategies, brand positioning, and consumer reactions. Third, the codes were categorised into larger themes such as formation of trust, perception of authenticity, building of brand-follower relationship and an effect on purchase intention.


[bookmark: _mimeamtd7k23]3.7. Research Quality and Rigour 
There are a number of strategies that were used to guarantee rigour. Triangulation of the various sources of data helped in increasing credibility. Reliability was ensured by the fact that the search procedures and the analysis were well documented. Confirmability was dealt with by ensuring reflexivity, acknowledging the interpretive aspect of the researcher, and not making unfounded assumptions. Detailed case descriptions enhanced the transferability as the reader can get the opportunity to assess whether these are applicable in different circumstances.
[bookmark: _k3304f5xhv1q]3.8. Ethical Consideration 
The research will be based on secondary data that is publicly available, which implies that human participants will not be involved directly. However, the desired ethical standards were adhered to by presenting information correctly, citing all the sources, and not being misleading or reporting the truth selectively.
[bookmark: _goubbsyvt2fy]3.9. Chapter Summary 
This chapter made the interpretivist, inductive and exploratory qualitative approach of the research to be justified. A multiple case study approach with underpinning of purposive selection and thematic analysis offers a strong platform in the explanation of how influencer marketing affects consumer behaviour within the fashion industry in the UK.


[bookmark: _v22rq4hzrj4]CHAPTER 4: FINDINGS
[bookmark: _jpt5rnc5ncj8]4.1 Introduction 
This chapter describes the findings of the study taken from a systematic analysis of the secondary data related to the social media influencer marketing within the fashion industry in London. The initial purpose of this chapter is to report empirical evidence that is gathered from the publicly available resources such as journals, articles, government reports, newspapers and websites. In order to achieve this, these findings are structured as well as represented through 4 focused case studies and every case study examining a leading fashion brand that operates in the London market. 
The chosen case studies ASOS, H&M UK, and Zara UK are a wide variety of online-based, fast-fashion and luxury companies. In addition, the cases demonstrate the ideas of opposing influencer marketing tactics and include micro-influencer interaction and promotion by trends as well as long-term ambassador relationships. The results indicate the difference in the approaches to influencer marketing results in different effects regarding consumer engagement, brand perception, and purchase intention.
[bookmark: _puuamc9qmpyw]4.2 Case Study 1: [ASOS UK] 
[bookmark: _scex92d29i0q]4.2.1 Introduction and Background
ASOS is a UK-based, online-only fashion retailer with a proper existence in the fashion market in London and a massive global consumer base. The company initially targets digitally native customers, especially Millennials and Generation Z, which provides a variety of products influencing womenswear, menswear, accessories, footwear, and beauty products. The company positions itself as a trend-based, inclusive and youth-oriented brand catering to diverse fashion choices and body types. Operating a digital-first retailer, ASOS mostly depends on the e-commerce and mobile platforms instead of the physical stores that has allowed it to scale effectively and also respond faster to the changing fashion trends (Sproviero, 2025). Along with that, social media plays a significant role in ASOS’s brand communication strategy that serves as an important channel for the trend dissemination, customer engagement, and influencer-led storytelling.


4.2.2 The Challenge or Opportunity
The fast-fashion retailer, online-native brands, and new digital platforms define the London fashion industry with a high level of competition (Jinyoung Yoo et al. 2023). ASOS is under constant pressure to remain relevant, distinguish its brand, and ensure the high rates of consumer engagement in a highly saturated online space. Along with that, changing consumer decision-making trends, which have been brought on by the social media trends, peer influence, and recommendations by influencers have heightened the demand of authenticity and trust in marketing communications. 
4.2.3 Influencer Marketing Approach and Implementation
ASOS mostly partners with micro and mid-tier influencers that fits its inclusive and trendy brand image. Such influencers are chosen by the quality of engagement, the relevance of the audience, and the authenticity of the content and not just by the number of followers. Instagram, and YouTube platforms have been heavily used to provide content that is significant, such as outfit styling videos, try-on hauls, short-form reels, and interactive stories. The influencer partnerships tend to be based on collaborative content but not on direct advertising as such, allowing influencers to make ASOS products a natural part of their personal style stories (Lim et al. 2022). 
