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Abstract
This paper determines the success of influencer marketing within the fast-fashion industry with a focused case study on H&M. A cross-sectional survey with a structured questionnaire of twenty-five items on exposure, purchase responses, brand perception, engagement, demographics, and competitor comparison, a total of forty-seven valid responses were captured using a quantitative cross-sectional survey of social media users who know about H&M. Each item is subjected to descriptive statistics, which are backed up with labelled tables and figures containing frequencies, percentages, and distributions. The outcomes reveal that influencer marketing is quite effective during the consideration stage. On average, the respondents rate an influencer's content as more effective than a traditional advertisement and state that they are likely to browse H&M after being exposed to it, with a 5 out of 10 rating. Direct purchase attributions are present, although they are not dominating. Instagram becomes the main place where people are introduced to H&M influencer content. The levels of trust and perceived authenticity are in the middle, and the style fit between creator and brand is rated as a crucial factor to convert, which implies that credibility and alignment are the leverage factors. Participation is found, but most frequently monthly, and perceived community building is small, which coincides with the occasionalness of shopping. Competitive benchmarking makes Zara the perceived leader in the effectiveness of influencers and brand to influence purchases. The explanation of these findings based on the Source Credibility Theory reflects the trustworthiness and expertise as constraining factors to stronger results, and the Theory of Planned Behaviour proves how the cheerful outlook and platform norms transform into the browsing intention. Formalisation of creator choice based on aesthetic fit and domain knowledge, standardised, clear disclosure of sponsorship, the creation of platform native short-form content with elements of proof, and the quantification of assisted conversions and sales are all potential practical implications. The paper finds that influencer marketing contributes to the growth of salience and perceived modernity in the context of H&M, and the improvement of conversion and loyalty can be achieved depending on credibility, authentic voice, and the ability to deliver the message consistently. Limitations are convenience sampling, self-report measures and descriptive scope of the analysis.
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1. [bookmark: _Hlk216637040][bookmark: _Toc210747713]Chapter I: Introduction
[bookmark: _Toc215848926]1.1 Introduction
Influencer marketing is now an essential part of the digital strategy of the fashion industry that enables brands to connect through social media influencers who influence taste and trends (Bana and Shahreen, 2024). This research paper looks at the impact of influencer collaboration employed by H&M on the purchase behaviour, brand perception, engagement and loyalty amongst consumers. 
[bookmark: _Toc215848927]1.2 Background of the Study
The use of social media is attracting billions of users, and advertising budgets are expanding at an extremely fast rate, and this has made social media an important fashion communication arena (WARC Media, 2025). Influencer marketing owes its effectiveness to the perceived authenticity, peer-like referrals, and visual content richness, which help advertise products and brands (Lou and Yuan, 2019). The drive towards swift and credible communication has increased in fast fashion due to the short lifecycles of products and the demand for trend-based consumption (Arimany Serrat, Arribas-Ibar and Erdogan, 2025). The inclusion of influencer partnerships within designer collections, sub-brand launches and sustainability communications has been ingrained into H&M design collections, implying the strategic significance of the influencer channel (H&M Group, 2019).
[bookmark: _Toc215848928]1.3 Problem Statement
Despite the increased investment, managers have not proven the impact of influencer marketing in generating tangible results, such as sales, loyalty, and brand equity (Malik, Raza, and Shaikh, 2025). Engagement metrics, such as likes and views, do not necessarily reflect bigger behavioural change (Chan et al., 2025). In addition, over-commercialisation, inconsistent disclosure and contested sustainability claims can erode perceived authenticity and trust, especially in fast fashion (Fuentes Brinquis, 2023). For H&M, the core problem is deciding whether influencer programmes genuinely influence purchasing, brand perception and loyalty, or mainly generate superficial attention in a crowded digital environment.
[bookmark: _Toc215848929]1.4 Research Aim and Objectives
1.4.1 Research Aim
The study aims to assess the successful use of influencer marketing in the fashion industry, and in the case of H&M. The research will investigate how it affects customer engagement, brand feeling, and purchase intention.
[bookmark: _Toc215848931]1.4.2 Research Objectives
1. To analyse the effect of influencer marketing on fashion consumers’ purchase behaviour.
2. To assess the effect of working with influencers on H&M’s brand perception and customer engagement.
3. To examine influencer marketing strategies and customer loyalty within H&M.
4. To understand the main limitations and opportunities of influencer marketing in the fashion industry.
[bookmark: _Toc215848932]1.5 Research Questions
1. How effective is influencer marketing in influencing consumer purchasing decisions within the fashion industry?
2. What is the impact of influencer collaborations on H&M’s brand image and customer engagement?
3. To what extent does influencer marketing contribute to customer loyalty at H&M?
4. What challenges and opportunities does influencer marketing present to fashion brands like H&M?
[bookmark: _Toc215848933]1.6 Significance of the Research
For practitioners, the study provides evidence on how consumers exposed to H&M influencers report their browsing, purchase, perception, and loyalty outcomes, helping to justify and optimise digital marketing budgets (McKinsey & Company, 2023). For scholars, it applies Source Credibility Theory and the Theory of Planned Behaviour to a fast fashion case, linking credibility, authenticity, attitudes and norms to observed descriptive patterns (Belanche, 2021). The findings contribute to debates on how influencer marketing operates in a sustainability-challenged sector.

