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Abstract
“In recent times, the landscape of marketing has changed rapidly with the emergence of social media influencers. It is seen that “influencer marketing” has developed a significant impact on consumers and their buying behaviour in various research studies. However, a gap existed in research regarding how “influencer marketing” is influencing the purchasing choices of consumers, especially in the context of the fashion sector. Thus, this dissertation aims to fill the identified gap. This study has used a quantitative method. 70 responses have been collected with the help of a survey questionnaire through “Google Forms” and by implementing “random sampling”. The analysis of the collected data has been conducted by “SPSS Software” and by means of “statistical analysis” and involving techniques namely “ANOVA”, “correlational analysis” and “descriptive statistics”. The findings showed that the credibility, authenticity, and engagement of the influencer are based on the quality of content and their ethical considerations and target market segmentation supports fashion brand to reach the specific targeted consumer group. Recommendations are provided to maintain “authenticity” and “transparency” and also to carefully select influencers”.
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[bookmark: _Toc178957525]Chapter 1: Introduction
[bookmark: _Toc178589700][bookmark: _Toc178957526]1.1 Chapter Introduction
Social media marketing has expanded rapidly and significantly impacted the overall marketing environment, especially in the fashion industry. This is because the world has come to know what we call Social Media Influencers (SMIs) who have significant influence over the purchasing choices of consumers (Mabkhot, 2022). This chapter thus initiates the study of the effects of SMI marketing on consumers’ purchasing decisions in the fashion industry.
[bookmark: _Toc178589701][bookmark: _Toc178957527]1.2 Background of the Study
Increased use of communication technologies such as social media marketing (SMM) has affected the way consumers interact with brands. In the fashion industry, influencers perform an intermediary function between brands and their consumers. In contrast to more conventional forms of marketing that are based on direct solicitation, it is based on the concept of relationship and trust (Zhou, 2021). These are ordinary people whom society considers competent to sway the attitudes and behaviours of consumers, especially when recommending certain products or offering their content. Modern development of social media marketing (SMM), has provided influencers with tremendous reach and their recommendations carry significant weight (Alhathal, 2023). These linkages help the brands to reach out to the consumers in a more natural and lively manner. Consumers feel like they can relate to the influencer's feelings and ideas about a product and this gives them the confidence to try the product, a thing that is difficult for random ads to offer. In light of this, there has been a significant change in marketing trends since brands rely on influencers to advertise their products and create traffic towards the brands. Therefore, this research will seek to explore the involvement of SMEs in the fashion industry as well as analyse the impact of credibility and authenticity on consumers’ trust and purchase behaviour (Santiago, 2020). In doing so, this research aims to shed light on how fashion brands can best leverage the concept of SMIs in optimally promoting their products and maximising the purchase intentions of consumers.
[bookmark: _Toc178589702][bookmark: _Toc178957528]1.3 Problem Statement
To date, social media influencer marketing is highly widespread, but little is known about how the influencers’ characteristics such as credibility and authenticity affect the buyer’s behaviour among consumers (Ouvrein, 2021). Additionally, it is needed to outline the perceptions concerning the effectiveness of different types of influencer content, as well as the concept of sponsored vs. organic content and their impact on consumer behaviour. This study aims to fill these gaps by understanding how influencer marketing influences decision-making in the fashion sector.
[bookmark: _Toc178589703][bookmark: _Toc178957529]1.4 Rationale of the Study
As this study found that social media influencer marketing significantly influences consumers' purchase intentions, it is imperative for fashion brands to learn how to fully leverage it optimally. Here, influence's ability has the potential to increase brand awareness, build consumer trust and sell products (Maria, 2019). Through the investigation of the dynamics of influencer marketing, this study will provide useful recommendations that will assist brands in conveying their messages to their target groups and acquire a better return on investments in marketing communication.
[bookmark: _Toc178589704][bookmark: _Toc178957530]1.5 Aim and Objectives
[bookmark: _Toc178589705][bookmark: _Toc178957531]Research Aim
To investigate the influence of social media influencer (SMI) marketing on consumer purchasing decisions within the fashion industry.
[bookmark: _Toc178589706][bookmark: _Toc178957532]Research Objectives
· “To explore the role of SMI in shaping consumer perception towards fashion brands”.
· “To assess the influence of influencer credibility and authenticity on consumer trust and purchasing behaviour”.
· “To understand how various forms of influencer content including posts, stories, and videos influence consumers and sales”.
· “To compare consumer views on sponsored content versus organic influencer recommendations”.
[bookmark: _Toc178589707][bookmark: _Toc178957533]1.6 Hypothesis
H1: There is the positive impact of SMI marketing on consumer purchasing decision
H2: Credibility and authenticity of influencers positively impact consumer purchasing decision
H3: There is a positive impact of SMI strategies on the fashion industry
H4: There is a positive relationship between organic influencer marketing and consumer purchasing decision
[bookmark: _Toc178589708][bookmark: _Toc178957534]1.7 Dissertation Overview
[image: ]Figure 1: A flow diagram displaying all chapters in the dissertation
Source:  Created by Researcher
Chapter 1: "Introduction"– The chapter gives the context of the study by outlining the background, purpose, problem, rationale, objectives, and research questions of the research.
Chapter 2: “Literature Review”– The chapter reviews previous literature on SMI marketing and consumer behaviour, establishing a theoretical framework for the research.
Chapter 3: “Research Methodology”– It explains the research philosophy, approach, design, methods, sampling technique, and data collection methods used in the study
Chapter 4: "Data Analysis and Findings"– The chapter involves the analysis of the collected data and draws conclusions in line with the set research objectives.
Chapter 5: “Discussion”– The chapter explains the findings, within the context of the current literature and theories.
Chapter 6: “Conclusion and Recommendations”– This chapter summarises the study, highlights findings, discusses suggestions for practice, and suggests areas for future research.


[bookmark: _Toc178589710][bookmark: _Toc178957536]Chapter 2: Literature Review
[bookmark: _Toc178589711][bookmark: _Toc178957537]2.1 Introduction
The fast-paced development of social media has been used as an effective marketing tool in the current era and has significantly changed the ways of engaging consumers with brands (Chowdhury et al., 2024). Nowadays social media influencer marketing is recognized as a powerful agent for change in the fashion industry as well as in the consumer buying process. The active interaction of influences with the audience helps brands in introducing products to customers. According to Joshi et al., (2023), there is a difference between social media influencers (SMI) and traditional celebrities who can not be considered as other famous personalities. This literature review focuses on the effectiveness of SMI Marketing on the consumers’ purchasing behaviour in the fashion sector. This paper aims to provide insight into the approaches taken by influencers, consumers’ characteristics, and the quantifiable impact on fashion consumption. Through the empirical evidence and cases, this review aims to provide comprehension of the influence of SMI marketing on the behaviour of consumers. Further, it also provides a conceptual framework and theoretical framework to better understand the Topic.
[bookmark: _Toc178589712][bookmark: _Toc178957538]2.2 SMI  ( Social media influencers ) marketing :-
The definition of SMI marketing has been suggested by different scholars in different ways. According to Belanche et al. (2021), SMI marketing is defined as a marketing communication way that involves social media influencers to promote the offerings concerning a brand on their personal social media accounts or pages and help the brand to grow. By showing resemblance to Belanche et al. (2021), in another study, Joshi et al. (2023) also stated SMI marketing is a way of communication tactics where individuals like social media influencers who have significant online following collaborate with brands to promote products with the aim to influence consumer’s attitudes. Showing a slight deviation from the above definitions of SMI marketing, Chopra, Avhad and Jaju (2020) opined that SMI marketing is the action of an external individual to regulate the buying preferences of consumers of a brand. On the other hand, Lou et al., (2023) showed a contrast to the SMI marketing definition stated by Chopra, Avhad and Jaju (2020) defined it as a way for brands to carry out their marketing activities by collaborating with influential social media personalities by means of integrating the act of product endorsements organically into usual social media content and thus reinforces the definition of SMI marketing stated by Joshi et al. (2023). In a similar way,  Zhang and Choi (2022) defined SMI marketing as an act where social media influencers create emotional connection and relatability through adopting product promotions of a brand within their lifestyle or lifestyle-based content over social media platforms whereas in another study by Venciute et al. (2023), SMI marketing is referred to as a type of social media marketing which helps the brands in terms of improving their brand awareness as well as brand image. 
From the synthesis of the above literature studies concerning the definition of SMI marketing, it is observed that the scholars have opined that SMI marketing is a way of developing a strong brand-customer connection and at the same time it has been reflected as a crucial way of enhancing the brand reach of the companies. However, the definitions of SMI marketing have varied among authors. 
Influencer marketing and social media marketing
It is a kind of advertising on social media platforms (SMP) that engages popular people on SMP who have a big following. They vary from celebrity influencers (Joshi et al., 2023) to micro-bloggers and include those whose influence intends to impact many while others can only command a few other’s actions. The strength of influencer marketing is the approach stemming from the truth, realism, and the similarity of the influencer, unlike the conventional advertising approach. Social media individuals post material relevant to their personas; additionally, they promote sponsored merchandise in their posts naturally.
The main channels most brands use to market themselves through influencers are Instagram, YouTube, TikTok, and Linked In (Lou et al., 2023). Instagram gets attention because it focuses more on the video performance of the products and the needs of influencers who try to sell fashion products. YouTube personalities give out detailed videos such as reviews which are informative about fashion items. TikTok is also conquering the audience extremely fast and has become a good platform for advertising fashion brands because, with short and creative videos that influencers create, people can quickly share those videos on their social networks.
Some of the typical implementation techniques of influencer marketing are product placements, sponsored content, contests, and coupons. Another important point is the choice of influencers, and it is necessary to choose those who have an audience with characteristics appropriate to the brand’s target niche. Many brands also use influencer-generated content (IGC) for their advertising strategy because the influencers’ content is unique. According to Zhang & Choi (2022), influencers attract followers by providing IGC on SMP and trying to make long-term relations with people. 
The criteria for evaluating the impact of the influencer’s promotion are indicators like the engagement rate, the scope of coverage, and conversion rates.
[bookmark: _Toc178589713][bookmark: _Toc178957539]2.3 Influencer Marketing Strategies and impact of strategies on the fashion industry
An influencer is a person who has the power to impact the decisions of purchasing of people. According to Sing, Tiwari, and Tiwari (2023), there are four types of influencers whom the industry can use for marketing on SMP which are provided in the picture below: 
[image: ]
Fig: 2. Types of influencers used in practices
Source:  (Sing, Tiwari, and Tiwari 2023)
The fashion industry employs all types of influencers for marketing on social media as the number of followers varies and specializes in particular niches. It is considered as best practice of marketing.
[image: ]