4.2.4 Outcomes and Results
The campaigns that have been conducted by the influencer led by ASOS have resulted in high rates of digital engagement that are indicated through good figures on likes, comments, shares and reach in social media platforms. These activities have helped to promote brand awareness and continued consumer interest, especially among the younger age groups. Consumer trust has also been boosted by influencer endorsements as they show products in real-life situations and this is relatable hence impacting on the intention to buy products positively. According to industry reports and media analysis, influencer-driven content has helped to support the rates of conversions, enhance the feelings towards the brand, and help ASOS to maintain itself as a top digital fashion retailer in the London market (Sarıkaya, 2025).


[bookmark: _nm4dgigamvor]4.3 Case Study 2: [H&M UK] 
4.3.1 Introduction and Background
H&M UK is a large fast-fashion retailer that operates hugely within the fashion industry in London. As part of the global H&M Group, the company mainly provides affordable, trend-led clothing, accessories, and footwear for men, women, and children. In addition, H&M targets a brand consumer base with a specific focus on young, fashion-conscious individuals who need accessible and contemporary styles (Zoupanou and Banerjee, 2025). The company also follows an omnichannel retail strategy, adopting physical stores with an effective e-commerce presence. Social media plays a significant role in the brand communication of H&M that allows the company to showcase new collections, promote collaborations as well as engaging with the digitally active customers in the highly competitive London market in recent times. 
4.3.2 The Challenge or Opportunity
H&M competes within a highly competitive marketplace that is influenced by short product development cycles, price elasticity, and increasing customer demands in relation to sustainability and brand authenticity. Consumers in London are becoming more susceptible to the content on social media and the recommendations of peers thus showing a change in purchasing behaviour towards more socially responsible companies that have brought out a sense of transparency. Influencer marketing became a possibility to make the brand more human, talk about the sustainable actions, and become closer to the changing values of consumers (Vemuri et al. 2024).
4.3.3 Influencer Marketing Approach and Implementation
H&M UK works with a combination of macro-, micro, and niche influencers on Instagram, Tik Tok, and YouTube (Escourido-Calvo et al. 2025). Specific focus is made on influencers who are related to lifestyle and sustainability and daily fashion contents. The types of posts or content associated with influencer partnerships are usually the outfit styling or short-form videos and campaign-related storytelling related to seasonal collections or sustainable-based lines. These partnerships would be aimed at seeming natural and easy to identify with, further supporting the message that the influencer personality matches the H&M values.
4.3.4 Outcomes and Results
The influencer campaigns by H&M have resulted in significant engagement on social media platforms. User-created content has helped to increase brand awareness and consumer perceptions, especially in terms of accessibility and relevance to the trends (Baier et al. 2025). In addition, the influencer recommendations have reinforced the buy intentions through social demonstrations and relatable product displays.
[bookmark: _7d1xt1k2jh19]4.4 Case Study 3: [Zara UK] 
4.4.1 Introduction and Background
Zara UK is the British division of the global fashion retailer Zara, which is a subsidiary of the Spanish Inditex group (Zara, 2024). Zara has been a pioneer in the fashion market in both its ability to be responsive to trends and the capacity to be strategic in digital communication. Zara has been adding many influencers to its social media marketing over the past years in an effort to control the consumer behaviour and make purchase decisions faster with the help of Instagram and TikTok. In a 2024 influencer marketing report, Zara was ranked No. 1 in the UK in terms of Instagram earned media value (EMV), with an estimated total of £55.2 million in EMV and partnering with more than 3,000 influencers (LLB, 2024). This value is estimated compared to other leading influencer marketers, including ASOS and H&M.
4.4.2 The Challenge or Opportunity
The challenge that Zara faced in gaining traction in the highly competitive UK fashion landscape included various forms of differentiation from competitors, sustaining its relevance, along with employee exploitation and low wages (Chibuzor, 2025). It is also facing the challenge of converting social interaction into a physical purchase. The conventional advertising did not work sufficiently to attract younger audiences who are becoming more dependent on peer advice in lieu of corporate messages. This change was a chance for Zara to leverage influencer partnership opportunities to enhance brand awareness, develop trust, and have a direct effect on consumer buying channels. The necessity to achieve high coverage and mix up genuine interest with using mass media led the brand to implement micro- and macro-influencing tactics.