[bookmark: _Toc215848934]1.7 Scope of the Study
The research focuses on adult social media users who have been exposed to H&M-related influencer content. The scope is limited to one brand, explored over one time with one quantitative instrument. Only descriptive statistics (frequencies, percentages, means and medians) are used in the analysis. The scope does not include detailed financial performance analysis, experimental testing or cross-country comparisons.
[bookmark: _Toc215848935]1.8 Rationale of the Study
H&M is a suitable case because it combines extensive influencer activity, formal advertising policies and high-profile sustainability communication, yet existing academic work often centres on campaign narratives or greenwashing critiques rather than systematic consumer evaluation (Fuentes Brinquis, 2023). A quantitative assessment of how audiences rate trust, authenticity, browsing and loyalty in relation to H&M’s collaborations fills a clear gap in the literature and provides a more grounded view of influencer effectiveness in fast fashion.
[bookmark: _Toc215848936]1.9 Limitations of the Study (Overview)
Key limitations include the use of non-probability convenience sampling, a relatively small sample size and a cross-sectional design, all of which constrain generalisability (Pajo, 2018). Self-reported data may be affected by recall and social desirability bias, and the single-brand focus limits the breadth of comparison. These limitations are discussed in more detail in later chapters.
[bookmark: _Toc215848937]1.10 Structure of the Report
The report is organised into five chapters. Chapter I introduces the research background, problem, aim, objectives, questions, significance, scope, rationale, limitations and structure. Chapter II reviews relevant theories and empirical studies on influencer marketing and fast fashion, identifying gaps. Chapter III explains the philosophical stance, research paradigm, approach, methodology, strategy, sampling, data collection, analysis and ethics. Chapter IV presents and discusses the survey findings using descriptive statistics. Chapter 5 concludes the study, summarises contributions, acknowledges limitations and offers recommendations and directions for future research.


[bookmark: _Toc215848938]1.11 Conclusion of Chapter I
This chapter has set out why it is important to examine influencer marketing effectiveness in H&M’s context. The next chapter reviews existing literature to locate the study within current theoretical and empirical debates and to justify the chosen research focus.

[bookmark: _Toc210747723]

2. Chapter II: Literature Review

[bookmark: _Toc215848940][bookmark: _Toc210747724]2.1 Introduction
This chapter reviews prior research on influencer marketing, fast fashion and consumer behaviour to build the conceptual foundation for the study. It introduces the concept of influencer marketing, outlines key theoretical frameworks, summarises empirical findings and identifies gaps that justify a quantitative case study of H&M.
[bookmark: _Toc215848941]2.2 Influencer Marketing in the Fashion Sector
The concept of influencer marketing is generally understood as a premeditated collaboration among businesses and social media influencers that have the potential to influence the opinion and behaviour of followers with the help of a social media post (Zietek, 2016). In contrast to conventional advertisements, which are distinctively differentiated and do not merge with daily life, the content of influencers is integrated into personal stories and updates of the lifestyle, so the border between the recommendation of peers and the advertisement is blurred (Kaulbars-Staudinger, 2019). There are those authors who focus on the relational, trust-based character of this practice, with their focus on the idea that parasocial intimacy and perceived similarity result in influencers being powerful in such aspirational categories as fashion (Thilina, 2021). Oddly enough, other ones are more sceptical and emphasise how the algorithmic targeting and sponsorship overload make influencers another type of highly optimised advertising that viewers might grow more sceptical of (Moustary, 2025). This tension is aggravated by the fast fashion business models, which have high product turnover and designs that are based on trends (Zahran, 2025). In the case of brands like H&M, this optimistic perspective implies that micro-trends could be mitigated in a fleeting period by the influencers and keep the collections visible on the platforms where style inspiration already occurs (Tallaa, 2024). The critical perspective cautions that the same processes can make high-volume consumption a normal situation and subject brands to inauthenticity and over-commercialisation accusations. This juxtaposition can be used to analyse H&M as a valuable example of understanding whether influencer marketing functions as a sincere social referral or a more controversial marketing mechanism in the fast fashion case. 