Fig: 3. Examples of strategies and practices 
Source: (Sing, Tiwari, and Tiwari 2023)
The fashion industry involves the use of many strategies in influencer marketing to achieve maximum views, interaction, and sales. One of the most effective techniques is sponsored posts (Plume and Slad 2018) which implies that the influencers promote the material comprising the brand’s product for compensation. Such posts are usually accompanied by hashtags like #ad or #sponsored to ensure that people know the content is paid and to maintain transparency. These post types can also create a more genuine connection with the followers because of the specific style.
The next approach is partnership and collaboration, which implies that the influencers develop products or product lines in cooperation with the fashion brands (Thomas, Fowler, and Taheran 2024). This not only increases the visibility of the brand identity but also adds credibility and authenticity to the brand. For example, partnerships involving popular social media personalities and brands such as H&M and Balmain have worked on clothes collections that created an impact in markets.
The strategies of influencer marketing in the fashion industry involve the selection of influencers in which the brand is aligned with the image and target audience of the brand. The content creation of the brand is collaborative with the partner as well as the influencer of the brand for creating content to soak the product in an authentic as well as engaging way. This also includes the sponsored post based on the review of the Fashion product that helps in presenting the relatable context of the brand. Affiliate marketing is very important as it helps in the promotion of the fashion product of the influencer marketing by using the affiliate link as well as discount code to earn a commission on the sales generated based on the referrals (Argyris et al., 2020). this strategy is used to incentivize the influencer for their effort to get a proper outcome. The long-term partnership is established among the influencers for fostering the loyalty of the brand as well as consistent messaging. The long-term collaboration also leads to the integration of the product of the brand based on the lifestyle of the influencer to enhance authenticity, the brands are increasing the work within the micro influencer that is depending on the highly engaged audience, and this feature is targeted for increasing the engagement rate. The strategies are used in the consumer interest to create the purchasing decision within the influencer to increase the credibility and trust among the products (Nugroho et al., 2022). This helps to enhance the visibility of the brand by creating authentic connections among the potential customers for fostering higher engagement as well as conversion rates.
Another trend is influencer takeovers in which the influencer is given control of a brand’s social media account for a period and posts behind-the-scenes and specific content. In addition, the approach means that more people will be interested in the content being promoted by the influencer, and those viewers will also be familiar with the brand.
Promotions and contests are also frequently used to increase interaction and the number of followers (Thakur. Singla, and Irshad 2023). These events are also useful to create hype around the products that brands want to promote when carried out with the help of influencers. The followers need to follow the brand or the influencer, like the posts, and share the posts to participate in making them aware of the brand.
Affiliate marketing codes and links using colourful coupons help influencers obtain direct conversion and a commission. This approach is useful because it makes it possible for brands to identify conversions and sales made as a result of the influencers’ recommendations. Hence, through constant monitoring and evaluation of the campaign progress and reception from the target audience, brands can work on optimizing the extent to which influencer marketing affects consumers’ decision-making process.
[bookmark: _Toc178589714][bookmark: _Toc178957540]2.4 Consumer Purchasing Decisions
The concept of consumer purchase behaviour is an outcome of a number of factors such as psychological, social, and cultural factors, and many more (Qazzafi, 2020). According to the study by Qazzafi (2020), SMI marketing is defined as a psychological driver which regulates the urge of consumers in the context of buying products. The findings of the study state that consumers devise their purchasing decisions according to the suggestions of social media influencers as they crave to live the kind of lifestyle depicted by these influencers and the basis of this phenomenon is supported by social comparison theory. The same study also identified SMI marketing as a social driver which is involved in shaping the buying decisions of the customers and Qazzafi (2020) opined that social media influencers develop a parasocial relationship with their followers or the customers of the brands which establishes a social authority and therefore this social identity or authority is used by the brands to endorse their products in a more persuasive manner in comparison to conventional advertising tactics. Also, the parasocial relationship develops a socio-emotional connection between brands and their consumers through social media influencers. 
By showing deviation from the study of Qazzafi (2020),  in another research study, Gurrieri, Drenten and Abidin (2023) stated that marketing involving social media influencers develops an impact on different paradigms of culture like socio-culture and digital culture. The study stated that SMI marketing possesses the capability to encapsulate as well as mould the socio-cultural perception of consumers and thus is able to regulate the cultural lens of the customers and thus convince them to purchase a particular product based on particular cultural perspective as supported by “consumer culture theory” (Gurrieri, Drenten and Abidin, 2023) but in the context of impact of SMI marketing on digital culture, the study states that SMI marketing fails to influence digital culture of consumers with respect to buying products. 
In another study by Satpathy et al. (2022) the consumer purchasing decisions are influenced heavily by recommendations of the social media influencers as SMI marketing enables the consumers to buy products from brands according to the current trends which cannot be accommodated by the conventional practices of marketing. The study justifies the above findings by stating that the influencers are in most cases leaders in fashion, who change the trends and introduce new styles and commodities to the consumers and in turn play a significant role in spreading through social media sites which further helps in speeding up the consumer uptake of the trends and supports the brands to improve their product sales. Therefore, this research upholds new insights concerning consumer purchasing decisions with respect to SMI marketing that deviate from the opinion of Qazzafi (2020) in terms of psychological factors but reinforces the findings of Satpathy et al. (2022).
In another study by Zniva, Weitzl and Lindmoser (2023), the authenticity of the influencer is considered to be a key driver of consumer purchasing decisions. The study shows that people tend to follow those they consider as authorities and when such authority is perceived to be telling the truth, chances are high that the message will go viral and will determine the degree of consumers’ appraisal of the authenticity in SMI marketing help to affirm the credibility of the brands they endorse, which translates into positive changes in consumers’ perception and consequently, their buying behaviour. Thus the study highlights a completely different factor than those stated by Satpathy et al. (2022) and Qazzafi (2020) and opens up a new horizon in the scenario of consumer purchasing decisions. Hence by synthesizing the discussions of the above literature studies, it can be understood that SMI marketing affects consumer purchasing decisions from different characteristics concerning social media influencers. 
[bookmark: _Toc178589715][bookmark: _Toc178957541]2.5 Factors Influencing Consumer Behavior
The elements affecting consumers’ behaviour can be divided into internal factors and external factors that can be analyzed in terms of psychological impact and cultural impact on the behaviour of consumers. However, within the fashion industry and the utilization of social media posts by influencers, these factors are intertwined in determining the consumer’s buying decision.