4.4.3 Influencer Marketing Approach and Implementation
The influencer marketing strategy of the Zara brand encompasses the collaboration with different kinds of creators, including fashion bloggers and relatable micro-influencers, who generate organic and trendsetter content with Zara products (Lopes, 2024). Such partnerships are featured as a part of the seasonal campaigns, outfit hauls, reels, styling tips and user-generated content on Instagram and TikTok. Hashtags including, but not limited to, #zarawoman, #zarastyle, are often posted by influencers with Zara brands, which have aggregated to millions of posts and engagements, helping to create the effect of community and social legitimacy. The brand also tries new formats, including livestream shopping events in its app and site, a project that is built out of successful formats in China but serves to involve UK consumers in real time and enable them to do direct buying during a broadcast.
4.4.4 Outcomes and Results
Zara UK has been withholding impressive results on the influencer strategy. The leading Instagram EMV indicates that Zara has elevated rates of earned exposure, and it is capable of generating visibility at much lower advertising costs. The conversion through high-engagement influencers also took place. Some case examples involve the use of boutique campaigns where certain influencer posts directly translated to over 30 units sold in one week after the posting (Jonwal, 2025). In addition to that, having micro-influencers and macro-influencers has contributed to brand relatability and purchase intent, and this is particularly true of younger audiences seeking authentic styling inspiration and peer-to-peer recommendations. The aggregate impact has been the rise in online traffic, greater brand-community engagement, and consumer trust, which also facilitates purchase decision-making in a saturated fashion marketplace.
[bookmark: _d4qjaapp6x4r]4.5 Case Study 4: [Burberry]
[bookmark: _mhlaiw85n5c]4.5.1 Introduction and Background
Burberry is a high-end British fashion company that has a rich history based on craftsmanship, innovation and iconic design, especially its trench coats and its check pattern. The brand was established in 1856 and since that time, it has been able to adapt to the ever-changing world in the luxury market, which is very competitive in the world (Demangeot, 2021). Over the last few years, Burberry has put great emphasis on digital transformation and social media presence as the role of younger and more digitally enabled customers is increasing. Influencer marketing has also evolved as a key part of the Burberry strategy to revise the brand image yet maintain the luxury image.
[bookmark: _ug4kle2bko7h]4.5.2 The Challenge or Opportunity
The major dilemma that Burberry had was to strike was the balance between exclusivity and accessibility. Although luxury brands have traditionally depended on endorsements by the elite and controlling messages, the emergence of social media allowed the brands to reach younger audiences with less formal and more interactive communication. Burberry had to reach out to the Millennials and Gen Z audience without losing its luxurious brand equity. According to Goat Agency (2025), the brand also aimed to grow its activity on such platforms as Instagram, Tik Tok and YouTube where fashion discussions are being more and more influenced by influencers than traditional advertising.
[bookmark: _jhtj0jbizfej]4.5.3 Influencer Marketing Approach and Implementation
Burberry has embraced a highly selected and planned influencer marketing style whereby it engages in teamwork as opposed to a one-time promotion. The brand collaborated with a combination of high-profile celebrities, fashion influencers and upcoming digital creators who shared the brand aesthetic and values. The promotion of Burberry outerwear and seasonal collections were also in the forms of campaigns during which may include storytelling and behind-the-scenes aspects (Burberry Plc Corporate., 2025). Burberry also rode on live fashion shows, social media interaction, 3D broadcasts and user-generated content. Notably, the influencers enjoyed creativity which meant that the content could be real and represent the brand value at the same time.
[bookmark: _8c6nmow9p6r3]4.5.4 Outcomes and Results
The influencer marketing strategy used by Burberry showed good results in the form of brand awareness, exposure and relatability. Social media campaigns resulted in a high interaction rate, especially among the young people and led to an increment in traffic to online Burberry sites. The brand has managed to reposition itself as heritage-based and modern, making it emotionally stronger with the consumers. Burberry showed how a luxury brand can employ influencers strategically to create engagement and brand loyalty without degrading exclusivity using influencer marketing as a part of a wider digital approach. 
Table Summary
The table below is a synthesis of the main results of the three case studies of ASOS UK, H&M UK, and Zara UK, and Burberry the comparison of the challenges and opportunities of influencer marketing, strategies employed by them, and the outcomes of the implementation. It also accentuates the manner in which both brands will be involved in a very competitive and digitally saturated fashion market in London, in which authenticity, engagement, and peer influence are instrumental in consumer decision-making. ASOS targets micro-influencers to ensure relatability and trust, whereas H&M uses influencers who are sustainability-focused to build stronger brand values, and Zara pursues a massive strategy in terms of reach and conversion using a large number of influencers. In general, the table shows that influencer marketing in line with brand positioning and expectations also positively affect brand awareness, engagement, and purchase intention.