[bookmark: _Toc215848942]2.3 Theoretical Frameworks: Source Credibility and Planned Behaviour
Two main theoretical strands underpin research on influencer marketing effectiveness. The first is Source Credibility Theory, which argues that the persuasiveness of a message depends on the communicator’s perceived expertise, trustworthiness and attractiveness (Myyrä, 2020). In fashion contexts, attractiveness is linked to the influencer’s aesthetic and styling; ability relates to product knowledge and practical advice; trustworthiness concerns honesty, transparency and value congruence (Lou and Yuan, 2019). High perceived credibility is associated with more favourable attitudes toward the content and the featured brand, higher purchase intention and stronger willingness to recommend products to others (Sardar and Dutta, 2020).
A second key framework is the Theory of Planned Behaviour (TPB), which proposes that behaviour is shaped by attitudes, subjective norms and perceived behavioural control (Islam, Khan and Baikady, 2022). In the context of influencer marketing, TPB suggests that repeated exposure to positive influencer content can shift attitudes towards a brand, normalise certain purchasing behaviours through visible social approval (likes, comments, and shares), and increase perceived control by reducing uncertainty through detailed product information (Saha, 2024). In this perspective, influencer posts can strengthen intentions to browse or buy by simultaneously acting on beliefs, perceived social pressure and feelings of efficacy.
[bookmark: _Toc215848943]2.4 Empirical Studies on Influencer Marketing and Consumer Behaviour in Fashion
The empirical research on the topic of fashion is mostly in agreement on perceived credibility and authenticity of the influencers as the focus of the consumer reactions, yet it is divided in terms of the optimism of its results in the business world. Lou and Yuan (2019) discovered that message value and credibility are important predictors of trust in branded content that subsequently leads to intention to act, and that effective collaborations can provide clear behavioural outcomes. Similar positive relationships are also found between expertise, honesty, and the attitudes of followers by Belanche (2021), which supports a rather positive picture. Sardar and Dutta (2020) demonstrate that the dependence on influencers by millennials is conditional: it is lowered as the follower believes that a person is over-sponsored, which means that there are diminishing returns in the saturated feeds. This ambivalence is enhanced by fast-fashion-specific work. Murphy (2021) and Mujala (2023) observe that influencer campaigns significantly increased awareness and intention to shop fast fashion brands, but quality and ethical concerns dampen the intention to purchase, which limits their effect in the long term. The research on levels of followers also differs in focus. The advantages of reach of macro-influencers are emphasised by De Veirman, Cauberghe and Hudders (2017), while micro-influencers are more likely to create better engagement and perceived intimacy, which is emphasised by Zietek (2016) and CreatorIQ (2024). In the context of brands such as H&M, these conflicting results suggest that influencer marketing is not a sure-footed conversion engine as well as a branding exercise: its success is determined by balancing trade-offs between reach, authenticity, saturation and moral impressions.
[bookmark: _Toc215848944]2.5 H&M, Sustainability Communication and Identified Gaps
Several studies specifically focus on the communication of H&M, especially in the areas of sustainability and corporate social responsibility. The analyses of H&M branding of the circular and sustainable products presented by Fatima (2022) show that the company implements social and digital campaigns, including the collaboration with influencers to propagate garment collection programmes and conscious collections. Consideration of the concept of sustainability included in the corporate social responsibility of H&M suggests that the process of communication is at the core of the perception of consumers concerning responsibility and innovation.
Despite these insights, there are notable gaps. Much of the work on H&M is qualitative or conceptual, focusing on campaign narratives, store communication or sustainability discourse (Pérez-Bou, Galán and Rodríguez, 2021). Relatively little research uses primary survey data to quantify how consumers themselves rate H&M’s influencer marketing in terms of trust, authenticity, browsing, purchase decisions and loyalty. Furthermore, while some studies consider influencer marketing in global fashion brands more generally (Malik, Raza and Shaikh, 2025), they rarely isolate H&M as a particular case or benchmark it directly against competitors such as Zara, ASOS or Primark.
[bookmark: _Hlk217219953]Another gap concerns the integration of theory and empirical measures. Source Credibility Theory and TPB are widely cited in conceptual discussions of influencer marketing (Myyrä, 2020). Yet, few studies operationalise these constructs in simple, brand-specific descriptive surveys that managers could use at an undergraduate project scale. There is also limited quantitative work that focuses on descriptive indicators only, such as frequencies, percentages and mean scores, without relying on more complex statistical modelling. For many practitioners and students, such descriptive evidence is more accessible and directly interpretable (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc215848945]2.6 Summary of Chapter II
This chapter has conceptualised influencer marketing in fashion, outlined the strategic role of influencers, and presented Source Credibility Theory and the Theory of Planned Behaviour as key frameworks. It reviewed empirical evidence on purchase intention, engagement, and the roles of macro- and micro-influencers, and highlighted debates around sustainability communication at H&M. The chapter identified gaps in brand-specific, quantitative evaluations of influencer effectiveness in fast fashion. The next chapter explains the research philosophy, approach and methods chosen to address these gaps.