[image: ]
Fig: 4. Factors that influence consumer behaviour 
Source: Qazzafi (2020)
Personal Factors: These involve the age of the person, their jobs, their life patterns, and their financial stability. For instance, there are young consumers who always engage in social media platforms, and will be inclined to social media influence and recommendations. Fashion influencers who become part of the consumer’s daily life are the most capable of influencing a consumer’s purchase.
Psychological Factors: These involve encouragement, perspective, learning, belief, and attitudes. A readily identifiable motive encourages the consumers to satisfy their needs and wants which are instigated by the content posted by the influencers. This idea corresponds with another primary marketing concept, perception which is the consumer’s overall understanding and interpretation of marketing appeals, this means that effective influencer marketing may have a huge influence on the way consumers perceive such appeals. Experience from past purchases of products promoted by influencers is also relevant when deciding to make a purchase in the future. Also, the preexisting state of knowledge is important as influencers can either strengthen or change it regarding brands and their products (Qazzafi, 2020)
Social Factors: Culture includes subculture or reference groups and social relationships such as family and social role and status. Demographic factors, especially the influence of the reference groups which include friends and peers, have a large impact on consumers’ choices. Influencers are part of this reference group as they offer opinions and reviews that the followers consider truthful (Qazzafi, 2020).
Cultural Factors: Culture does change the perception of consumers along with subculture and social class. Culture defines what is trendy and appealing usually from the societal standards of the community. About the role of influencers, the latter can facilitate the transfer of global fashion trends to the local market. Another kind of culture that influences the identity is a subculture, like certain Instagram fashion tribes (Qazzafi, 2020). The consumer identity that determines the buyer’s ability to afford products and their choice of brands also has an impact on influencer marketing because the influencers adjust their content to suit different classes of consumers.
[bookmark: _Toc178589716][bookmark: _Toc178957542]2.6 Impact of Influencer Marketing on Fashion Purchases
As the study has indicated, the provision of fashion purchases driven by influencer marketing is the influence that changes the traditional consumers’ purchase decisions of fashion brands and improves the existing brand awareness and persuasiveness (Thakur, Singla, and Irshad 2023). 
Increased Brand Awareness: The popularity of social media influencers will help increase the visibility of the brand. With such a strategy, influencers expose their followers and community to content regarding a specific fashion brand most of whom have no prior knowledge of such a brand. This exposure is however very useful for new or specialty brands willing to penetrate the fashion market congestion. These brand messages can surely make their way to the target consumers’ radar since influencers are uniquely talented in creating appealing and visually attractive content (Agustian et al.,  2023).
Enhanced Credibility and Trust: It is also preferred by consumers rather than the usual advertisements because it seems more reliable and natural with influencers. This is especially so when the fashion product that is endorsed is presented in social media by the influencer as his or her recommendation. This trust can be turned into better conversion as many followers are willing to buy things suggested by their favourite influencers. This credibility is further strengthened by the fact that influencers also give their true experience and their take on the products (Coutinho, Dias, and Pereira  2023).
Engagement and Community Building: Influencer marketing directly engages the consumer compared with other forms of advertising. Fans interact with the influencers directly through the comment section, private messages, and even participating in questionaries and polls among others. This social engagement makes the followers feel as if they are part of a given community hence easily influenced by the opinion of the influencer. This engagement is useful to brands, because it may increase the degree of consumers’ loyalty and their readiness to make repeated purchases (Costello et al., 2020). 
Measurable ROI: Measurable results include tracking of engagement rates, click-through rates as well as conversion rates amongst the clients. Most influencers incorporate affiliate links and codes for brands where those in the campaigns give them measurable sales data. This tangible ROI assists brands in quantifying the value of influencer marketing to their company through customers’ revenues.
Challenges and Considerations: while the impact of influencer marketing is mostly positive there are some issues. Many target audiences are overwhelmed with sponsored content which also causes them to become more skeptical. However, the credibility of influencers can also be an issue in the fact that most of them promote too many brands at a time and their impact can be weakened. Due to this, brands must ensure that they are sourcing the right influencers in the market that can be associated with the brands’ ideals and target market.
[bookmark: _Toc178589717][bookmark: _Toc178957543]2.7 Case studies and empirical Evidence
Several studies and actual research on the given industry shed light on how influencer marketing works efficiently in the fashion industry. According to Ooi et al., (2023), 92% of consumers trust influencers more than traditional ads. During  2019, brands spent around $8 billion on influencer marketing, which has a return on investment of $6.50 per dollar, and Forbes predicted its value could reach $15 billion by 2022 (Ooi et al., 2023).
1. An example of ‘’the use of other people’s images and voices’’ is observed in the relationship between the fashion firm Boohoo and several social media influencers. Boohoo used affiliates such as Zoe Sugg (Zoella) accompanied by Olivia Jade (Codeluppi, 2021) for influencer marketing on Instagram and YouTube. This strategy had the positive impact of greatly increasing Boohoo’s online visibility and mercantile results, proving the potency of influencer collaborations in capturing the attention of younger, style-oriented customers.
2. #AerieREAL campaign by American Eagle’s lingerie brand Aerie: This campaign used selected celebrities in advertising the products while embracing the ‘plus size’ issue without at all airbrushing the photos. The campaign was rather versatile and reached various audiences resulting in a 20% sales increase in the first quarter after the campaign was launched. This case brings out the idea of genuine and meaningful Influencer Marketing strategies and their effectiveness toward consumer buying decisions ( Convertino et al.,  2019).
3. Empirical studies also back the above-presented findings. According to a study by TapInfluence and Nielsen Catalina Solutions (Wielki, 2020), the return interval of investment of influencer marketing is at least 11 times that of traditional digital marketing. The study proved that through regulated exposure to influencer content, there is an increased likelihood of purchase intention of the promoted product, which proves the influence of influencers.
All these case studies and empirical evidence show that influencer marketing affects the fashion industry’s consumers’ decisions collectively. 
By amalgamating the information from secondary sources concerning the hypotheses, it is observed that the SMI marketing have developed a significant positive impact on consumer purchasing decisions. The consumers are motivated to buy those products that are being recommended by the influencers. Also, the credibility as well as the authenticity of the influencers are observed to be important components in terms of developing an influence on the buying decisions of the consumers. The different SMI strategies or tactics implemented by different fashion brands are noted to play an important role in terms of determining the purchasing decisions of the consumers. Also, it is observed that the influencers who promote products without paid sponsorships are more embraced by the consumers in terms of considering for purchasing decisions rather than those influencers who promote fashion products with paid promotions.
[bookmark: _Toc178589718][bookmark: _Toc178957544]2.8 Literature gaps and future research
There are some limitations in the studies existing in the literature concerning the effects of influencer marketing on consumer’s purchase decisions. One of the significant areas that require further research is the effect of influencer marketing on consumers’ brand loyalty and behaviour in the long term. In this context, numerous investigations have been developed but, usually, researchers pay attention to more short-term effects of influencers instead of recognizing their long-term impact. 
Future studies on the topic of influence marketing should also look into ethical issues such as sponsored posts and their relevance to consumers. Analyzing the impact of disclosure concerning sponsorships as well as its influence on the consumers’ behavior and buying decisions will give more light on furthering the positive ways of influencer marketing. 
Moreover, there are related questions, such as the function of new platforms, for instance, TikTok for influencer marketing. As these platforms become more and more developed, recognizing that different platforms are used in distinct ways and with specific consumer behaviours will be essential for brand management. 
[bookmark: _Toc178589719][bookmark: _Toc178957545]2.9 Conceptual framework
A conceptual framework for better understanding the influence of influencer marketing. It can be highlighted through some interconnected elements.
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Figure 5: Conceptual Model 1
Source: Created by Researcher
From the above conceptual model, it can be viewed that the different elements concerning SMI marketing are being stated along with their interconnected relationship. Thus, this conceptual framework offers an advantage of understanding the equation concerning which element of SMI marketing is impacting the other element of SMI marketing or an element of consumer engagement. However, this model lacks in clearly representing which elements belong to SMI marketing and which elements belong to consumer behaviour. Also, the main variables of this dissertation, that is, SMI marketing and consumer purchasing behaviour are missing which emerges to be a significant disadvantage to this model. 
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Figure 6: Conceptual Model 2
Source: Created by Researcher
On the other hand in conceptual model 2, it is clearly represented whether the shown variables belong to SMI marketing or consumer purchasing intention which offers an advantage to the current conceptual model in comparison to conceptual model 1. This model also distinctly mentions the main variables of this dissertation, that is, SMI marketing and consumer purchasing behaviour or decisions and thus provides another advantage to the model while comparing with conceptual model 1. This model also systematically represents how SMI marketing influences consumer purchasing behaviour with the help of intermediate characteristics like influencer authenticity or organic content and mediating variables like consumer perception. However, one major disadvantage of this model is that it fails to show the interconnected relationship between SMI marketing and consumer behaviour unlike model 1. But both the conceptual models involve content quality, content strategy and characteristics of influencers as important parameters. 
[bookmark: _Toc178589720][bookmark: _Toc178957546]2.10. Theoretical Framework
This paper addresses the impact of influencer marketing on consumers’ purchasing decisions in the fashion industry and needs a foundation on the principles of Consumer Behavior Theory and Social Influence Theory. 
According to Consumer Behavior Theory the psychological, social, and personal factors have an impact on buying behavior. Concerning the impact of psychological factors on the decisions made in the process of influencer marketing, it is possible to point out motivation, perception, and attitudes (Kanaveedu and Kalapurackal 2022).  It means that influencers guide how the consumers think and what they want by offering the selected content. Age, lifestyle, and economic status also affect the perception, where one demographic will vote in line with what one influencer is advertising. 
According to the Social Influence Theory, the behaviour and attitude of people depend on the influence of other people they have role models or emulate (Hwang, 2016). Moreover, in the influencer marketing approach, the chosen influencers are significant social decision-makers on which fashion fans should follow. Appealing, credible, and personally sympathetic influencers are very influential from the standpoint of persuasion.  
Incorporating these theories will help to enlighten the mental and interpersonal processes that the use of influencer marketing leverages. The combination of these theories demonstrates the manner in which influencers influence the behaviour of consumers in determining trends within the fashion industry as well as creating brand loyalty.
[bookmark: _Toc178589721][bookmark: _Toc178957547]2.11. Implications
The rise of social media is revolutionizing marketing strategies over several industries with the marketing influencer emerging as a significant force in influencing the behaviour of the customer. The fashion industry is impacting the proliferation of the influencers that are featured by the online presence for affecting the purchasing choice of the customers. The literature review examines the factor of social media influencers that could influence the behavior of customers in the Fashion sector to address the benefits as well as limitations of the marketing strategies.
Influencer Credibility and Trust
credibility and trust are considered as the discussed aspects of influencer marketing for the role of marketing strategies. The research suggests that the credibility of an influencer is expertise as well as trustworthiness that is considered important To shape the behavior of the customer. Influencers in the fashion sector have a genuine connection with the audience in deciding consumer opinion. The trust of the customer impacts the intention of purchase by increasing the trust level correlating with the increased feature of purchase (Salem and Salem 2021). The emphasis on the credibility factor raises questions, depending on the long-term effect of the marketing. The initial trust, as well as credibility, could increase customer engagement as well as sales repeated in the exposure of the sponsored content that could lead to an increase in the marketing strategies. The customer became aware of the nature of the influencer partnership and the trust could influence to diminish to reduce the effectiveness of the marketing strategies. This describes the requirement for continuous evaluation of the authenticity of the endorsement for maintaining customer trust.
Authenticity and Perceived Value
Authenticity is considered an important factor that is highlighted in the marketing sector. The influencers are providing genuine as well as unfiltered recommendations for perceiving the credible as well as trust. It shows that the authenticity that is perceived among the influencers gives a positive response to influence the attitude of customers. Based on the promoted brand. The authentic endorsement resonates with the customer which leads to an increase in the purchasing factor (Scholz, 2021). It also gave certain drawbacks since the influencer in the marketing strategy is becoming mainstream to maintain authenticity, and it becomes more challenging. The influencer might sacrifice authenticity for financial gain which could negatively impact the credibility, the nature of the influencer collaborating with the conflict based on the perception of authenticity could lead to a consumer disengagement process.
Engagement and Interaction
Engagement processes like likes and comments are used to increase the effectiveness of influencer marketing. The engagement rate is higher which is associated with the interest of consumers in increasing purchasing behaviour. The influencers are interacting with the followers which could foster. The community enhances the influence that could increase the customer engagement process and also increases the conversion rate. The engagement metrics capture the impact of influencer marketing that could indicate a strong interaction with the required translation within the purchase behavior (Natiqa et al., 2022). It also suggests that the engagement process could be influenced related to the factors of purchasing decisions like the brand of the influencer as well as the nature of the content. The appropriate feature is needed to understand the impact of the engagement based on the choices of customer purchasing.
