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1.0 Introduction 
The online market influencers, including the UK, have redefined and changed marketing and consumer behavior globally (Chan, 2022). Nowadays, Instagram, YouTube, TikTok, and other social media apps are the most popular spaces for influencers to make deals with followers to promote their products or use them to provide services (Nash, 2019). These influencers, of which the major common denominator is their large audiences on Instagram, YouTube, and TikTok, have persuasive capabilities and can mold the minds and opinions of their audience in the areas of likes and purchases (Sánchez-Fernández and Jiménez-Castillo, 2021). The ability of influencers to blend these marketing elements unobtrusively makes them a formidable resource for brands that desire a meaningful connection with target consumers less robotically.
The importance of social media influencers' role when it comes to consumer behavior in the UK retail industry cannot be overemphasized; this is notable for both researchers and practitioners (Nash, 2019). The research aims to bring to light the complicated nature of the connection between the influencers and the consumers.
[bookmark: _Toc159094936]1.1 Background and Rational
Today, the world of marketing and consumer behavior is impacted due to the influence that users of social media, who are increasingly growing and operative, have. Instagram, YouTube, and TikTok are "fan favorite" platforms for influencers to get close to their followers and advertise various items (Pop, et al., 2022). This is very important in the UK, where the influencer phenomenon on social media has introduced a fundamental shift in consumer behavior, specifically in the retail sector.
While the field of social media influencers keeps gaining traction in terms of the research on the effects of their impact on the consumer behavior in the various industries, there still remains a significant gap in the literature with regards to the UK retail industry in particular (Cao, et al., 2021). Recent studies, for example by Masuda, et al., (2022), have concentrated more on the international or the wider market phenomenon. 
Additionally, previous studies usually underscore the positive outcome of social media influences on consumers’ purchasing decisions, however, rarely highlight the negative drawback or limits (Pop et al., 2022). Despite the fact teat that there is some acknowledgement about the role that influencer credibility and authenticity play, the current challenge is the lack of a nuanced study of the possible downsides, e.g. influencer fatigue, authenticity doubts and low trust among consumers due to an overload of influencer-sponsored content (Chen et al., 2020).
Moreover, a large chunk of existing literature concentrates at macro-level results with the disregard for the micro-level processes behind social media influencers’ impact on consumer behaviour (O’Malley et al., 2021). Among studies, the UK retail sector largely lacks a detailed approach of such a complex relationship, including the role of psychological factors such as identification and parasocial interaction, into shaping consumer preferences and purchase intentions (Ramadan and Farah, 2020).
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The intimate characterisation of the social media influencers has been vastly studied in recent literature. Chen et al. (2020) identify influencer marketing as the crucial instrument contributing to the advancement of both brand engagement and trust of the consumers. Social platforms like Instagram, YouTube, and TikTok have made the role of influencers core between brands and consumers, a shift from the previous advertising schemes (Abidin, 2021). 
Studies that examine how influencer marketing, affects consumer behavior, generated enlightening layers of truth about persuasion and brand engagement. The study by Kim et al., (2021) explains that consumers view influencer endorsements as more genuine and reliable than traditional advertisements, thus, more personality and conversion to buying intentions and brand loyalty. Likewise, Zhang et al. (2022) reported that an influencer is considered more associated with a brand, converting to the views and values of the consumers, which indicates the importance of a perfect fit between an influencer and the brand in determining consumer attitudes and behaviors.
In their study of social media influencers' role in shaping consumer behavior, researchers have also examined the underlying psychological principles behind it. Ahn et al. (2021) suggested a mediating role of social identity theory that consumers' identification with influencers affects the relationship between influencer endorsements and brand attitudes. Besides, the latest studies expanded the research of influencer psychology from the aspects of parasocial interaction and self-congruence in shaping consumers' perceptions of influencers and brands (Lee et al., 2023).
The impact of social media influencers presented in the literature shows that influencer marketing is one of the most transformative marketing tools of the modern digital era. 
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The study's main objective is to investigate social media influencers' social effects on consumer behavior. The study uses a mixed-method approach to discover the impact of different influencer marketing efforts of brands on consumers' attitudes toward the brands, their purchasing decisions, and brand loyalty. 
1. To determine the magnitude of social media influencer effect on consumption in UK retailer aspects.
2. To determine the primary drivers of social media influencer effectiveness in the UK retail sector.
3. To explore how the variation in types of social media influence consumer behavior within the UK retail sector.
4. To understand the impact of authenticity driving consumer reactions on social media influences marketing, as in the case of the retail industry in the UK.