3. [bookmark: _Hlk214904066]Chapter III: Research Methods and Methodologies

[bookmark: _Toc215848947][bookmark: _Toc213769097]3.1 Introduction
This chapter explains how the study was designed and conducted. It outlines the philosophical and paradigm positions, research approach, methodological stance, strategy and design, sampling, data collection, analysis procedures and ethical considerations.
[bookmark: _Toc215848948]3.2 Philosophical Position
The study adopts a predominantly positivist philosophical position. Positivism assumes that reality can be observed, measured and described using systematic, empirical methods (Bryman and Bell, 2015). This stance is proper because the study seeks to identify patterns in how respondents rate exposure, trust, authenticity, browsing behaviour and loyalty towards H&M rather than to generate deeply interpretive accounts of individual meaning.
[bookmark: _Toc215848949]3.3 Paradigm Position of the Research and Why
Within this philosophical frame, the research operates in a quantitative paradigm. Quantitative paradigms emphasise objectivity, standardisation, and the use of numerical data to explore relationships and distributions (Bryman and Bell, 2015). This paradigm is suitable for answering the research questions, which focus on “how many”, “how often” and “to what extent” influencer marketing is perceived as effective, rather than exploring subjective narratives in depth (Islam, Khan and Baikady, 2022).
[bookmark: _Toc215848950]3.4 Position of Research Approach and Why
A deductive research approach is adopted. Deduction proceeds from existing theories to the design of empirical instruments and the interpretation of data (Saunders, Lewis and Thornhill, 2019). In this study, Source Credibility Theory and the Theory of Planned Behaviour inform expectations about the roles of credibility, authenticity, attitudes and norms in shaping browsing and purchase-related outcomes. These frameworks guide the choice of questions on trust, perceived authenticity, platform use and comparative effectiveness. The study does not evaluate formal hypotheses with inferential statistics, but it uses theory to structure descriptive analysis and to interpret observed patterns (Islam, Khan and Baikady, 2022).
[bookmark: _Toc215848951]3.5 Methodological Stance of the Research and Why
Methodologically, the study is quantitative and descriptive. The intention is to summarise how respondents distribute across categories (e.g. “never”, “monthly”, “weekly”) and across 0–10 rating scales, rather than to estimate causal effects or build predictive models. Descriptive studies are useful when the aim is to map a phenomenon clearly and provide a baseline for later work (Pajo, 2018). In the context of this project, descriptive statistics such as frequencies, percentages and mean scores are sufficient to answer the research questions and meet undergraduate-level requirements (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc215848952]3.6 Stance of the Research Strategy and Design and Why
The research strategy is a survey, implemented via an online questionnaire. Surveys are widely used in business and social research to collect standardised data from groups of individuals efficiently (Saunders, Lewis and Thornhill, 2019). The design is cross-sectional: data were gathered at a single point in time, producing a snapshot of respondents’ beliefs during a particular period of H&M influencer activity. A single-brand case design is employed by anchoring all questions explicitly to H&M, which increases internal coherence and avoids ambiguity about which brand the respondents are evaluating (Nimwal, Nimwal and Nayak, 2023). 
[bookmark: _Toc215848953]3.7 Research Sample and Population
The intended audience includes adult social media users who have viewed, subscribed to, or interacted with content about H&M by influencers. Since such users have no complete sampling frame, non-probability convenience sampling has been employed in the study. Convenience sampling presupposes choosing respondents that can be the easiest available to the researcher and is often used in student research, as time and funds are scarce (Polonsky and Waller, 2015). The survey link was sent via personal contacts and social sites, with the focus being directed towards online fashion content consumers. There were 47 respondents who answered the questionnaire. This is a small, but sufficient sample size to perform a descriptive analysis and identify patterns in a case exploratory study (Saunders, Lewis and Thornhill, 2019). 
[bookmark: _Toc215848954]3.8 Data Collection and Data Analysis Tools/Techniques
The information was obtained using a structured online survey designed using Google Forms. There were 25 questions in the instrument, and they were divided into sections which represented: (1) exposure to fashion and H&M influencers; (2) purchase and browsing behaviour; (3) perceptions of brand image, authenticity and community; (4) comparative views on competitor brands; and (5) demographic and behavioural background. Most questions employed closed-ended items or 0-10 numerical rating scales that allow the uniform coding and analysis (Säfsten and Gustavsson, 2020). To analyse the responses, the numerical scores were exported to a spreadsheet and summarised with the help of descriptive statistics. The main tools were:
· frequency counts and percentages for categorical variables.
· bar charts and pie charts to visualise distributions. 
· simple measures of central tendency (mean, median, minimum and maximum) for rating-scale items.
No inferential techniques such as correlation, regression or hypothesis testing were employed, in line with the descriptive methodological stance and the limited sample size (Saunders, Lewis and Thornhill, 2019). 
[bookmark: _Toc215848955]3.9 Ethical Considerations of the Research
The study follows standard ethical principles for business and social research, including respect for autonomy, informed consent and confidentiality (Islam, Khan and Baikady, 2022). Participation was voluntary. The opening page of the questionnaire explained the purpose of the study, its academic nature, the approximate completion time and the fact that participation was anonymous. Respondents were informed that they could exit the survey at any point without completing it. No names, email addresses or other direct identifiers were collected, and no sensitive personal information was requested. 
[bookmark: _Toc215848956]3.10 Summary of Chapter III
This chapter has outlined the positivist, quantitative and descriptive design adopted to examine perceptions of H&M’s influencer marketing. The next chapter presents the key findings and interprets them, considering the research questions and the theoretical frameworks introduced in Chapter II
.


4. [bookmark: _Hlk214915626]Chapter IV: Data Analysis and Findings

[bookmark: _Toc215848958]4.1 Introduction
This chapter presents descriptive findings from the primary survey of 47 respondents. Results are reported by question, with frequency and percentage tables and a referenced figure for each item. 
[bookmark: _Toc215848959]4.2 Analysis of findings/ Data
Q1. Frequency of following or viewing H&M fashion influencers
As shown in Table 4.1 and Figure 4.1, the most common response was 'A few times a week' at 28.3% (13 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.1: Q1. Frequency of following or viewing fashion influencers
[image: ]
Figure 4.1: Q1. Frequency of following or viewing H&M fashion influencers 
Q2. Frequency of seeing H&M-sponsored influencer content
As shown in Table 4.2 and Figure 4.2, the most common response was 'Weekly' at 28.3% (13 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.2: Q2. Frequency of seeing H&M-sponsored influencer content
[image: ]
 Figure 4.2: Q2. Frequency of seeing H&M-sponsored influencer content
Q3. Trust in fashion influencers' recommendations (0-10)
As shown in Table 4.3 and Figure 4.3, Responses spanned 2 to 10. The mean score was 5.91, and the median was 5, indicating a central tendency around the mid to upper range on the ten-point scale. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.3: Q3. Trust in fashion influencers' recommendations (0-10)
[image: ] Figure 4.3: Q3. Trust in fashion influencers' recommendations (0-10)
Q4. The platform is most likely to see H&M influencer marketing.
As shown in Table 4.4 and Figure 4.4, the most common response was 'Instagram' at 41.3% (19 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.4: Q4. The platform is most likely to see H&M influencer marketing.
[image: ] Figure 4.4: Q4. The platform is most likely to see H&M influencer marketing.
Q5. Importance of influencer style aligning with H&M (0-10)
As shown in Table 4.5 and Figure 4.5, Responses spanned 0 to 10. The mean score was 6.55, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.5: Q5. Importance of influencer style aligning with H&M (0-10)
[image: ] Figure 4.5: Q5. Importance of influencer style aligning with H&M (0-10)
Q6. Purchased H&M due to an influencer's recommendation.
As shown in Table 4.6 and Figure 4.6, the most common response was 'No, it did not affect my decision' at 32.6% (15 of 46). The distribution shows that other categories are present at smaller shares. These results relate directly to RQ1 on the effectiveness of influencer marketing in shaping purchase decisions.
Table 4.6: Q6. Purchased H&M due to an influencer's recommendation.
[image: ] Figure 4.6: Q6. Purchased H&M due to an influencer recommendation.
Q7. Effect of influencer promotion on perception of H&M quality
As shown in Table 4.7 and Figure 4.7, the most common response was 'No effect' at 45.7% (21 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.


