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[bookmark: _Toc219125456]Abstract
Marketing by digital influencers has been an especially influential way of promotion especially among the consumers of Generation Z who use social media platforms extensively. The dissertation explores the role played by digital influencer marketing in the consumption intentions of the Generation Z consumers in the United Kingdom. The research is based on the Theory of Planned Behaviour, the Theory of Parasocial Interaction, and the Theory of Reasoned Action, guided by the Source Credibility Theory, which is a quantitative research that will involve the use of primary data obtained by an online survey among Gen Z respondents residing in the UK. The results show that influencer authenticity and credibility exert the greatest effect on the development of trust and brand perception, whereas physical attractiveness has a rather minor impact. Parasocial relationships are reinforced by engagement and interaction, which indirectly affect the purchase intention because of trust. Further credibility and consumer confidence is ensured through ethical transparency, including the disclosure of sponsorship and value alignment. Altogether, the research concludes that influencer marketing impacts Generation Z by the means of the multi-stage process that assumes the trust but not the direct persuasion. The results are a worthy theoretical input and useful insights on how to implement ethically responsible and effective influencer marketing in the UK.
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[bookmark: _Toc219125457]CHAPTER 1 – INTRODUCTION
[bookmark: _Toc219125458]1.1​‍​‌‍​‍‌​‍​‌‍​‍‌ Background to the Study
The worldwide market has been digitally transformed by digital technologies in a manner that customers are now able to find brands, compare products, and make their purchases in a fundamentally different way. As a result, traditional marketing channels that comprised print, television, and radio were displaced by social media platforms that provide interactive, personalized, and community-driven engagement (Verhoef et al., 2021). Digital influencer marketing is one of the most significant outcomes, among these developments, which has become a brand's promotional tool of the highest value. By using relatable content, perceived expertise, and emotional connection, influencers - people with an established online presence and audience - influence consumer attitudes.
In the United Kingdom, the over-the-top evolution of influencer marketing has made the industry responsible for the generation of multi-billion-pound in revenue, thus very rapidly increasing both the strategic importance and market size (Lakshy Gagda, 2025). The primary reason behind the growing trend of businesses collaborating with influencers lies in the fact that the latter's recommendations are usually considered as a form of trusted, word-of-mouth communication while at the same time, unlike traditional advertising. Such a development is a very efficient way for Generation Z, a demographic group consisting of individuals born between 1997 and 2012, to which the first fully digital-native cohort belongs. Gen Z are extremely active social media users, technologically fluent, and expect authenticy, transparency, and ethicality from brands as well as content creators. The recent UK-based statistics reveal that more than 90% of Gen Z are daily users of platforms such as TikTok, Instagram, and YouTube, thus getting in touch with influencers, evaluating brands, and making purchase decisions.
Notwithstanding the rapid rise of influencer marketing, there still exist significant questions about the exact influences that lead to Gen Z's purchase intentions in the UK being under the control of the influencers (Pradhan et al., 2022). Issues like credibility, authenticity, attractiveness, engagement, and trust are those that have been pointed out as probable causes behind such phenomena; however, a few UK-based empirical studies have been carried out that would shed light on that issue. Besides that, Zs' sensitivity towards ethical problems, e.g., sponsorship disclosure, responsible promotion, and social values, is the factor that complicates the issue even more. Understanding these factors is indispensable for the brands that have the intention to create influencer campaigns, which not only bring results but also are also ethically sound and relatable to the audience.
Hence, the study of this nature is necessary to understand how the Gen Z consumers ' behaviours and attitudes in the United Kingdom are influenced by digital influencers, using the theoretical framework of Source Credibility Theory, the Theory of Planned Behaviour (TPB), and Para social Interaction Theory. This study, through primary data collection from UK Gen Z respondents, unveils the linkage between the influencer traits and attitude, trust, and finally purchase ‍​‌‍​‍‌​‍​‌‍​‍‌intention.
[bookmark: _Toc219125459]1.2 Research Aim
The aim of this dissertation is: 
To investigate how digital influencer marketing affects the purchase intentions of Generation Z consumers in the United Kingdom.
[bookmark: _Toc219125460]1.3 Research Objectives
1. To examine the effect of influencer credibility, attractiveness, and authenticity on Gen Z’s perception of brand image.
2. To assess how influencer engagement and interaction influence Gen Z’s purchasing decisions.
3. To provide recommendations for UK-based brands to design effective and ethically responsible influencer marketing strategies aligned with Gen Z’s values and digital behaviours.
[bookmark: _Toc219125461]1.4 Research Questions
1. In what ways do influencer credibility, attractiveness, and authenticity affect Gen Z’s perception of brand image in the UK?