Target Market Segmentation
Influencer marketing with promoting permits brands to target specialty advertisements. Influencer marketing frequently takes care of explicit socioeconomics, interests, or design subcultures, giving brands a significant instrument for contacting designated crowds. This designated approach is especially valuable in the style business, where buyer inclinations can change generally. Be that as it may, this division methodology has limits. Focusing on specialty markets can bar more extensive shopper sections, possibly restricting the general reach of a promoting effort (Nurfadila and Riyanto 2020). Furthermore, the adequacy of focus relies upon the powerhouse's arrangement with the brand's qualities and the importance of their substance to the interest group. Misalignment between powerhouse content and brand informing can lessen the effect of promoting endeavors.
The segmentation of the target market through influencer marketing and social media, allows the brand to precisely reach the particular particular customer group, depending on the demographic, interest, as well as fashion preferences. The influencers are catering, to the audience to enable the brand to target distinct segments like age groups and preferences of lifestyle. For example, the brand is focusing on eco-friendly fashion products that could collaborate with the marketing influencer with the commitment for increasing sustainability to reach environmentally conscious, customers (Kim and Kim 2021). The segmentation strategy consists of limitations as the target market could exclude the broad audience limiting the overall search of the marketing effort. The process of segmentation is dependent on the alignment among the content of the influencer as well as the message of the brand, the misalignment could dilute the impact to reduce the effectiveness of the campaign (Manzoor et al., 2020). Therefore, the offer of the marketing influencer is precisely targeting the capabilities of the system for the process of careful selection as well as alignment for optimizing the potential limitation of the system.
Visual Appeal and Content Quality
The nature of influencer marketing in the fashion industry makes the quality as well as the aesthetic of the content significant. The influencers who are producing high-quality visual content could effectively capture the attention of customers and create interest in the fashion product. The credibility of the influencer is showcasing the item of Fashion for aspirational as well as contributing to the engagement process for influencing the purchasing decision of the customer. It focuses on the visual feature of the factor that increases the content of the industry that is aligned with the functionalities of the product which the customer Considers while making the purchasing decision (Irshad et al., 2020). The visual appeal as well as content quality in influencer marketing is considered paramount, especially in the fashion industry. The influencers are utilizing the ability to produce high-quality content to capture the customer's attention and drive the engagement process. The curated images, as well as stylish presentation, are so cashing, the fashionable product that could be created within the aspirational experience for reigniting with the follower. The visual image code properly influences the interest of the customer to resonate with the follower's purchase intention and to present the product in an attractive as well as relative manner. The customer could draw the aesthetic presentation and also find the actual product that does not meet the requirement in terms of usability of the product. Therefore, it focuses on the idealized images for perpetuating the realistic standard of beauty that impacts the customer within self-perception as well as body image (Kurdi et al., 2022). The high-quality content of visuals is important to engage the customer and to enhance the product of the brand, which is important for the influencer as well as the brand for balancing the aesthetic with authentic as well as informative content. These features are used to ensure the customer makes a good purchasing decision as well as help to maintain a responsive as well as realistic portrayal of the fashionable product.
Ethical Considerations
The ethical issues that are considered in influencer marketing warrant attention. The transparency of the content as well as disclosure of the paid partnership is important to maintain the trust of the customer. The research highlights that the disclosure of the sponsorship is based on the ethical practices of influencer marketing. Failure in the disclosure of the paid partnership could lead to mistrust within the customer as well as regulatory scrutiny. The pressure to confirm a certain standard of beauty as well as lifestyle is promoted with the influencer that could provide the implication for the society. Influencer marketing contributes to unrealistic expectations as well as materialism to potentially influence the behavior of the customer and increase the purchasing behavior.
brand that could be effective as well as creating responsible strategies for engaging with the customer for evolving the fashion industry.
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In this chapter, the methodology concerning this dissertation has been discussed by aligning with the elements of Saunders's "research onion". Through this chapter, an overview of the methods of data collection and data analysis has been discussed. At the same time, the design involved in the process of sampling has been stated along with providing insights into the ethics that are considered while conducting this study. 
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Figure 7: “Research Onion Model”
Source: Alturki (2021)
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"Research philosophy" is defined as the framework that is developed with the help of beliefs and assumptions acquired through a subjective understanding of the topic chosen for the dissertation (Žukauskas, Vveinhardt and Andriukaitienė, 2018). This philosophical framework for a dissertation can be developed based on different research philosophies such as “positivism”, “interpretivism”, “pragmatism” and “realism”. After considering the objectives and the requirements of this study, “positivism” has been chosen by the researcher. 
The reason for choosing this philosophy for this dissertation is that it has enabled the researcher to carry out an objective evaluation of the impact created by social media influencers on the consumer attitude towards fashion brands. As a result, the dissertation could measure quantitatively the impact created by influencer marketing on the buying perceptions of the customers with respect to the fashion industry like how many customers are perceiving to select fashion products according to the recommendations of the social media influencers or how many customers the social media content of the customers is increasing the number of fashion product purchases.  Therefore offering a measured outcome to satisfy the objectives of the dissertation. The chosen “research philosophy” has also helped the researcher of this study to accurately and efficiently test the four hypotheses of this dissertation and therefore evaluate the primary data critically so that quantitative findings could be obtained. Also "positivism" has supported the development of these hypotheses. The application of "positivism" in this dissertation has aided the researcher of this dissertation to provide generalised insights through the findings of this dissertation as it supported the analysis of the impact of social media influencer marketing on consumer behaviour by considering a large sample size and in turn, the generalisability increased the value of these findings. The chosen philosophy has also enabled the researcher to derive data-driven conclusions and discussions in the study concerning the relationship between social media influencer marketing and consumer attitude, which in turn has improved the credibility of the findings and at the same time made the conclusions concrete. The implementation offered the researcher scope to maintain a neutral stand while evaluating the data and stating the findings as this philosophical framework developed a reliance on quantitative data and thus kept the dissertation free from any kind of bias from the end of the research. If the "interpretivism" philosophy had been used, it would not have been possible to derive objective measurements concerning the impact of social media influencer marketing on customer attitude in the fashion industry and thereby hypothesis testing would have been difficult. Thus, "positivism research philosophy" has been selected.  
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“Research approach” is referred to as a detailed plan regarding how the researcher should proceed with the dissertation and what methods can be most suitable for research in terms of collecting data and analysing data.  The approach to conducting a dissertation can be shaped in alignment with various research approaches such as "inductive" and "deductive" (Azungah, 2018). With respect to the research hypotheses and the result requirements of this dissertation, the "deductive research approach" has been selected.
The reason for implementing the “deductive research approach” in this dissertation is that it has supported in efficiently carrying out the hypotheses testing and thereby effectively deriving results in the later part of the dissertation. It has reinforced the evaluation of different factors such as the credibility of influencers and authenticity of influencers in regulating the extent of social media influencer marketing on the consumer attitude in the fashion industry involved in the hypotheses using quantitative measures so that the findings can be obtained in the form of numeric data or statistical data. As a result, a comprehensive and objective understanding of the chosen topic of this dissertation could be developed by the researcher. It has also helped the researcher in understanding the existing theoretical frameworks such as "consumer behaviour theory" and "social influence theory" in alignment with the chosen topic of the dissertation and utilising the understanding in the formulation of the hypotheses. With the help of the "deductive research approach", the researcher of this dissertation could frame the implications of the study depending on whether the perceived hypotheses are true or false. The chosen approach has also enabled the researcher to deduce generalised conclusions from the findings of this study so that the implications identified and the recommendations provided in this dissertation could be applied in other industries apart from the fashion industry. If "the inductive research approach" had been applied in this dissertation then checking the validation of hypotheses would have been impossible and at the same time drawing generalised conclusions concerning the findings would be difficult and hence the applicability of the findings would have reduced, so “deductive research approach” has been chosen. 
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The generalised plan concerning the dissertation along which the researcher should conduct the study so that the research questions or hypotheses stated in the study can be answered is known as “research strategy” (Mtisi, 2022). The strategy adopted within a dissertation can be of various types depending on the overall of the dissertation such as “case study”, “grounded theory”, “ethnography”, “action research" and so on. After considering the objectives and the requirements of this study, the "survey research strategy" has been chosen by the researcher. 
The motivation behind the selection of “survey research strategy” in the context of this dissertation is that it has helped the researcher of this dissertation to particularly address those paradigms of influencer marketing which are most suitable to the research hypotheses of this study. Choosing a survey strategy has provided an advantage to the researcher in terms of determining and ensuring the data quality to be used in the process of data analysis so that the findings obtained in the context of the impact of influencer marketing on consumer purchasing decisions are credible and of good quality. Therefore the reliability of the findings of this dissertation increased due to the choice of survey as “research strategy”. Another important reason for selecting a survey as the strategy of conducting the research is that it has enabled the researcher of the study to derive information about the impact of influencer marketing on consumer purchasing attitudes directly from the customers of the fashion industry. Thus it has helped in developing critical and in-depth perspectives about how the marketing by the social media influencers is impacting the purchasing behaviour of the consumers in the context of the fashion industry which further contributed to accurate data evaluation. If any other “research strategy” would have been chosen, it would not be possible to collect the latest data on the dissertation topic or collect the most accurate data according to the needs of this study. 
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 The methodological perspective which helps to devise the path of a research’s investigation is known as “research investigation”. The type of investigation to conduct a dissertation can be of various types in alignment with the method to be used in the dissertation such as “descriptive”, “comparative”, “experimental”, and others. With respect to the research hypotheses and the result requirements of this dissertation, “descriptive type of investigation” has been selected. 
The purpose behind choosing “descriptive type of investigation” for this dissertation is that it has enabled the researcher to carry out an in-depth literature discussion on various variables associated with influencer marketing such as the authenticity and credibility of the social media influencers, psychological impact of the content of the social media influencers and perceptions created in the minds of the customers regarding the fashion brands due to influencer marketing. Therefore it has helped the researcher to develop a critical perspective concerning the influencer marketing impact on purchasing decisions and by considering different paradigms of influencer marketing like the involvement of sponsorship in the influencer content used for marketing or the type of content used for marketing purposes by the influencers such as posts, videos and stories. This chosen investigation type has also enabled the researcher to delve deep into the quantitative findings obtained from the analysis in this dissertation so that critical insights can be drawn upon and discussed to add knowledge to the existing literature concerning the impact of social media influencer marketing on the purchasing behaviour of the customers in the context of the fashion industry. The “descriptive investigation type” has also enabled the researcher to discuss different variables associated with influencer marketing in the context of real-life perspective and implement it at the time of evaluating the data collected so that the variables can be quantified to form practical insights by synthesising the responses of the participants. This design has also benefited the dissertation in terms of developing the hypotheses by identifying the correlations among the different variables considered in this dissertation concerning the impact of influencer marketing on the purchasing decisions of customers in the context of the fashion industry. With the application of a different "investigation type" such as "experimental", the in-depth discussion of the literature studies would not be possible and thus findings concerning the impact of influencer marketing on purchase decisions would have lacked criticality. So “descriptive investigation type” has been selected.
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“Research choice” is defined as the methodological choice that underlines the bigger goals behind a research study and determines the method of collection as well as analysis of data (Greener, 2018). According to Saunders’s research onion, there are different types of choices that can be implemented to a dissertation namely, “mixed-method”, “mono-method” and “multi-method”. By considering the requirements of this dissertation, “mono-method” has been chosen. To be more specific, “quantitative method” has been chosen. 