	Case
	Challenges
	Opportunities
	Solution
	Implementation
	Outcome

	ASOS UK
	The fashion market is incredibly saturated online; the need to stay relevant with Gen Z and Millennials; a deteriorating belief in traditional advertising.
	Increased power of social media, word of mouth, and the need to communicate with the authentic brand.

	Implementation of micro- and mid-level influencer partnerships in line with inclusivity and trends-based branding.

	ASOS implemented data driven influencer strategy through collaboration with micro and mid-level influencers. The creation of platform specific such as reels, styling videos and try on hauls enhances the long-term digital engagement of the consumers. 
	Higher engagement rates, better brand trust; stronger purchase intention by the use of relatable and real-life images and messages by influencers; long-term digital leadership in the London market. rates

	H&M UK
	Rapid product cycles, high competition and growing consumer demands in terms of sustainability and transparency.
	Chance to make the brand more human and convey sustainability efforts using credible digital voices.
	Cooperation with the macro-, micro-, and niche influencers specializing in the lifestyle, sustainability, and daily fashion.
	H&M UK implemented a multi-tier influencer strategy involving macro, micro and niche influencers across various social networking platforms. Campaigns ae caried out with an aim to improve brand trust and credibility. 
	High social media connectivity; better brand perception in terms of access and trend relevancy; solid purchase intention based on social evidence and user-generated content.

	Zara UK
	Demand variety in the saturated market; criticism of labour policy, the inability to turn social interaction into direct purchases.
	High social media visibility and reach of large influencers, increased dependency on fashion inspiration by peers.
	Large-scale influencer partnerships combining macro- and micro-influencers; use of hashtags, UGC, and livestream shopping
	Zara implemented a large-scale influencer strategy which involves both macro and micro influencers to increase the bran reach and consumer engagement. The influencer activities are aligned with the latest online trends such that the purchase decision of a greater number of consumers is influenced.  
	Highest Instagram Earned Media Value, increased online traffic, strong conversion rates from influencer posts; enhanced brand legitimacy and purchase intention among younger consumers


	Burberry 
	Maintaining luxury exclusivity while engaging digitally native Gen Z and Millennial consumers; balancing heritage branding with modern social media trends; intense competition from digitally agile luxury fashion brands.
	Strong global brand heritage; high aspirational value; growing influence of fashion influencers and celebrities in shaping luxury consumption; rising demand for immersive and story-driven digital content.
	Strategic collaboration with high-profile macro-influencers, celebrities, and selected fashion creators; focus on storytelling, runway-inspired content, and exclusive digital campaigns aligned with brand heritage.
	Burberry UK implemented a premium influencer marketing strategy by partnering with global celebrities, luxury fashion influencers, and creative digital artists across Instagram, TikTok, and YouTube. Campaigns featured runway launches, behind-the-scenes content, livestreamed fashion shows, and branded hashtags, ensuring consistency with Burberry’s heritage while appealing to younger luxury consumers.
	Enhanced brand visibility and digital engagement; strengthened luxury brand perception among Gen Z and Millennials; increased social media reach and earned media value; improved purchase intention driven by aspirational content and influencer credibility.



[bookmark: _wt306cz2u5tu]Table 1: Results of the four case studies
(Source: Self-developed)
[bookmark: _qfuldkjekmdr]4.6 Chapter Summary 
In this chapter, the practicality of influencer marketing application was discussed using four case studies that represented both the fast fashion and luxury categories in the UK fashion sector. The results demonstrate that influencer marketing is now a strategic instrument to increase brand awareness, customer interaction and online topicality. Influencers were also employed in ASOS, H&M, Zara and Burberry not only as channels of promotion but as brand narratives who assisted in the translation of organizational values to reachable and real content. The high end of Burberry case study showed a more edited and regulated fashion strategy in order to maintain brand exclusivity whereas fast fashion companies targeted mass, price and trend-based partnerships. Regardless of varying positioning, all of the brands focused on authenticity, platform fits and long-term relationships with influencers. Overall, the results reveal that properly designed influencer marketing plans can be helpful to promote brand goals, build emotional engagement with the audience and produce quantitative results in cases where the role coincides with the brand image and target audience's expectations.