2. How significantly do influencer engagement and interaction influence the purchasing decisions of Gen Z in the UK market?
3. What influencer marketing strategies can UK brands adopt that are both effective and ethically responsible for engaging Gen Z consumers?
[bookmark: _Toc219125462]1.5​‍​‌‍​‍‌​‍​‌‍​‍‌ Rationale for the Study
Generation Z is a significant and rapidly growing segment of the UK consumer market (Parmar , 2024). However, their way of making decisions is very different from that of the previous generations. They usually view traditional advertising as something which they cannot really trust, while at the same time they consider digital influencers to be more real and trustworthy. Therefore, brands, which are spending a lot of money on influencer campaigns, need to know exactly which influencer characteristics lead to changes in people's behaviour.
Most of the research works which have been done so far, are concerned with populations worldwide or with consumers of the millennial generation. This leaves a vacuum of insights for the UK market regarding Gen Z. This dissertation closes the gap by examining primary data from UK Gen Z respondents to figure out how influencer traits affect trust, attitude, and purchase intention.
[bookmark: _Toc219125463]1.6 Justification for Primary Data
Primary data obtained through an online questionnaire is necessary for this research since the relationships between influencers and followers are subjective and ever changing (Creswell and Creswell, 2022). It is impossible for secondary literature alone to unveil the preferences, perceptions, or ethical demands of Gen Z, in real-time. The questionnaire was prepared taking into consideration the theoretical constructs, which were identified in the literature such as credibility, authenticity, engagement, and perceived ethical behaviour. Collecting answers from UK-born Gen Z individuals makes the research able to give correct, localised insights.
[bookmark: _Toc219125464]1.7 Ethical Considerations
The present research is conducted in line with ethical principles. Ethical approval form and consent form were drafted to keep records of the procedures (Ethical Form; Consent Form). The participation is on a voluntary basis, the data is kept anonymous, and there are no personal identifiers collected. The respondents were given information regarding the purpose, confidentiality, and use of their data, prior to questionnaire ‍​‌‍​‍‌​‍​‌‍​‍‌completion.
[bookmark: _Toc219125465]1.8 Structure of the Dissertation
The dissertation is structured as follows:
1. Chapter 1 – Introduction: Background, rationale, research aim, questions, and objectives.
2. Chapter 2 – Literature Review: Theoretical frameworks, influencer attributes, consumer behaviour models, and research gaps.
3. Chapter 3 – Methodology: Research design, data collection methods, sampling, ethics, and analysis techniques.
4. Chapter 4 – Findings and Analysis: Presentation and interpretation of primary data from the questionnaire.
5. Chapter 5 – Discussion, Conclusion, and Recommendations: Summary of findings, theoretical and practical implications, limitations, and suggestions for future research.
[bookmark: _Toc219125466]CHAPTER 2 – LITERATURE REVIEW 
[bookmark: _Toc219125467]2.1​‍​‌‍​‍‌​‍​‌‍​‍‌ Introduction
This chapter provides a critical review of existing research on one of the most prominent topics in today's marketing discussions - digital influencer marketing, along with the subsequent impact on Gen Z consumers' purchase intentions in the UK (Duffett and Mxunyelwa, 2025). The review draws from theoretical arguments, empirical data, and conceptual debates to demonstrate that consumer behaviour is largely influenced by the characteristics of the influencers such as their trustworthiness, being genuine, physically appealing, and the interaction with followers. Furthermore, the study probes into ethical issues, as well as platform dynamics, and the effects of different variables on the persuasion process
This chapter ends with the identification of significant theoretical gaps that led to the formulation of the current study. The constructs discussed here also guided the development of the research instrument reflected in the questionnaire attached.
[bookmark: _Toc219125468]2.2 Overview of Digital Influencer Marketing
What started as a barely noticeable promotion method is now digital influencer marketing’s major achievement: the adoption by mainstream strategic communication of the tool. Influencers thus can be seen as opinion leaders operating within social networks and therefore making use of Instagram, TikTok, or YouTube to deliver their message which "fits" demographic communities (Sarkis, Jabbour Al Maalouf & Al Geitany, 2025). Differing from conventional advertising, influencer marketing employs the notions of connection, interpersonal relations, and user-generated content authenticity to influence consumer attitudes and behaviours.
The United Kingdom is at the centre of a significant structural change in the market, where the spending on influencer marketing is set to go on rising, bringing with it increases in short video content and creator (Lakshy Gagda, 2025). Particularly, Gen Z is an audience that can hardly ignore influencer-produced content, given its full assimilation in the digital world. Being digital natives, Gen Z is quite a frequent user of the influencer approach to new product discovery, lifestyle inspiration, and buying assistance.