The motivation for choosing the quantitative method for this study is that it would help to explore the impact of social media influencer marketing on the purchasing decisions of the customers from a measured point of view with respect to the fashion industry in particular. As a result, it had helped to gain an unbiased insight into different factors such as influencer credibility, influencer authenticity, and the forms of influencer content that are affecting the effectiveness of influencer marketing which in turn is impacting the purchasing behaviour or decisions of the customers. Therefore the researcher of this dissertation benefited in terms of developing an authentic and critical understanding of the complex correlational as well statistical interconnectedness existing among characteristics of the social media influencers, the psychological impact developed by the marketing tactics of the social media influencers, perceptions created in the minds of the customers regarding the fashion brands and the purchase decisions of the customers concerning fashion products. As a result, the researcher could interpret the findings critically by involving a contextual understanding of the chosen topic. It has helped to discuss the underlying impact of influencer marketing on consumer purchasing behaviour and at the same time has helped to link the findings to the implications of social media influencer marketing in the context of the fashion industry from a real-life point of view and thereby helped the researcher to developed practically applicable recommendations. "Quantitative research choice" has also provided tangible insights into the dissertation concerning the impact of influencer marketing on consumer purchase decisions by involving accurate data from real-life dataset. The chosen research choice has provided sufficient flexibility to the dissertation at the time of developing survey questions which has reinforced the findings in turn. If any other “research strategy” like “ethnography" or "action research" were chosen, the dissertation could not provide measured and real-life insights regarding the impact of social media influencer marketing on the purchasing behaviour of customers in the context of the fashion industry. So "quantitative research choice” has been chosen.
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“Time horizon” is referred to as the span with respect to the future into which a researcher can predict by sequencing real-time intervals while analysing the collected data and then consider it to find the consequences concerning a particular topic of research (Khuntia et al., 2016). The time-horizon used for a dissertation can be divided mainly into two categories namely “cross-sectional” and “longitudinal”. By viewing the needs of this dissertation, “cross-sectional time horizon” has been chosen.
A “cross-sectional time horizon” was selected for the dissertation as it allows to capture data at a specific point in time, offering a perspective of current trends. As all the variables considered in this dissertation like the fashion sector, social media, consumer behaviour and marketing strategies are of fast-paced nature and can change rapidly, hence the chosen time horizon has enabled the researcher to collect latest data. The cross-sectional approach has also allowed a comprehensive evaluation of how “influencer marketing” is currently impacting purchasing decisions, reflecting real-time dynamics and providing immediate insights for fashion brands and marketers. This method used allowed the researcher to tackle typical constraints of academic research like time mismanagement and cost difficulty by ensuring a time-efficient and cost-effective approach. If a longitudinal study would be conducted then it would have required tracking changes over a long period, which may not be feasible within the limited time frame of a dissertation. At the same time, since the objective is to understand the present impact of influencer marketing, a cross-sectional study has provided sufficient data for addressing the research questions without needing to observe how consumer behaviour evolves. Also, social media influencer campaigns often generate quick shifts in consumer preferences, making it appropriate to measure their immediate effects. Thus, a cross-sectional time horizon allowed the research to produce actionable insights that are relevant to the current market conditions. 
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3.8.1. Sampling
The process of selecting a subset population from a larger population is known as “sampling” (Garg, 2019). Though there can be various kinds of sampling techniques that can be used in a dissertation like "random", "stratified", "systematic" and so on, looking at the hypotheses of this study, the "random sampling technique” has been chosen. The survey was sent to 100 people, out of which only 80 people responded and out of those 80 responses, 70 responses were selected randomly as the data for analysis. The sample type or the target population will consist of respondents belonging to 18 years of age or above. They may be from any part of the globe but are connected to social media platforms. 
The reason behind choosing “random sampling” as the sampling method of this dissertation is that it has provided a wide range of advantages such as enabling the researcher of the study to make sure that the chosen sample of responses used for deriving findings indicated the responses of the larger population due to equal probability of responses representation (Sileyew, 2019). As a result, it helped the researcher to develop broader implications from the findings concerning the impact of influencer marketing on consumer purchasing attitudes in the fashion industry. Thus the generalisability of the findings increased so that the results can be applied to other industries as well. The chosen sampling method has also aided the dissertation in terms of ensuring that there is no or minimum bias at the time of sampling responses from the survey (Morrison et al., 2015). This in turn has ensured the quality and credibility of the findings. "Random sampling" has also ensured the statistical validity of this dissertation and thus supported more critical analysis regarding how social media influencer marketing has impacted the purchasing decisions of the customers. With the help of "random sampling", the chances regarding the development of systematic errors have also been reduced and thus credibility of the findings regarding the impact of influencer marketing in the fashion industry increased. However, the chosen sampling method could have also offered several disadvantages such as taking too much time to complete the participant selection process or under-representation of certain subgroups of the target population and also resulted in low rates of responses (LinkedIn, 2024).
Sampling is the process of selecting the subset of the responders to the large population to collect data and based on the data of population. It shows the researcher to conclude without requirement of the study, based on the entire population to save time as well as resource that could still obtain meaningful value for collecting the data. The size of the sample is 70. 
Advantages - The random sampling method helps to reduce the bias to ensure representation among a group, which is cost-efficient (Morrison et al., 2015).
Disadvantage - The random sampling method is difficult to implement as it requires detailed knowledge about the population and could lead to unrepresentative outcomes (Elfil and Negida, 2017).
3.8.2. Data collection method
The act of collecting information from different sources to test hypotheses or answer the research questions is referred to as “data collection” (Taherdoost, 2021). The gathering of data can be done using either primary data sources or secondary sources. In the context of this dissertation and in alignment with the hypotheses to be tested in this study, the data has been collected from primary data sources. The primary source used in this study to collect data is “survey”. The instrument used for the collection of data is “questionnaire”. A questionnaire consisting of 13 multiple-choice type closed ended questions has been created by including questions that can provide information to test the four hypotheses of the dissertation. The survey questionnaire was sent to peers and their known ones with the help of “Google Forms” and thus their responses to the survey questions were collected. Each respondent was given 10 minutes to answer all the questions.
 The role of SMI is explored to shape the perception of customers based on the fashion brands. Influencer credibility, as well as authenticity, is assisted in increasing customer trust and purchasing behaviour. Different forms of influencer content like post stories and videos are added in the segment to understand the customer influence and sales.
The reason behind choosing the above-stated data collection source is that it has enabled the researcher to collect the latest information concerning the impact of social media influencer marketing on consumer purchasing attitudes. At the same time, choosing a "primary data source" like a survey  But with the use of secondary data sources, it would not be possible to derive direct insights of consumers, ensure data quality or gather information specific to the hypotheses which in turn would make hypothesis testing difficult. So data is collected from primary data sources like surveys.
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The process of refining and then evaluating the collected data is known as “data analysis” Alem, 2020). The analysis of data can be done with the help of either the "qualitative method" or "quantitative method". After considering the requirements aligning the objectives and research hypotheses of this dissertation, the "quantitative method" has been chosen. The quantitative analysis in the study has been done by using "descriptive statistics". The techniques involved in the "descriptive statistics" are "ANOVA", "correlation analysis" and "pie charts". The "pie charts" are developed by organising the data in MS Excel and the "ANOVA" and "correlation analysis" are carried out by organising the data in SPSS software. The "pie charts" were used to derive a graphical representation of the survey questionnaire responses; “correlation analysis” was used to test the statistical relationship among the variables of influencer marketing and consumer decision or influencer credibility on consumer decision and so on; “ANOVA” was tested to test and validate the hypotheses.
The reason behind choosing “quantitative method” such as “descriptive statistics” is that it has enabled the researcher of this dissertation to gain insights concerning the purchasing behaviour of the consumers in the fashion industry due to influencer marketing in a measured and statistical form which has helped in deriving concrete conclusions from the findings (Kotronoulas et al., 2023). The chosen data analysis method has also aided the evaluation of large sets of responses that have been derived through survey questionnaires and critical and accurate findings after the analysis of the responses (Mohajan, 2020). The chosen data analysis method has helped in carving out the patterns in the responses such as the impact of influencer marketing on the frequency concerning the consumers in the context of buying fashion products. The chosen analysis method involving SPSS converted the complex data of the responses into simplified data which supported critical analysis and development of practical strategic recommendations (Rahman and Muktadir, 2021). If a “qualitative method” was used, evaluation of large sets of responses or deriving findings in a measured and statistical form would be impossible. So a “quantitative method” like “descriptive statistics” was used.  
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The act of practising ethically correct decisions and protecting the rights of the participants in a study is known as "ethical considerations" (Laryeafio and Ogbewe, 2023). In this dissertation, it has been ensured that no intentional plagiarism is done while conducting the study. The researcher has avoided all kinds of data fabrication and data manipulation practices to ensure that the collected data and the findings have been presented in their authentic form. Participation in the survey was made a voluntary phenomenon and while collecting data consent was taken from every participant. The survey responses have been presented in anonymous form to maintain the confidentiality and data privacy of the participants.
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Social media is becoming an important strategy in the Fashion industry as it is used to reach as well as persuade the power of the individual within the significant feature for influencing the behaviour of the customer. This section describes a detailed analysis of the impact of influencer marketing on the purchasing choice of customers to focus on the empirical result as well as the theoretical features. The review describes the credibility, authenticity as well as engagement process for increasing the quality of content. The result highlights the strengths as well as limitations of the influence on marketing that give a comprehensive understanding of the role of differences of the customer in the sales of the fashion industry (Mandarić et al., 2022). The foundational feature is important for the brand to optimize the strategies of influencer marketing and also to explore the evolving dynamic depending on the customer engagement process in the fashion sector.
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The method involved with choosing a subset populace from a bigger populace is known as “Sampling” However there can be different sorts of testing procedures that can be utilized in a paper like "random", "defined", "systematic", etc, taking a gander at the speculations of this review, the "random sampling method" has been picked. The study was sent to 100 individuals, out of which just 80 individuals answered, and out of those 80 responses, 70 responses were chosen randomly as the information for examination. The example type or the objective population will comprise respondents having a age with 18 years old or above. They might be from any piece of the globe yet are associated with online process.
The explanation for picking "random sampling" as the inspecting strategy for this exposition is that it has given many benefits, for example, empowering the analyst of the review to ensure that the picked test of reactions utilized for inferring discoveries showed the reactions of the bigger population because of the equivalent likelihood of reactions portrayal (Mammadli, 2021). Thus, it assisted the analyst with creating more extensive consequences from the discoveries concerning the effect of influencer promoting on customer buying perspectives in the style business. Subsequently, the generalisability of the discoveries expanded with the goal that the outcomes could be applied to different businesses. The chosen  strategy has additionally supported the exposition as far as guaranteeing that there is no or least predisposition at the hour of testing reactions from the review. This thusly has guaranteed the quality and credibility of the findings. With the assistance of "random sampling", the possibilities in regards to the improvement of orderly mistakes have likewise been diminished and accordingly validity of the discoveries in regards to the effect of powerhouse promoting in the style business expanded (Chekima et al., 2020). However, the random sampling method might have besides offered a few drawbacks, for example, getting some margin to finish the member determination process or under-portrayal of specific subgroups of the objective populace and furthermore brought about progressive features of reactions.
The demonstration of gathering data from various sources to test speculations or answer the research questions is suggested to as "data collection". The social event of information should be possible utilizing either essential information sources or secondary sources. With regards to this exposition and in arrangement with the hypothesis to be tried in this review, the information has been gathered from essential information sources. The essential source utilized in this review to gather information is "survey". The instrument utilized for the assortment of information is a "questionnaire". A survey comprising 13 questions has been made by including questions that can give data to test the four speculations of the exposition (Lin et al., 2021). The overview poll was shipped off peers and their known ones with the assistance of "Google Forms" and in this way, their reactions to the study questions were gathered.
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Social media influencer marketing is becoming very dominant in the fashion industry to reshape the purchasing behaviour of the customer. The influencers are integrating marketing strategies that could lead to different findings to impact the choices of the customer.
Enhanced Brand Trust and Authenticity
Brand trust is enhanced and considered very authentic which plays an important role in shaping the perception of customers. The endorsement feature of the fashion brand gives a sense of credibility as well as reliability that is lacking in traditional advertisements. The consumer trusts the brand based on the recommendation from the influencer to perceive authenticity as well as personal connection. The trust is translated into a higher form to purchase the product in which the influencer is promoting the brand (Ye et al., 2021). This research shows that 75% of the customers are ready to purchase the product if they gain the trust of the influencer.