[bookmark: _w1frmuox5yr3]CHAPTER 5: DISCUSSION AND ANALYSIS
[bookmark: _ftv1y2rns3j]5.1 Purpose and Positioning  
It has been determined that the study is supported by this chapter, which synthesises the main findings, provides theoretical and managerial implications, and determines the limitations and future research directions. The study strived to analyse the impact of social media influencer marketing on consumer behaviour and purchase intentions in the London fashion industry through a secondary-data design in Chapter 4, based on a multi-case analysis. This chapter discusses how influencer credibility, content authenticity and platform dynamics interact with brand strategy to affect engagement and conversion and considers what the results can say about marketing theory and practice more broadly.
[bookmark: _96q6mmy981jn]5.2 Analytical Framework and logic 
The case analysis shows that consumer behaviour and buying decisions in the London fashion industry have now become a key influencer of social media influencer marketing. Influencer partnerships across ASOS, H&M, and Zara and Burberry, all led to an increased brand visibility, engagement and intention to purchase, but the processes varied as per brand positioning and target audience. To begin with, the strongest factors of effectiveness proved to be authenticity and relatability. Mid and micro-level influencers were more impactful and engaging to fast-fashion brands such as ASOS and H&M since they were seen as organic content and not advertising. Second, platform alignment determined the results, such as Instagram and TikTok were the most effective in discovery and style inspiration, whereas YouTube assisted in the assessment of a product in more detail.
Third, influencer marketing can be linked to not only a rising level of awareness but also to quantifiable conversion, which can be measured by the high level of earned media value in Zara and the increase in online traffic and younger audience involvement in Burberry. Nevertheless, it was found that divergence exists in the situation of fast fashion and luxury. Fast-fashion brands invested in reach, trend responsiveness and user-generated content, whereas Burberry pursued a curated, long-term ambassador approach to preserve exclusivity. H&M paid particular attention to sustainability narratives, which signifies that the credibility of the influencers can be enhanced as long as it is supported by social values.
[bookmark: _tlol0jxr2d2q]5.3 Cross-case Synthesis: Compare and Contrast with literature 
This research paper contributes to the theoretical base in a number of ways by combining the empirical results of the UK fashion industry with the theoretical base identified in Chapter 2. The case analysis of ASOS, H&M, Zara, and Burberry develop the knowledge of how influencer marketing influences consumer behaviour based on psychological, social, and technological processes.
Contribution 1: Reaffirmation and Extension of the Source Credibility Theory.
The results are highly correlated with the Source Credibility Theory (AlFarraj et al. 2021) because they prove that trustworthiness, expertise, and attractiveness are always the key factors of persuasion in relation to digital fashion. However, the analysis goes beyond the theory and demonstrates that authenticity and relatability have become a fourth dimension of credibility. The micro-influencers employed at ASOS and H&M produced more engagement than the celebrity figures since the followers felt that they were real users and not just paid to be promoted. This implies that everyday storytelling is a form of credibility co-created during markets that are produced by social media and not just by knowledge or position. The evidence consequently attests to conventional beliefs that big popularity goes hand in hand with persuasiveness.
Contribution 2: Social Influence and Parasocial Mechanisms.
The findings support the Social Influence Theory and Parasocial Interaction Theory (Sheng, 2024). Influencers were also normative reference groups that influenced what was fashionable and acceptable to UK consumers. The repeated exposure to the lifestyle of the influencers caused emotional attachment and imitation behaviour, especially among the younger audiences. In the case of Burberry, it is apparent that luxury brands also have to use parasocial bonds to improve heritage stories. The paper explains that the relationship between the content of influencers and purchase intention happens through the mediator of parasocial closeness, where the followers experience a sense of personal connection, and the promotional messages are perceived as advice and not advertisements.
Contribution 3: Elaboration Likelihood Model on Fashion.
The results allow the Elaboration Likelihood Model (ELM) to have the empirical nuance (Ragab, 2022). Consumers in the fast-fashion segment tended to pass messages by the peripheral route grounded on aesthetics, popularity cues, and social proof such as likes and comments. Conversely, the luxury customers showed a higher level of central route processing by finding out more information on the storytelling of craftsmanship and heritage of the brand, as witnessed in Burberry advertisements. This two-tasking is the reason why the same influencer strategies yielded varying results between brands. Hence, the research provides a contextualised usage of ELM in fashion marketing.