The industry is expanding with issues such as questioning of credibility, transparency, and ethical practices being raised more often. Knowledge of these issues requires delving into the halo of psychological and behavioural theories that back up influencer ​‍​‌‍​‍‌​‍​‌‍​‍‌effectiveness.
[bookmark: _Toc219125469]2.3​‍​‌‍​‍‌​‍​‌‍​‍‌ Theoretical Frameworks Underpinning Influencer Effectiveness
[bookmark: _Toc219125470]2.3.1 Source Credibility Theory
Source Credibility Theory identifies three main criteria that influence persuasiveness of the message: the communicator's expertise, trustworthiness and attractiveness. The influencers who bring out the proof of their expertise in a certain field, like beauty vloggers, fitness trainers, or technology reviewers, become the most convincing sources of information. Honesty, disclosure practices, and upholding of perceived integrity, constituting trustworthiness, are the main factors that bring the consumers to trust product recommendations the most. Attractiveness in this sense refers not only to physical beauty but also to such components of lifestyle like optics and certain personality features that the followers’ view them as admirable (Belanche, 2021).
The model is used to guide the development of a questionnaire that includes several items relating to the perceived credibility, attractiveness, and trust to influencers, which were part of the attached survey instrument.
[bookmark: _Toc219125471]2.3.2 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour (La Barbera & Ajzen, 2021) describes the relationship between attitudes, subjective norms and perceived behavioural control in forming intentions to certain behaviour. The influencers have impacts on each of these elements: Attitudes: They influence consumers' product evaluations through endorsements and personal testimony.
· Attitudes: Influence product evaluations through endorsements and personal testimony.
· Subjective norms: Amplify social pressure through trend-driven content and follower culture.
· Perceived behavioural control: Offer tutorials, discount codes, and direct purchase links, thus helping to eliminate obstacles.
The TPB model is especially useful when studying the behaviour of generation Z, whose consumer choices are largely dependent on social approval, digital trends and the simplicity of product accessibility.
[bookmark: _Toc219125472]2.3.3 Parasocial Interaction Theory
Parasocial Interaction Theory covers the creation of emotional bonds from one side only and thus media characters and respective audiences (Kim and López Sintas, 2021). The influencer’s connection to parasocial interaction can be explained through methods like presenting the personal story, showing the vulnerable side, giving the followers an insight of what is going on behind the scenes, and the direct engagement in checking the comments and answering them, or hosting live sessions. The impression of intimacy that such relationships create is the reason that they trust more and thus become more susceptible to influence.
In the case of Gen Z, parasocial relationships might be even more intense than the traditional admiration of celebrities, due to factors like perceived closeness, accessibility, and authenticity. The bonds formed in this way greatly contribute to the increase in buying intention.
[bookmark: _Toc219125473]2.4 Gen Z Consumer Behaviour and Digital Influence
Generation Z is a consumer group distinctively shaped by aspects of life such as digital technology becoming an inseparable part of their lives, content being influenced by algorithms, and being very sceptical of normal kind of advertising. Research unveils the characteristics that determine their consumption patterns:
· Digital sophistication: Gen Z can skilfully handle many platforms at the same time and is also able to recognize real content from promotional ones (Wandhe, 2024).
· Preference for authenticity: They are much more willing to accept and believe real-life stories, imperfections, and transparent content.
· Micro-community orientation: They select influencers as per their interest, identity, and value, which is their micro-community orientation.
· High ethical awareness: Elements like sustainability, inclusiveness, and social justice are very important to them when making purchasing decisions (Theocharis & Tsekouropoulos, 2025).
Although Gen Z was raised in a technological environment, their behaviour is not digital. They are constantly transitioning between online and offline worlds, verifying what they find on social media with reviews, opinions of peers, and the values of a brand. (Francis and Hoefel, 2022)Their buying decision is a seamless one as they can come across a product on TikTok, look for the reviews on YouTube, get the comments on Instagram, and finally make a purchase via a brand website. Such behaviour is indicative of high information processing capacity and the desire to minimize uncertainty before money is spent.
One of the main features of this group is the propensity to examine every single recommendation even that of a favourite influencer. Instead of believing the messages they get, they check the authenticity by looking at user comments, trying the product and getting the opinion of the group. This conduct suggests that the digital creator's influence is not total. The influencer is the one who presents the idea to the consumer, and the latter still makes the final decision.