Brand awareness
The influencers are creating content to engage the audience and the ability to produce visual appeal as well as compelling posts helps to increase the visibility of the brand. The brand is collaborating with the influencer to experience a higher engagement rate on the platform like social media that includes comments and shares (Pereira et al., 2021). This engagement process boosts the awareness of the brand and also fosters the community as the fashion brand is partnered with the in that could be seen in up to 10% increase in the engagement of customers as compared to the traditional marketing method.
Direct impact on the intention of purchasing
The direct impact on the intention of purchasing in influencer marketing is very significant as the influencer could so, guess the product in the context of real life to understand the behavior of the product. The practical demonstration is done using SPSS that shows out of a hundred participants 70 have responded to the survey based on the recommendation of the purchasing decision in the fashion sector, where the trend is important.
Targeted marketing
Influencers also offer brands that they can reach within a higher target audience by collaborating among the influencers so that brands can tailor the effort of marketing for the specific segment of customer. The targeted process allows the personalized form of marketing strategies to enhance the relevance of brand messaging. For example, the luxury fashion brand needs to work with the fashion influencer within the customer that is popular among the focus audience.
Cost-effectiveness
The return on investment in the fashion industry is favored as compared to the traditional challenge of advertisement. The campaign of influencers delivered a higher engagement rate for managing the low-cost management and also created a cost-effective option for the brands (Campbell and Farrell 2020). The influencer is collaborating which could lead to increased long-term benefits like sustainability in the loyalty of the brand as well as a continuous customer engagement process.
Challenges 
Influencer marketing faces, many challenges that include issues in the transparency as well as the authenticity of the brand. The sponsored content is increased based on the paid promotion that could gain the customer trust by managing properly and the rise in the sponsored Content needs to ensure that the partnership with the influencer gives transparency for collaborating that is aligned with the value as well as expectation of the audience. The ethical implication of influencer marketing needs to be concerned about the promotion of unrealistic beauty standards as well as the materialism of the Fashion sector. Social media in terms of influencer marketing had a profound impact on the purchasing choices of the customer in the fashion industry ( Matinet al., 2022). The trust of the brand, engagement process, and the targeted specified customer segment are enhanced so that they can become an integral part of the strategies of modern marketing. The benefit is substantial so that the brand could navigate within the challenges based on transparency as well as ethical consideration for maintaining the effectiveness as well as the credibility of the effort of the influencer market.
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Figure 4.1: Dataset
The above figure shows that the data set is created from the questions of the survey and the 70 responses have been recorded based on the question of the marketing influencer. The dataset is loaded in SPSS for analysing the results of the data and the values are added that show the customer engagement process within the brand. The data set is used in SPSS which helps the system to organize as well as manage the data systematically. The columns, as well as rows of the variables, make the system easy to view as well as analyse the data in the form of a structured format. SPS is used for performing a wide range of statistical analyses that include descriptive statistics, linear regression, and correlation (Majeed et al., 2021). The data set provides the required data point as well as variables that are required for the analysis to allow the customer to generate the feature for making a data-driven decision. The data set allows the user to define as well as manage the variables properly as the variable could be in numeric as well as categorical form. The labels have changed according to the data type of the variable that is required in the analysis for managing accurate as well as proper statistical interpretation. The data set allows the user to define as well as manage the variables properly as the variable could be in numeric as well as categorical form. The labels have changed according to the data type of the variable that is required in the analysis for managing accurate as well as proper statistical interpretation.
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Figure 4.2: Descriptive analysis
The above figure shows that descriptive analysis is performed based on the dataset. The variables used for descriptive analysis are " Do you buy Fashion products according to the recommendation of social media influencer?" and shows that the minimum statistic value is 1, the mean statistic value is 1.39, and the standard deviation is 0.490. the next variable used is " How do marketing posts from social media influencers Change your perception of Fashion brands?" This shows the statistic value is 70, the mean value is 4.84 and the standard deviation value is 0.754. The variable used is " Do you think the marketing tactics of social media influencers have increased the number of fashion products you have purchased?" This shows that the mean statistic value is 70, the Mean value is 1.44 and the standard deviation value is .50.
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Figure 4.3: Linear Regression
The above figure shows that linear regression is done based on the variable of the data set and the dependent variable chosen is " Do you buy Fashion products according to the recommendation of social media influencers?" and the other variables are taken as independent variables. Linear regression is done for building the model that allows specification of the dependent as well as independent variables for building the predictive model. The coefficient analysis provides the coefficient of the regression that shows the strength as well as the direction of the data set. It also includes residual analysis, to check the diagnostic of the model. It supports step-wise, like forward as well as backward selection methods for the inclusion of the variables.
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Figure 4.4: ANOVA
The above figure shows that an ANOVA test is performed and our square value is generated based on the column of the dataset. The R-value is .689, the R, square value is .478 and DF2 is 66. The model summary is calculated based on the constant predictions of the hypothesis. It also shows ANOVA test is performed with the dependent variable and predicts that is the independent variables.
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Figure 4.5: Coefficient
The above figure shows that the coefficient value is based on the unstandardized coefficient and standardized coefficient and the T-test value is less than 0.01. It is done based on the dependent variable.
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Figure 4.6: Coefficient correlation
The above figure shows that coefficient correlation testing is done based on the dependent variables. It shows that the value of covariance is 0.05 the value of correlation based on Q3 is 1.0, Q2 is 0.29, and Q1 is 0.34.