Table 4.7: Q7. Effect of influencer promotion on perception of H&M quality
[image: ]
Figure 4.7: Q7. Effect of influencer promotion on perception of H&M quality
Q8. Likelihood to browse H&M after influencer post (0-10)
As shown in Table 4.8 and Figure 4.8, Responses spanned 0 to 10. The mean score was 5.86, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. These results relate directly to RQ1 on the effectiveness of influencer marketing in shaping purchase decisions.


Table 4.8: Q8. Likelihood to browse H&M after influencer post (0-10)
[image: ] Figure 4.8: Q8. Likelihood to browse H&M after influencer post (0-10)
Q9. Influencer marketing effectiveness vs traditional ads (0-10)
As shown in Table 4.9 and Figure 4.9, Responses spanned 1 to 10. The mean score was 6.61, and the median was 7, indicating a central tendency around the mid to upper range on the ten-point scale. These results relate directly to RQ1 on the effectiveness of influencer marketing in shaping purchase decisions.
Table 4.9: Q9. Influencer marketing effectiveness vs traditional ads (0-10)
[image: ]
 Figure 4.9: Q9. Influencer marketing effectiveness vs traditional ads (0-10)
Q10. Likelihood to engage with H&M influencer posts (0-10)
As shown in Table 4.10 and Figure 4.10, Responses spanned 0 to 10. The mean score was 4.75, and the median was 5, indicating a central tendency around the mid to upper range on the ten-point scale. The item informs RQ2 on brand image and engagement outcomes for H&M.
Table 4.10: Q10. Likelihood to engage with H&M influencer posts (0-10)
[image: ]
 Figure 4.10: Q10. Likelihood to engage with H&M influencer posts (0-10)
Q11. Agreement that influencer marketing makes H&M current (0-10)
As shown in Table 4.11 and Figure 4.11, Responses spanned 0 to 10. The mean score was 6.14, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. The item informs RQ2 on brand image and engagement outcomes for H&M.
Table 4.11: Q11. Agreement that influencer marketing makes H&M current (0-10)
[image: ]
 Figure 4.11: Q11. Agreement that influencer marketing makes H&M current (0-10)
Q12. Authenticity of H&M influencer collaborations (0-10)
As shown in Table 4.12 and Figure 4.12, Responses spanned 0 to 10. The mean score was 5.48, and the median was 5, indicating a central tendency around the mid to upper range on the ten-point scale. The item informs RQ2 on brand image and engagement outcomes for H&M.
Table 4.12: Q12. Authenticity of H&M influencer collaborations (0-10)
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Figure 4.12: Q12. Authenticity of H&M influencer collaborations (0-10)
Q13. Preferred influencer type for H&M collaborations
As shown in Table 4.13 and Figure 4.13, the most common response was 'Neither' at 34.8% (16 of 46). The distribution shows that other categories account for smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.13: Q13. Preferred influencer type for H&M collaborations
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Figure 4.13: Q13. Preferred influencer type for H&M collaborations
Q14. Frequency of engaging with H&M after influencer posts
As shown in Table 4.14 and Figure 4.14, the most common response was 'Never' at 26.1% (12 of 46). The distribution shows that other categories are present at smaller shares. The pattern bears on RQ3 regarding loyalty and community formation.



Table 4.14: Q14. Frequency of engaging with H&M after influencer posts
[image: ]
Figure 4.14: Q14. Frequency of engaging with H&M after influencer posts
Q15. Agreement that influencers build the H&M community (0-10)
As shown in Table 4.15 and Figure 4.15, Responses spanned 0 to 10. The mean score was 6.11, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. The item informs RQ2 on brand image and engagement outcomes for H&M.



Table 4.15: Q15. Agreement that influencers build the H&M community (0-10)
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 Figure 4.15: Q15. Agreement that influencers build the H&M community (0-10)
Q16. Age group
As shown in Table 4.16 and Figure 4.16, the most common response was ‘35-44’ at 34.8% (16 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.16: Q16. Age group
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Figure 4.16: Q16. Age group
Q17. Shopping frequency at H&M
As shown in Table 4.17 and Figure 4.17, the most common response was 'A few times a year' at 58.7% (27 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.



Table 4.17: Q17. Shopping frequency at H&M
[image: ] Figure 4.17: Q17. Shopping frequency at H&M
Q18. Primary source for discovering fashion trends.
As shown in Table 4.18 and Figure 4.18, the most common response was 'Social media influencers' at 26.1% (12 of 46). The distribution shows that other categories are present at smaller shares. The distribution provides baseline context for reading subsequent item-level outcomes.



Table 4.18: Q18. Primary source for discovering fashion trends.
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 Figure 4.18: Q18. Primary source for discovering fashion trends.
Q19. Proportion of fashion inspiration from influencers (0-10)
As shown in Table 4.19 and Figure 4.19, Responses spanned 0 to 10. The mean score was 5.36, and the median was 5, indicating a central tendency around the mid to upper range on the ten-point scale. The distribution provides baseline context for reading subsequent item-level outcomes.