[bookmark: _Toc159094939]1.5 Proposed Research Questions:
1. How influential are social media influencers regarding purchasing behavior among UK retail consumers?
2. What critical factors contribute to consumer behavior influenced by social media influencers in the UK retail industry?
3. How does authenticity contribute to the success of influencers on social media in facilitating consumer behavior within the UK retail market?

[bookmark: _Toc159094940]2.0 Research Design
[bookmark: _Toc159094941]2.1 Methodology: 
The research will employ a mixed-methods design, which integrates both quantitative and qualitative research methods to cover all the possible effects of social media influencers on consumers' behavior in the UK retail sector. 
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The pragmatic philosophical approach will serve as a guideline and imply that the research should be practically oriented and relevant to the actual world (Kelly, and Cordeiro, 2020). The study endeavors to integrate various perspectives and methodologies to form actionable insights that can be used for scholarly understanding and applied implications in the retail sector.
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The study will utilize a deductive approach that starts with theories and hypotheses from the current literature on influencer marketing and consumer behavior (Hall et al., 2023). However, the instrumental elements will still be included to allow the appearance of new topics and patterns that can emerge from the analysis.
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Data collection will be based on a blending of a survey questionnaire and semi-structured interviews. The survey link will be situated online for a transparent sampling technique for the convenience of 100 possible respondents who will be recruited through social media and retail-related forums.

[bookmark: _Toc159094945]2.5 Sample
Convenience sampling will be used to pick the respondents for the study. This sampling method is thus highly advantageous for being convenient and easily accessible for recruiting volunteers who are ready and willing to participate in the study (Stratton, 2021). The samples will be drawn from a population of individuals aged between 18- and 45-years resident in the United Kingdom.
[bookmark: _Toc159094946]2.6 Data Analysis: 
The survey will use descriptive statistics to analyze the quantitative data collected to identify trends, correlations, and patterns of consumer behavior in relation to social media influencers. Qualitative data from individually conducted, semi-structured interviews and their themes will be analyzed to explore in-depth underlying stories and experiences of participants. 
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[bookmark: _Toc159094948]3.1 Resource Limitations
One limitation of the study may be its reliance on human resources (time, money, and access to participants). Running surveys and interviews and carrying out required data analysis is very time-consuming. Further, restrictions in financial capital may hinder the ability of the research to cover the breadth of the issue, i.e., sample size or data gathering methodology. 
[bookmark: _Toc159094949]3.2 Ethical Consideration
Only ethical considerations are crucial in research using human subjects. This study will give special attention to informed consent, confidentiality, and voluntary participation during the implementation of the research process. Participants will be given information on the study's aims, their role as participants, and the data collection and storage processes. 
[bookmark: _Toc159094950]3.3 Reliability and Validity
The whole research being conducted must be supported by reliable and valid findings so that the study's ethics can be maintained. As reliability is ensured, standard data collection methods will be implemented, and bias and errors in data analysis will be reduced. Content and construct validity will be used to measure validity throughout the research design process and data analysis to ensure the study's findings will be accurate and relevant to the research aims.
[bookmark: _Toc159094951]4.0 Resources and Planning
[bookmark: _Toc159094952]4.1 Resources
The implementation of this research project ought to consider factors concerning the availability of resources, such as personnel, technology, and materials. As part of human resources, tasks, including the administration of surveys, collection of data, and analysis, will be given out. In addition, access to technology and software that will help in data management and analysis will be required to enable research to run efficiently. 
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