[image: ]
[image: ]
Figure 4.7: Pie chart of Q1
The above figure shows that the pie chart is generated based on the question “What is your age?” and it shows that 45.7%, of people are in the 18 to 28 age group, 31.4 people are in the 29 to 38 age group, 15.7% are of 39 to 48 age group and 7.1% are above 48.
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Figure 4.8: Bar chart of Q2
The above figure shows that the bar chart is created based on Q2 which shows 61.4% are saying yes, about the recommendation and 38.6 are saying no for buying a product according to the recommendation of social media influencers.
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Figure 4.9: Piechart of Q3
The above figure shows that the pie chart is generated based on Q3 that shows 45.7%, of people have moderately changed the frequency, 25.7 people are advised for very little, 20%, people highly agree, and 1.4% People are stuck with no changes.
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Figure 4.10: Bar chart of Q4
The above figure shows that bar chat was created based on Q4 and it shows that 37.1% of respondents are positively agreed, 41.4%, respondents are negatively agreed and 21.4% are sticking with no changes for creating perception about Fashion brand.
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Figure 4.11: Pie chart of Q5
The above figure shows that 35.7% of people are considering yes to buying a product according to recommendation, 38.6% are saying no, and 25.7%. People are not sure about purchasing.


[image: ]

Figure 4.12: Pie chart of Q6
The above figure shows that the pie chart is created based on Q6 and it shows that 45.7% are saying yes, 37.1% are with No, and 17.1% are not sure about the brand of the product.
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Figure 4.13: Pie chart of Q7
The above figure shows that pie chart is created based on Q7 and it shows that 10% are agree with not important, 15.7% with barely important, 32.9% with moderately important and 32.9% with very important.
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Figure 4.14: Pie chart of Q8
The above figure shows that five chart is created based on Q8 and H3 that shows 48.6%, people are choosing stories on Instagram and Facebook, 27% with post of Instagram and Facebook, 20% depend on YouTube videos and 4.3% for others.
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Figure 4.15: Pie chart of Q9
The above figure shows that pie chart is created based on Q9 and 10% respondent do not want to interact ever with social media, 25.7% are frequently interacted, 47.1% are occasionally interacted and 17.1% directly interact using post stories and videos.
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Figure 4.16: Pie chart of Q10
The above figure shows that pie chart is generated based on Q10 and it shows that 55.7%, people are agreeing with yes, and 44.3% people are agreeing with No.
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Figure 4.17: Bar chart of Q11
The above figure shows that bar chart is created based on Q11 that shows 61.4% are agreeing with influencer content is non-sponsored, 24.3 are agreeing with influencer content is sponsored and 14.3 are agreeing in both cases.
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Figure 4.18: Bar chart of Q12
The above figure shows that bar chart is created based on Q12 in which 21.4%, people are sponsorship based, 61.4% are without sponsorship, and 17% view, both the option equally.
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Figure 4.19: Bar chart of Q13
The above figure shows that bar chart is created to show 17.1% people are agreeing with recommendation with sponsorship, 57.1% agree with recommendation without sponsorship, and 25.7% are remain same for both cases.
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This chapter describes the implication associated with the finding that is utilized in the previous chapter based on the content, which exists to use the SMI marketing strategy in the fashion industry. The marketing strategy of SMI in the fashion industry. The marketing strategy of SMI is useful for the analysis of the behaviour of the customer that will show the importance of for addressing the dispensary within the previous reach search to explore the practical application of the fashion brand. This chapter will discuss the psychological social as well as cultural factors which would affect the behaviour of the customer. This process helps to contribute to the basic knowledge of the influencer, depending on the strategies of the SMI marketing.
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The study finding shows the significant values that could impact the influencer of social marketing strategies on the behaviour of the customer based on the fashion industry. It is very important that SMI marketing strategies foster the connection among the brand as well as the customers. The ability of the influencer to give relatable content to the product would help them create an emotion that is aligned with the theories of social relationships (Ihzaturrahma and Kusumawati 2021). This is very important as it helps in enhancing the trust of customers and perceiving authenticity that could lead to increasing the intent of purchasing features.
The differentiation between SMI as well as traditional methods is based on the conventional advertisement method in which the association of celebrity could feel distant, and the influencer ko directly engage with the customer to share personal experiences as well as lifestyle. This dynamic feature fosters the community to give the customer a repetitive recommendation about the product (Khan et al., 2023). The finding is collaborated with the social comparison theory as the customer emulates, the lifestyle of the celebrities they could admire to increase the purchasing decision. The study shows the variance of effectiveness in different types of influencers like micro and macro that could reach directly with the customer segment. The macro influencer offers a wide range of products and the micro influencer gives a higher engagement rate based on their customer. This could suggest the strategy of the brand. Selecting influencers, depending on the goals of the specific market as well as the target demographic of the product. The analysis also shows the role of authenticity in influencer marketing to increase the customer to prioritize genuine endorsement among the traditional advertisement system to emphasize the requirement of the brand for collaborating with the influencer that is aligned with the values (Kim et al., 2020). The finding could give a clear view for the brand to maximize the impact as they only focus on building a long-term relationship among the influencer, those who could resonate authentically with the customers to enhance the loyalty of the brand and to increase the sales of the company.
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The findings of the research show that it contains critical implications based on our marketing strategies in the fashion industry that are regarded for utilizing SMI. The prioritizing authenticity of the brand is important to collaborate with the customer which increases the endorsement of influencers as they are engaged with the customer. The selection of the influencer based on the personal brand is aligned closely with the value of the brand which is important to foster trust as well as enhance the loyalty of customers (Ao et al., 2023). The strategic choice of the customer is very important that show macro influencers could provide abroad reach that could process higher engagement rates depending on their followers. The brand needs to consider employing several types of influencers for delivering the marketing campaign to a different segment of customers, the multi-tiered process allows the brand to maximize its reach value as well as engagement rate to optimize the marketing strategies of the budget. 
The study shows the importance of the community that is built with the influencer. The brand needs to encourage the influencers to engage the followers to host session contests as well as interactive campaigns. This is done to enhance the visibility of the brand and to create a sense of belongingness with the customers to make them satisfied so that they could be loyal customers to the brand. The brand needs to implement robust features to assess the effectiveness of the marketing campaign of the influencer (Cabeza-Ramírez et al., 2022). The tracking rate is engaged to increase conversion rate and the return on investment that could provide a valuable feature that is used in the future strategies of the company, the analytics of data depending on the brand is used to refine the research to ensure alignment with the preferences of the customer and to maximize the importance that is done to make effort. The selection of the strategic influencer is focused on authenticity to engage with the community and to evaluate the significant process for enhancing the efficiency of marketing strategies of the SMI Fashion sector.