Table 4.19: Q19. Proportion of fashion inspiration from influencers (0-10)
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 Figure 4.19: Q19. Proportion of fashion inspiration from influencers (0-10)
Q20. Importance of sponsorship disclosure (0-10)
As shown in Table 4.20 and Figure 4.20, responses spanned 0 to 10. The mean score was 5.93, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. The distribution provides baseline context for reading subsequent item-level outcomes.
Table 4.20: Q20. Importance of sponsorship disclosure (0-10)
[image: ] Figure 4.20: Q20. Importance of sponsorship disclosure (0-10)
Q21. Frequency of seeing competitor influencer promotions
As shown in Table 4.21 and Figure 4.21, the most common response was 'Rarely' at 30.4% (14 of 46). The distribution shows that other categories are present at smaller shares. The result contributes to RQ4 on challenges and opportunities versus close competitors.
Table 4.21: Q21. Frequency of seeing competitor influencer promotions
[image: ] Figure 4.21: Q21. Frequency of seeing competitor influencer promotions
Q22. The brand that uses influencer marketing most effectively
As shown in Table 4.22 and Figure 4.22, the most common response was 'Zara' at 50.0% (23 of 46). The distribution shows that other categories are present at smaller shares. The result contributes to RQ4 on challenges and opportunities versus close competitors.

Table 4.22: Q22. The brand that uses influencer marketing most effectively
[image: ] Figure 4.22: Q22. The brand that uses influencer marketing most effectively
Q23. Quality of H&M influencer content vs competitors (0-10)
As shown in Table 4.23 and Figure 4.23, Responses spanned 1 to 10. The mean score was 5.84, and the median was 5, indicating a central tendency around the mid to upper range on the ten-point scale. The result contributes to RQ4 on challenges and opportunities versus close competitors.
Table 4.23: Q23. Quality of H&M influencer content vs competitors (0-10)
[image: ] Figure 4.23: Q23. Quality of H&M influencer content vs competitors (0-10)
Q24. The brand whose influencer marketing influenced purchase the most.
As shown in Table 4.24 and Figure 4.24, the most common response was 'Zara' at 50.0% (23 of 46). The distribution shows that other categories are present at smaller shares. The result contributes to RQ4 on challenges and opportunities versus close competitors.
Table 4.24: Q24. The brand whose influencer marketing influenced purchase the most.
[image: ] Figure 4.24: Q24. The brand whose influencer marketing influenced purchase the most.
Q25. Agreement that H&M stands out in influencer collaborations (0-10)
As shown in Table 4.25 and Figure 4.25, responses spanned 0 to 10. The mean score was 6.11, and the median was 6, indicating a central tendency around the mid to upper range on the ten-point scale. The result contributes to RQ4 on challenges and opportunities versus close competitors.
Table 4.25: Q25. Agreement that H&M stands out in influencer collaborations (0-10)
[bookmark: _Toc215848960][image: ]Figure 4.25: Q25. Agreement that H&M stands out in influencer collaborations (0-10)
4.3 Interpreting the Findings through Theory
The findings can be interpreted through Source Credibility Theory and the Theory of Planned Behaviour (TPB). Source Credibility Theory emphasises expertise, trustworthiness and attractiveness as key dimensions that shape message acceptance (Belanche, 2021). In this study, respondents rated stylistic alignment between influencers and H&M as important and identified Instagram as the main context for encountering H&M collaborations. These patterns indicate that the “attractiveness” dimension, understood as aesthetic fit and visual appeal, is functioning strongly in the H&M case (De Veirman, Cauberghe and Hudders, 2017). However, trust and authenticity, as reflected in mid-range scores, appear weaker. This suggests that the “trustworthiness” dimension is a bottleneck limiting deeper engagement and conversion (Lou and Yuan, 2019).
The TPB posits that behaviour is driven by attitudes, subjective norms and perceived behavioural control (Islam, Khan and Baikady, 2022). The data show generally positive attitudes towards influencer marketing relative to traditional advertising, as respondents view influencer content as more effective and perceive that it keeps H&M current. Subjective norms are reinforced by frequent exposure to influencer posts in social feeds, particularly on visually oriented platforms (GWI, 2025). Perceived behavioural control is enhanced when influencers provide styling advice, product information and direct links, which helps explain the relatively high likelihood of browsing H&M after exposure (Bana and Shahreen, 2024).
Taken together, Source Credibility Theory and TPB help explain why influencer marketing drives consideration more strongly than loyalty. Attractiveness and platform visibility support attitude and norm formation, while incomplete trust and authenticity constrain the translation of intentions into repeated purchase and community attachment. These findings are consistent with studies showing that influencer marketing operates most powerfully at upper and mid-funnel stages, especially in fast fashion (Mujala, 2023).
[bookmark: _Toc215848961]4.4 Discussion of Findings
This section presents the key findings in relation to the research aims and questions. Generally, the results suggest that H&M's influencer marketing is successful in creating awareness and driving browsing, but less effective in influencing purchase decisions, loyalty, and achieving a clear competitive advantage.
Regarding Objective 1, the survey indicates that influencer marketing is primarily used by customers during the consideration phase and not as a direct driver of sales. A small percentage of the respondents stated that they had bought H&M products once or several times because of the recommendations of the influencers, with an equivalent percentage indicating that the activity of the influencers did not have any influence. Nonetheless, the average probability of browsing H&M after the influencer post was in the top middle of the scale, and a considerable number of participants showed that influencers made them think about buying. The trend confirms the perception that the content of influencers decreases the cost of search and introduces products into the evoked set; however, it does not ensure conversion to purchase (Bana and Shahreen, 2024).
In terms of Objective 2, the data shows that influencer partnerships help H&M to look up-to-date and present, though authenticity perceptions are diverse and interest is low. In general, the respondents expressed that influencer activity makes H&M appear current, and this tactic implies that the influencers manage to perform the role of cultural translators among fashion trends and the label. This is consistent with the Source Credibility Theory, in which attractiveness and aesthetic fit contribute to the acceptance of a message (Myyrä, 2020). Nonetheless, the authenticity and trust ratings were not much higher than the midpoint, and most of the respondents indicated low-activity rates (i.e., liking, commenting or sharing). This is reminiscent of previous scholarship that shows that elevated levels of sponsorship and repeated advertisement material may undermine perceived authenticity, particularly when it comes to fast fashion (Sardar and Dutta, 2020). The results indicate that H&M alliances enhance brand money but do not completely defeat scepticism and thus restrict in-depth involvement.
Objective 3 was related to customer loyalty and community. The outcome of the shopping frequency shows that most participants buy H&M goods only a few times a year, and the opinion that influencers create the H&M community had moderate frequency. Although the respondents did recognise a certain level of brand community, it was not reflected in purchase frequency or strong brand attachment. This finding follows a body of research that depicts fast fashion consumers as brand-switchers, and responsive to promotions and convenience as opposed to long-term buying preference (Arimany Serrat, Airabas and Erdogan, 2025). The positive attitudes and norms in the Theory of Planned Behaviour are regarded as favourable enough to prompt the occasional visit, yet weak enough to support the recurrent behaviour in the presence of competitive options.
In the comparison of the competitors in Objective 4, it can be stated that Zara is commonly viewed as more successful at using influencer marketing and more successful in affecting the real buying. The quality and uniqueness of H&M influencer content can be rated as average or slightly better. This brings out a strategic issue: participation in digital channels is not enough in influencer marketing because differentiation is important as well. To bridge this gap, H&M should aim to increase perceived credibility and artistic uniqueness, especially in confirming the sustainability claims, where earlier studies have questioned greenwashing (Fuentes Brinquis, 2023).
Overall, this discussion suggests that the influencer marketing by H&M enhances visibility and induces product consideration. It benefits from moderate consumer trust, and it is susceptible to authenticity fears and high levels of-brand rivalry, which limit its impact on customer loyalty and competitive distinctiveness.
4.5 Limitations, Validity and Reliability
The descriptive findings must be read considering methodological limitations. Convenience sampling and a small sample of 47 respondents restrict external validity; the results cannot be generalised to all H&M customers or markets (Bryman and Bell, 2015). The cross-sectional design captures attitudes at a point in time and cannot track changes across campaigns or economic cycles (Saunders, Lewis and Thornhill, 2019). Self-reported data are subject to recall and social desirability bias, particularly when respondents evaluate their own purchasing or sustainability attitudes (Polonsky and Waller, 2015).
[bookmark: _Toc215848962]4.6 Summary of Chapter IV
This chapter has shown that influencer marketing for H&M is effective at driving awareness, browsing and perceptions of brand currency, but less powerful in generating strong loyalty, community or clear differentiation from competitors. Trust, authenticity and stylistic fit appear as critical levers, while Zara appears to be ahead in perceived influencer effectiveness. 