[bookmark: _bg5e3gyh0ohp]5.4 Integration to Conceptual Model or Proposition 
The results conform to the conceptual predictions in Chapter 2, which demonstrates the importance of influencer credibility, authenticity, and content relevance as key drivers of consumer behaviour in the fashion industry in the UK. In these cases, influencer attributes were identified to impact the engagement, which further led to greater brand trust, positive attitudes, and subsequent purchase decisions. The result of the analysis promotes the main direction where genuine communication makes consumers perceive fashion brands as more familiar and more desirable. 
However, the paper also recommends some modifications to the initial model. Characteristics of platforms were also identified as a significant moderating variable, such as Tik Tok contents, which was more likely to cause prompt discovery and impulse purchase. On the other hand, Instagram was more suitable in terms of storytelling and assessment of the brand. Brand positioning also influenced results, with luxury brands like Burberry gaining mainly by brand image and aspirational effects as opposed to instant sales, but the conversion was more direct in fast-fashion brands. 
The re-conceptualised understanding is thus a direction in which influencer attributes result in engagement with mediating factors being trust and perceived brand fit with platform type, level of influencer tier, and involvement with the product. These modifications give a more context-sensitive explanation of the practice of influencer marketing.


[bookmark: _we013mrm4isw]5.5 Robustness Considerations
Even though the cross-case evidence offers constant trends, other possible explanations should be taken into consideration. The perceived growth in sales in brands such as Zara and ASOS can also have been affected by the promotions of the brands around seasons, pricing, or just the general trends in the fashion industry, and not necessarily the work of influencers. Various touchpoints influence consumer purchase decision-making, such as peer recommendation and exposure through algorithms, and this makes it hard to attribute this accurately (Kaponis et al. 2025). 
The research was based on secondary data, including brand communications, industry reports, and digital analytics that might have a certain portion of publication or vendor bias. Successful partnerships are the norm, and unsuccessful campaigns are given little publicity as organisations tend to exaggerate performance. Likes and views, the measures of engagement, are not always connected with actual behavioural change as well and can be influenced through paid amplification (Getenet et al. 2024). The triangulation by using independent media sources, marketing analytics, and various brand cases reporting the same tendencies, especially in terms of the performance of micro-influencers and authentic content, reinforced credibility. 
However, the lack of primary data that is available at the level of consumers limits the possibility of making causal inferences, and the results must be viewed as suggestive correlations influenced by the circumstances but not as a set of universal laws.
[bookmark: _iq11wcbkwc]5.6 Practical Synthesis
The analysis produces some practice-based insights that underlie the managerial discourse. To start with, the authenticity was always more important than the number of followers when campaigns were associated with relatable micro-influencers. Their engagement and conversion were defined by a more significant change that was stronger than celebrity-endorsed campaigns. Second, the alignment of platforms was critical as TikTok was more suitable for product discovery and impulse response, whereas Instagram was effective in evaluation and brand image formation, which implies the necessity to plan the use of multiple platforms sequentially. 
Third, commercial integration was used to improve effectiveness, affiliate links, livestream shopping and customised discount codes turned social interaction into quantifiable sales. Fourth, the credibility of the narratives created by long-term collaboration of brands and creators was stronger than single posts, building confidence and loyalty among the consumers of fashion in UK. Lastly, governance structures were important since a brand that maintained brand identity and gave influencers freedom to express their personality through both sets of guidelines and creativity. 
Combined, these observations point to influencer marketing being most successful when part of the larger digital strategy, with the aid of analytics, and tailored to the culture and expectations of the platform and audience. These are the themes that can offer an explicit basis of the managerial implications and suggestions that are formulated in the final chapter.
[bookmark: _l128uzn6j2sk]5.7 Chapter Summary 
Through this study, it is evident that influencer marketing on social media has become a resolute factor that determines consumer behaviour and decision-making when purchasing in the London fashion industry. Platform-specific communication makes influencers' impact not only awareness but also creates trust, expresses their identities, and converts. This strategy relies on credibility, alignment between the brand and the influencers and digital purchase channels integration. Influencer marketing promotes the luxury brand equity and fast-fashion reach when implemented strategically. The observations are best relevant to urban markets that are digitally mature, in which social media serves as an initial fashion discovery and decision-making platform.