5.4 Consumer Behaviour Insights
The finding of this research shows the valuable feature that is done to relate the behavior of the customer in terms of SMI marketing strategies within the fashion sector. A key focus point is the job of emotional association in forming buying choices.  Influencers frequently develop a feeling of appeal and trust by sharing individual stories and ways of life that resonate with their devotees. This lines up with the idea of parasocial connections, where shoppers feel an individual bond with  Influencers, prompting expanded trust in their proposals and a higher probability of procurement (Hanaysha, 2022). Also, the review features the impact of the social correlation hypothesis. Customers often contrast themselves with powerhouses, trying to imitate their styles and ways of life. This craving for arrangements with optimistic figures drives shopper conduct, making SMI support especially powerful in provoking buys. The emotional and social variables at play here demonstrate that powerhouse showcasing isn't just conditional well established in psychological influencers that persuade purchasers to adjust their personalities to those of Influencers.
Moreover, the exploration highlights the significance of genuineness in forming shopper discernments. As customers become progressively incredulous of conventional promoting, It float toward influencers that present fair, interesting substance (Ozuem et al., 2021). This shift demonstrates a developing interest in straightforwardness and certified support, where followers are bound to help brand their believed influencers. In conclusion, the review recognizes the effect of social variables on customer conduct. Influencers frequently go about as social authorities, forming patterns and standards inside community networks (Srivastava, 2021). This job can either support existing shopper characters or challenge them, affecting buying choices given social significance. Generally, these experiences recommend that brands should consider the emotional, psychological, and social components of customers' conduct while planning influencer showcasing methodologies, guaranteeing that they resound definitively with their ideal interest group.
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The study shows the valuable feature of SMI marketing strategies in the behaviour of customers within the fashion industry to acknowledge the limitations. The research has relied on self-reported data that is considered as participants to check the behaviour as well as the opinion of the customer for showing the results (Hassan et al., 2021). The research is dependent on the data that is collected from the survey that shows the answer of the participant and it also shows the desirable responses based on the opinion of the customer to potentially increase the result. The research focuses on a specific social media platform like Instagram that could limit the generalisability while using this platform. It is very important for the Fashion sector to emerge. The network of social media exhibits different dynamics in the strategies of influencer marketing as well as the customer engagement process. The nature of social media is evolving which is presented in the temporal limitation. 
The strategies of influencer marketing as well as the preferences of the customer are rapidly increasing based on the finding that could be beneficial for the brand to understand the dynamic over time. Another limitation is considered as the size of the sample as well as the demographic representation of the product (Ardiansyah and Sarwoko, 2020). The study shows the specific age group as well as the geographical location that features the value which is not applicable to the wider customer. The segment of customers is diverse to interact with the strategy of SMI marketing and further interaction to explore the preferences of the customer. The study shows the importance of effectiveness in influencer marketing that does not contain any potential negative impact like fatty of customers as well as less purchased that go against for pursuing the authentic endorsement of the customer. This could be considered as future research that is used to address the gap provided in the comprehensive process to understand the implication of SMI marketing strategy for analysing the behaviour of customers (Salhab et al., 2023). Despite having this limitation, the findings of this analysis help to contribute to the existing literature to offer a process for further investigation in this fashion sector.
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● “To explore the role of SMI in shaping consumer perception towards fashion brands”. 
This objective investigates how social media influencer (SMI) shapes consumer behavior and brand image. The analysis shows that the specific traits of influencers are identified resonating with the audience and affecting the perception of the fashion brand.
● “To assess the influence of influencer credibility and authenticity on consumer trust and purchasing behaviour”. 
This objective investigates about the credibility that is contributed for influencer like honesty, expertise, and reliability. Using this SPSS analysis, these factors are influenced that is important to gain customer trust to predict purchasing behavior.
● “To understand how various forms of influencer content including posts, stories, and videos influence consumers and sales”. 
This objective shows the effectiveness of several content format and the analysis helps to determine the stories and post that is engage with the customer to impact conversion rate and provide feature in the effective strategies of the content.
● “To compare consumer views on sponsored content versus organic influencer recommendations”.
This analysis helps to understand the perception of customers depend on authenticity about the sponsored features so that the brand code refined the strategies of influencer market for enhancing credibility and customer engagement process.
This chapter shows the summary of the key findings based on the research of SMI marketing strategy and also shows the impact on the behavior of the customer in the fashion industry. The research also highlights the transparent role that could influence the customer to increase their purchasing decision to foster the emotional connection and to increase the loyalty of the brand. The different strategies employed by the influencer are examined and the research provided the feature about the authenticity reliability as well as community engagement factor that could influence the perception as well as the behavior of the customer. The implication of the finding is extended within the academic discourse as they could offer recommendations to aim the SMI marketing strategy of the brand (Macheka et al., 2024). The digital landscape of the industry continues to evolve to understand the dynamic among the influencers as well as customers to become important for the marketer. This chapter will show the practical recommendation that is used to optimize the strategies of influencer marketing to enhance the engagement process of customers and to increase the sales in the competitive brand in the fashion sector conclusion or address the limitations of the research and also suggest higher Avenue in the future research to show the importance of ongoing exploration process that is increasing rapidly. The synthesizing factor is increased, and this provides a proper understanding of the marketing strategies of the influencer as well as its application for the customer.
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The research of social media influencer marketing is based on the findings that could affect the behavior of the customer in the fashion industry to generate actionable recommendations that emerge within the brand to enhance the strategies of the market. These recommendations would focus on optimizing the collaboration with influencers to improve the customer engagement process and to build the loyalty of the brand.
Strategic Influencer Selection
The brand needs to invest time to select the influencer that could be authentically aligned with the value as well as the target audience. Rather than opting for high-profile influencers, they should consider micro as well as nano influencers that have more engaged customers. The small influencer could foster a close relationship among the followers to endorse the authentic as well as relatable feature that is conducted through research for understanding the demographic of the audience of the influencer to increase the engagement rate for enhancing the effectiveness of the partnership of the influencer.
Authenticity and Transparency
Since the marketing strategy is increasing, where the priority is the authenticity of the brand. The brand needs to encourage its influencers to share general experiences about the product to showcase real-life applications over polished advertisements. The clear leveling process is utilized which is important to maintain transparency in the company to build trust within the customer and also to enhance the credibility of influencers as well as the brand. The recommendation is implemented in the brand that could effectively harness the power of influencer marketing using social media to increase the customer engagement process and the purchasing decision (Rahayu and Sudarmiatin 2022). The dynamic process of the digital market needs a proactive as well as adaptive feature to ensure the strategies of the marketing that is relevant as well as resonant with the customer. The authenticity of the brand needs to be prioritized for increasing the customer engagement process that could foster a proper connection between the brand and the customer.
[bookmark: _Toc178957576]6.3 Suggestions for Future Research
The SMI marketing strategies continue to evolve as there are different avenues that could be used in future research to enhance the understanding of the dynamic as well as implications in the fashion industry. This section describes the impact to explore that could provide valuable features.
Longitudinal Studies on Consumer Behaviour
Future research will benefit from the longitudinal studies that help in tracking the behavior of the customer, depending on the time related to the campaign of influencer marketing (Lee, 2021). Such a face allows a deeper knowledge about the perception of customers as well as habits of the purchasing change within the influencer. This could help the brand identify long-term effects in the partnership of influencers to access sustainability in the customer engagement system.
Diverse Cultural Contexts
It focuses on the particular demographic group as well as cultural context. Future research is based on the exploration of the impact of SMI marketing strategies among different demographics, like age, gender, and socioeconomic status. The cultural variation is examined based on the effectiveness of the influencer that could provide required features in the cultural background that could affect the responses of the influencer (Ki et al., 2022). The comparative studies show that the region could show the behavior as well as preferences of the customer that allow the brand to tell the strategies as required.
Impact of Emerging Social Media Platforms
The social media platform emerges as well as gains population that is important to investigate the function of influencer marketing based on the spaces. The social media platform is showing the important influence that is required in future research to understand how the different formats of content could affect customer engagement as well as purchasing decisions (Cartwright et al., 2022). The effectiveness of influencer marketing is explored on the platform that could cater the market based on the specific interest for helping valuable features into the purchasing behavior of the customer.
Psychological Drivers of Engagement
The study has shown the emotional connection as well as social comparison theory that could be used in further research that is based on the psychological factor to influence the engagement process of customers, depending on the values of the influencer. Understanding factors like perceiving authenticity, trust as well and reliability could help the brand to refine its selection process of the influencer, depending on the strategies of the content. The investigation shows the different types of emotional appeals like humor, aspiration, etc to affect the behavior of the customer so that they could be used as a perspective for increasing the effectiveness of the influencer.
Negative Effects of Influencer Marketing
This study focused on the positive effect of SMI marketing which is a growing body to address the potential drawbacks like the fatigue of customers, skepticism, as well as backlash that is perceived in the authentic endorsement. Future research could explore the negative dimension to examine how it could affect the image of the brand and the trust of the customers. The limits of influencer marketing need to be understood to navigate the potential downfall and to develop more resilient strategies in the marketing segment.
Integration of Artificial Intelligence and Data Analytics
The advancement technology is integrated with artificial intelligence as well as data analytics in the strategies of influencer marketing to become a common part of the fashion industry. Future research will investigate the optimization process of AI tools. In which the influencer could select, and enhance their personalities as well as improve the tracking of the engagement process. The implication needs to be understood, depending on the strategies for checking the behavior of the customer based on the valuable feature that is used to leverage the brand capability. To address this capability, future research could contribute in a comprehensive way in which social media influencer marketing could understand the multifaceted impact on the behavior of the customer. These features would describe the academic discord and also the equipped market based on the knowledge that is required to adopt as well as three in the digital as well as dynamic marketplace.
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ANOVA test, descriptive statistics, as well as regression coefficient are considered integral parts of this dissertation as they provide a piece of comprehensive knowledge about the data as well as support the objective of the research. ANOVA allows us to find the differences that exist among the groups to calculate mean as well as hypothesis value depending on the variable of the relationship descriptive statistics shows the key values of the data that facilitate the values into different patterns. recreation coefficient is used in this analysis to quantify the strength as well as the direction of the relationship among the variables that gave a deeper knowledge about the independent variable that could influence the dependent variable. This analysis helps the finding to allow and to conclude the alignment with the dissertation that satisfies the aim and objective of the hypothesis.
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influencer media to you while making purchasing decisions of fashion

products?
Cumulative
Frequency  Percent  Valid Percent Percent

Valid  2timportant 7 10.0 10.0 10.0

Barely Important 1 15.7 157 257

Moderately Important 29 414 414 67.1

Very Important 23 329 329 100.0

Total 70 100.0 100.0

Q7. How important is the perceived authenticity of the social influencer media to you while making purchasing

decisions of fashion products?

W2t important

1y Important
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Q8. Which type of social media influencer content triggers your fashion
product purchasing decision the most?

Cumulative
Frequency  Percent  Valid Percent Percent

Valid  Instagram and Facebook 34 485 4856 4856

stories

Others 3 43 43 529

Posts on Instagram and 19 274 274 80.0

Facebook

YouTube videos 14 200 200 100.0

Total 70 100.0 100.0

C8. Which type of social media influencer content tracers vour ashion product purchasing decision the
most?

W instagram and Facsbook stories
Wothers

Posts on nstagram and
u acebook

B YouTube videos.
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Q9. How frequently do you interact with social media influencers on
their posts, stories and videos?

Cumulative

Frequency  Percent  Valid Percent ent
Valid Do 2tinteract ever 7 100 10.0 10.0
Frequently 18 25.7 25.7 35.7
Occasionally 33 471 471 82.9
Rarely 12 171 171 100.0
Total 70 100.0 100.0

Q9. How frequently do you interact with social media influencers on their posts, stories and videos?

00 2t interact sver
requently
Qccasionally
WRarely
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Q10. Do you think the marketing tactics of social media
influencers have increased the number of fashion
products you have purchased? )

Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 39 55.7 55.7 55.7
2 31 443 443 100.0

Total 70 100.0 100.0

Q10. Do you think the marketing tactics of social media influencers have increased the number of fashion
products you have purchased?
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m
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Q11. When do you perceive recommendations most about fashion
products from social media influencers?

Cumulative
Frequency ~ Percent  Valid Percent Percent

Valid  In both cases 10 143 143 143

When the influencer 43 61.4 61.4 757

content is 2n-sponsored

When the influencer 17 243 243 100.0

content is sponsored

Total 70 100.0 100.0

211. When do you perceive recommendations most about fashion products from social media influencers?

©

©

Figuwny

10,

In both cases When the influencer contentis  When the influencer contentis
2n-sponsored sponsored

Q11. When do you perceive recommendations most about fashion products from social media
influencers? |
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Q12. Which kind of influencer content regarding fashion
recommendations do you view the most?

Cumulative
Frequency ~ Percent  Valid Percent Percent
Valid  Sponsorship based 15 214 214 214
View both equally 12 174 174 38.6
Without sponsorships 43 614 614 100.0

Total 70 100.0 100.0

Q12. Which kind of influencer content regarding fashion recommendations do you view the most?

10

Sponsorship based View both equaly Without sponsorships
Q12. Which kind of influencer content regarding fashion recommendations do you view the most?
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Frequency

Q13. When does your trust on fashion product recommendations given by

the social media influencers become maximum?

Cumulative
Frequency ~ Percent  Valid Percent Percent

Valid  Ifthe recommendation is 12 174 174 171

with sponsorshfp

Ifthe recommendation is 40 571 571 743

without sponsorship

In both cases remains 18 257 257 100.0

same

Total 70 100.0 100.0

Q13. When does your trust on fashion product recommendations given by the social media influencers

w©

0

become maximum*

Ifthe recommendation is with
sponsorship

If the recommendation is without
sponsorship

In both cases remains same

Q13. When does your trust on fashion product recommendations given by the social media
influencers become maximum?