    5. Chapter V: Conclusion, Limitation and Recommendation
[bookmark: _Toc215848964]5.1 Introduction
This chapter draws together the main findings of the study and relates them to the research objectives and questions. It presents conclusions on each research issue, summarises overall contributions, acknowledges limitations and proposes recommendations and avenues for future research.
[bookmark: _Toc215848965]5.2 Overall Conclusions
The first objective was to review the impact of influencer marketing on the purchase behaviour of consumers with respect to H&M. The findings indicate that the content of the influencers can reliably arouse purchase consideration but not repeated conversion. A high percentage of the respondents claimed to have visited or at least considered shopping at H&M after watching posts of the influencers, although a lower proportion stated that the purchases were the result of such alliances (Bana and Shahreen, 2024).
The second objective looked at brand perceptions and involvement. The overall feedback of the respondents involved was that influencer marketing causes H&M to look relevant and visible, which demonstrates the role of influencers as cultural mediators in the fast fashion world (Myyrä, 2020). 
The third objective was to investigate loyalty and community. This has led to a finding that most respondents make purchases at H&M on a limited number of occasions per year and moderately agree that influencers create an H&M community. This finding implies that influencers create light and not deep loyalty, which is in line with the literature that describes fast fashion consumers as brand-switchers whose decision-making is often and strongly influenced by convenience and cost (Arimany Serrat, Arribas-Ibar and Erdogan, 2025).
[bookmark: _Toc216521723]The fourth objective was to explore the brand's competitive positioning. Survey data revealed that Zara is the brand that is perceived to employ influencer marketing most successfully to significantly influence purchasing decisions. The content quality of H&M compared to that of competitors was rated as average or slightly above average, which means that engaging in influencer marketing is not sufficient by itself; marketed content should be unique and have perceived credibility to benefit sales (McKinsey and Company, 2023).