[bookmark: _2v0cqjgj9e3z]

[bookmark: _r7nrc77am76c]CHAPTER 6: CONCLUSION
[bookmark: _57hdn1txtuyv]6.1 Introduction 
This chapter provides the conclusion of the dissertation by synthesising the key insights which are developed form the interpretation of social media influencer marketing and its impact on the consumer behaviour in the London fashion industry. The core case study of tis dissertation is based on Zara UK and its marketing strategies. The four case companies chosen for this study is Zara UK, ASOS, H&M and Burberry. This study was undertaken due to the increasing importance of the influencer marketing in the digitally driven fashion markets. This study is conducted using a qualitative, exploratory approach and considered multiple case studies. The aim of tis research was to evaluate the impact of various factors such as influencer attributes, content strategies and engagement mechanisms on the consumer purchase intentions and brand trust. This concluding chapter thus summarises the key findings, theoretical and managerial implications and limitations and directions for future research. 
[bookmark: _tan1jwdsdxvr]6.2 Brief Summary of Key Findings 
This paper has established that social media influencer marketing is a vital aspect of consumer behaviour in the London fashion industry. In the case analysed in all of the case studies, consisting of Zara UK, ASOS, H & M and Burberry, influencer marketing was used as one of the most potent tools in creating brand awareness and developing engagement and purchase intention, particularly in the younger groups of consumer profiles, including Millennials and Generation Z.
The significance of influencer credibility, which includes trustworthiness, expertise, and perceived authenticity, is one of the most noteworthy findings. They were identified to create more consumer trust among the followers of the influencers who were perceived to be knowledgeable about fashion trends and maintained a steady and open-line communication. This credibility lowers the perceived buying risk and enhances consumer behaviours of following suggestions made by the influencers. The results show that, instead of using the blatant advertising methods, the followers would be more affected by influencers, who can seamlessly incorporate the brand promotions as part of their own stories. The next important result is associated with the quality and relevance of content created by influencers. Short-format videos on the Tik Tok and visually edited posts on the Instagram, as well as reviews on how to style the garment, with much detail included, were seen to be more efficient in the process of consumer attention and engagement. The content that showed actual application, the ability to style and be honest in the opinion was highly effective in affecting positive brand perceptions and purchase intentions.
Another outcome of the research is that micro- and mid-tier influencers are increasing in importance as a strategic value to the London fashion market. Although macro-influencers have a wider reach, micro-influencers were also identified as creating higher engagement rates and more parasocial relationships because of perceived relatability and intimacy between a micro-influencer and followers. These influencers are becoming part of fashion brands like Zara UK because of the growth in the use of these influencers to target niche audiences to create a sense of authenticity particularly in a high-competitive and digitally saturated market.
Besides, the research indicates that influencer collaborations in the long term are more advantageous than a single advert. Enhanced and repeated exposure to the same influencer endorsing a brand helps to increase the credibility of the message, contributes to brand recall, and consumer loyalty. This observation is especially applicable to the fashion companies that are based in London, where individuals are very trend-conscious and cynical about the purely transactional marketing communication. Hence, the results show that influencer marketing is more than a simple promotional strategy, yet a tactic that, when implemented within a context of influencing consumer decisions and emotional involvement, as well as brand association, is the mechanism that drives modern fashion ecosystem.
[bookmark: _9bq8amjxwmsx]6.3 Theoretical Implications
The study offers a number of significant contributions to the field of theory by elaborating and contextualising the existing theories on consumer behaviour and digital marketing to the London fashion industry. The results support the Source Credibility Theory as it proves the idea that the power of the social media influencers relies on trustworthiness, expertise an attractiveness of the digital content (Serman and Sims, 2023). The report demonstrates that these dimensions are still quite topical in the digital space as the customers tend to scrutinise the credibility and coherency of the influencer brand associations. Second, the study offers empirical evidence on the Social Influence Theory by explaining how the influencers serve as opinion leaders and social referents to fashion consumption. Influencers also create norms connected to the fashionable, acceptable, and desirable and hence affected the follower’s attitudes and behavioural intentions. It is more pronounced in the fashion market of London, where tends change fast and customers demand a confirmation of themselves in social media. The Elaboration Likelihood Model (ELM) can also be connected to the findings of the study (Srivastava and Saini, 2022). Highly fashion-involved consumers also utilize more severe cognitive processing by considering styling suggestions, product explanations, and environmental signalling, whereas less-involved ones use peripheral characteristics, including the popularity of influencers, looks, and emotional value. This two-process facility assists in the description of the variations in consumer responsiveness to influence marketing. A combination of these theoretical viewpoints facilitates the study of a more holistic ontology of influencer marketing as a socio-psychological phenomenon, which drives consumer behaviour beyond transactional decision-making.