5.3 Limitations of the Study
These conclusions are tempered by a number of limitations. To start with, convenience sampling and a limited number of respondents (n=47) impair generalisability; the results only depict this sample but not all H&M customers (Bryman and Bell, 2015). Much of the volunteer sample (67%) was between 35 and 54 years of age. It is therefore possible that respondents from younger and older age groups perceive the influencer marketers differently. Second, the cross-sectional design offers a single picture at one point in time, and it is unable to capture changes in perceptions and attitudes across the seasons, campaigns or economic conditions (Saunders, Lewis and Thornhill, 2019). Third, the use of self-report information brings about a risk of recall and social desirability bias, particularly on purchase and sustainability attitudes (Polonsky and Waller, 2015). Lastly, the research employs only the descriptive statistics, and therefore, the correlation between the variables considering trust, authenticity, and browsing intention is conceptual instead of inferential.
[bookmark: _Toc216521724]5.4 Research Recommendations and Future Research.
In the case of H&M and other related brands, the results indicate that four viable priorities are possible to improve influencer marketing efforts.
1. Enhance the selection of creators: a formal rubric that gives potential influencers a chance to receive a score based on aesthetic fit, audience relevance, expertise and disclosure history should be adopted by brands to operationalise the Source Credibility Theory in action (Belanche, 2021).
2. Enhance message value: briefs of the marketing campaigns must insist on inclusion of proof-based content, such as try-ons, fabric information, wear-tests and sincere evaluation of advantages and disadvantages, to make them feel more useful and less uncertain (Lou and Yuan, 2019).
3. Value open reporting and plausible sustainability statements: to address greenwashing issues, a clear labelling of paid partnerships and verifiable and specific information regarding materials, durability, and recycling is necessary (Fatima, 2022).
The methodological limitations of this research can be reduced in future studies through larger, more diverse and probability-based samples, the use of inferential statistics to test relationships between variables, and the use of qualitative interviews to investigate authenticity perceptions more in depth (Flick, 2020). 
[bookmark: _Toc216521725]5.5 Closing Summary
This dissertation has demonstrated that influencer marketing is a valuable strategy within the arsenal of H&M. However, as currently employed, it is not significant enough in increasing consumer buying behaviour.
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[bookmark: _Toc215848975]Appendix A: Survey Questionnaire
https://docs.google.com/forms/d/e/1FAIpQLSeeQuIvkHkdz-S1VaYcgcYhhsFrQ_d_tsqNKMh2qBzHCKEF3g/viewform
Q1. Frequency of following or viewing fashion influencers ,  Bar
A few times a week	Several times a day	Once a day	A few times a month	Rarely (less than once a month)	Never	13	12	8	7	5	1	Q2. Frequency of seeing H&M sponsored influencer content ,  Pie
Weekly	Rarely (less than once a month)	Monthly	Never	Daily	Rarely ( less than once a month)	13	13	7	5	5	2	1	Q3. Trust in fashion influencers' recommendations (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	0	0	3	3	2	15	7	3	4	3	4	Q4. Platform most likely to see H&M influencer marketing ,  Pie
Instagram	Facebook	TikTok	YouTube	19	13	10	2	2	Q5. Importance of influencer style aligning with H&M (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	1	1	1	2	1	15	1	2	8	4	8	Q6. Purchased H&M due to influencer recommendation ,  Bar
No, it had no effect on my decision	No, but I considered it	Yes, multiple times	Yes, once	15	15	8	6	2	Q7. Effect of influencer promotion on perception of H&M quality ,  Bar
No effect	Improves perception of quality	No opinion	Lowers perception of quality	21	14	6	3	2	Q8. Likelihood to browse H&M after influencer post (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	3	3	3	1	4	8	1	5	4	3	9	Q9. Influencer marketing effectiveness vs traditional ads (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	0	2	1	4	4	7	2	4	4	8	8	Q10. Likelihood to engage with H&M influencer posts (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	8	1	5	3	2	8	2	4	3	3	5	Q11. Agreement that influencer marketing makes H&M current (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	1	1	2	3	2	13	3	3	6	4	6	Q12. Authenticity of H&M influencer collaborations (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	3	1	2	3	4	12	4	3	4	6	2	Q13. Preferred influencer type for H&M collaborations ,  Pie
Neither	Both equally	Macro-influencer (many followers)	Micro-influencer (fewer followers)	16	12	11	5	2	Q14. Frequency of engaging with H&M after influencer posts ,  Pie
Never	Monthly	Rarely	Weekly	Daily	12	12	10	8	3	1	Q15. Agreement that influencers build H&M community (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	2	1	0	4	2	13	5	2	3	5	7	Q16. Age group ,  Pie
35-44	45-54	18-24	25-34	55+	16	15	6	5	2	2	Q17. Shopping frequency at H&M ,  Pie
A few times a year	A few times a month	Rarely	Weekly or more	Never	27	8	7	2	1	1	Q18. Primary source for discovering fashion trends ,  Pie
Social media influencers	Fashion magazines/websites	Retail stores	Friends and family	Other (please specify): ____________	12	12	11	7	2	2	Q19. Proportion of fashion inspiration from influencers (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	2	3	1	5	4	8	4	6	6	4	1	Q20. Importance of sponsorship disclosure (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	3	1	1	4	3	9	4	3	5	6	5	Q21. Frequency of seeing competitor influencer promotions ,  Pie
Rarely	Monthly	Weekly	Daily	Never	14	11	9	8	2	2	Q22. Brand using influencer marketing most effectively ,  Bar
Zara	H	&	M	ASOS	Other (please specify): ____________	Primark	23	8	5	5	3	2	Q23. Quality of H&M influencer content vs competitors (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	0	1	2	2	2	16	8	3	4	3	3	Q24. Brand whose influencer marketing influenced purchase most ,  Pie
Zara	None	H	&	M	ASOS	Primark	23	11	7	2	2	1	Q25. Agreement that H&M stands out in influencer collaborations (0-10) ,  Bar
0	1	2	3	4	5	6	7	8	9	10	1	1	0	2	5	11	7	6	1	5	5	2
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