[bookmark: _pvb5dmyevm89]6.4 Managerial Implications 
The results of this research have a number of practical implications for the fashion brand managers in the UK market.
1. Focus on being real rather than getting followers.
The brands must no longer base their choice of influencers on reach alone and target quality of engagement, audience relevance and perceived authenticity. The example of ASOS and H&M proves that micro- and mid-influencers can be more trustworthy and more effective than a celebrity personality. Engagement rate, sentiment of comments, and audience demographics are the factors that should be considered to evaluate influencers by managers, other than the number of followers themselves.
2. Make brand positioning in line with influencer values.
There is a congruence of value that is important. Partnerships with sustainability-conscious influencers made H&M more believable, and Burberry enjoyed the services of well-edited creators that denoted heritage and exclusivity. Before entering into partnerships with a specific brand, the brands must have ethical, aesthetic, and lifestyle congruence, lest reputational dissonance ensues.
3. Emulate platform content strategies.
Various platforms have different stages of the consumer journey. Discovery and inspiration can be done through Instagram and TikTok, but an in-depth assessment is possible with the help of YouTube. To make the multi-platform campaigns distinctive, managers must create multi-platform campaigns in specific formats, such as reels (to style ideas), livestreams (to interact in real time), and long-form reviews (high-involvement products).
4. Add influencers to the conversion funnel.
Influencer marketing must be linked with quantifiable sales channels. The examples of Zara's livestream shopping and affiliate links show that the friction between interest and purchase can be minimised with the involvement of influencers. Brands are to incorporate trackable links, discount codes, and in-app shopping to get direct ROI.
5. Build long-term ambassador relationships.
One-off promotion creates awareness and low levels of loyalty. The consistency of storytelling and stronger parasocial associations are created through continuous collaborations, as applied by Burberry. The ambassador programmes developed by managers should have seasonal stories instead of isolated posts.
6. The main KPI should be Engagement rate and sentiment, Traffic through influencer links
The main KPI significantly involve conversion rate and average order value, earned media value, and brand perception and trust scores. To put them into practice, it will be necessary to invest in the analytics tools and a set of clear instructions to be followed by the creatives, and train teams to co-create content with influencers. Influencer marketing becomes a tactical option and no longer an experimental option when these enablers are in place.
[bookmark: _23gfvvy7i0bp]6.5 Limitations and Directions for Future Research
This research has a number of limitations. One, it used only secondary data in the form of reports, articles, and online measures, which might be biased in commercials, and did not access confidential performance data. The presence of cause-and-effect relationships between the influencer activity and sales could thus only be determined, as opposed to being statistically established. Second, the study targeted four fashion brands in the London fashion industry. Although this provided a detailed comparison, the results might not be representative of smaller independent labels and other parts of the UK. London's specific cultural and demographical diversity was not studied. Third, there was a lack of precision due to the measurement constraints. 
Measures like earned media value and engagement are not necessarily directly proportional to profit, and counterfactual comparisons to campaigns with no influencers were not possible. Further studies should use primary and mixed research, such as consumer surveys, experiments, and interviews with marketing managers. A longitudinal research design would look at how the effects of influencers change with time and product type. It would be beneficial to conduct micro-level studies on the psychology of followers, exposure to algorithms, and collaboration with an influencer as a human-AI. The connection between social analytics and financial data would allow more precise attribution modelling and an easier ROI assessment.
[bookmark: _qd1gfh8xcs1]6.6 Closing Statement 
Altogether, this dissertation has proven that the social media influencer marketing has a significant and multilayered effect on the consumer behaviour within the London fashion industry. The study has revealed that the critical factors in influencer credibility and content quality, style of engagement and alignment with brand values are the major determinants of consumer trust and purchase intention through an exploratory qualitative research and multiple case study analysis. 
The results prove that influencer marketing is a disruptive but necessary aspect of modern fashion marketing since it changes the way customers learn about, assess and interact with fashion brands. The research has great implications to scholars who would love to learn more about digital persuasion and social influence and fashion brands that want to create more authentic, effective, and ethically sound influencer plans. 
With the further development of social media platforms and an even more advanced consumer demands, influencer marketing is likely to be one of the most important aspects of scholarly research and management. Finally, this study highlights the need to perceive influencer marketing as a long-term investment in brand credit, consumer relationships and sustainable competitive advantages in the London fashion market rather than a short-term promotional tool.
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