[bookmark: _Toc219125474]2.5 Influencer Attributes Shaping Purchase Intentions
The​‍​‌‍​‍‌​‍​‌‍​‍‌ influence process is seldom direct. It, rather, unfolds slowly as people who follow the influencer see him/her in different situations and on different platforms. Consistency of style, message, language, and behaviour brings familiarity. Later, followers start to anticipate how the influencer will respond which gives them a feeling of closeness and psychological safety. This familiarity makes followers feel product recommendations are personal suggestions given to them rather than advertising. 
Influencers also present products through their stories. Instead of just showing a product, they bring it into the daily routines, the emotions, and the personal experiences of their followers. A skincare product becomes a part of the daily self-care ritual; a fashion purchase becomes a representation of confidence or the desire to be like someone. Stories help followers to emotionally connect not only with the influencer but also with the product. Emotion is a very influential factor in decision-making, especially among young people who are more inclined to choose experiences rather than purely functional benefits. 
Interaction makes this work better. Brief replies, emoji reactions, follower content reposts, and the regular acknowledgement of them help to keep a feeling of community going. Even if communication is one-way, followers consider these interactions as personal engagement. The perception of being attended to raises trust and gives a feeling that the influencer understands and values the audience. This dynamic cooperates with loyalty and purchase intention gets ​‍​‌‍​‍‌​‍​‌‍​‍‌strengthened. 
[bookmark: _Toc219125475]2.5.1​‍​‌‍​‍‌​‍​‌‍​‍‌ Credibility
Credibility remains to be the attribute that most of the time lead changes the attitudes and ideas towards purchase of those who follow (Mabkhot, Isa and Mabkhot, 2022). An influencer who is seen as knowledgeable, consistent, and transparent is able to elicit strong emotional and behavioural responses. On the contrary, influencers who, for example, frequently promote products that are unrelated to their niche or do not disclose their sponsorships may lose their followers’ trust and, therefore, be less trusted.
[bookmark: _Toc219125476]2.5.2 Attractiveness
Attractiveness is the factor that influences the initial interest of the audience as well as their further engagement. It includes physical attractiveness but also the influencer's personality, lifestyle, and brand fit (Chiu and Ho, 2023). Attractive influencers create, as a rule, an aspirational appeal, thus, followers get the urge to imitate them and through that buy the same products that they use. However, research points out that attractiveness by itself is not enough and it has to be authentic for the influencer effect to be enduring.
[bookmark: _Toc219125477]2.5.3 Authenticity
Authenticity is the main feature that characterises the influencer content when the latter is perceived as real and sincere. The generation Z is most demanding when it comes to authenticity, and they appreciate those influencers who not only share, among other things, their intimate experiences but also openly disclose sponsorships, and are consistent in their messaging. The reason for authenticity is a reduction in scepticism, emotional attachment, and purchasing intent.
[bookmark: _Toc219125478]2.5.4 Engagement
Engagement is an umbrella term for interactive behaviours including likes, comments, shares, and participation in poll or live stream. People usually look at such indicators as engagement levels as proof that the community is involved and the influencer is reliable. Engagement, on the other hand, also gets enhanced through an algorithm, thus, the feeling of being part of a community and identity is further strengthened.
Generation Z sees influencer engagement as a hallmark of authenticity and relatability. Interaction between followers and the influencer is trust which is depicted by the items in your questionnaire, an explicit measurement.
[bookmark: _Toc219125479]2.5.5 Trust as a Mediating Variable
Trust plays a very important role in the middle of the process of lead change and behavioural outcomes on the side of the follower, brought about by the positive attributes an influencer has. It is mainly initiated when followers see that influencers are honest, consistent, and have their values at heart. Trust is the link that connects credibility to purchase intention, authenticity to purchase intention, as well as engagement to brand loyalty, where the relationship is indirect (Belanche, 2021).
Influence without trust is not sufficiently converted into consumer behaviour, that is why trust is at the centre of the behavioural "tipping point" ​‍​‌‍​‍‌​‍​‌‍​‍‌role.
[bookmark: _Toc219125480]2.6 Moderating and Contextual Factors
[bookmark: _Toc219125481]2.6.1 Platform Differences
Different platforms afford different communication styles:
[bookmark: _Toc219125441]Table 1Platform Differences
	Platform
	Influence Mechanism

	Instagram
	Aesthetic appeal, aspirational imagery

	TikTok
	High interactivity, humour, trend-based virality

	YouTube
	In-depth tutorials, expertise-driven credibility

	Twitter/X
	Thought leadership, opinion influence


Your questionnaire captures platform trust by asking respondents which platform they trust most for influencer recommendations. 
[bookmark: _Toc219125482]2.6.2​‍​‌‍​‍‌​‍​‌‍​‍‌ Sponsorship Disclosure
According to the UK Advertising Standards Authority (ASA), the disclosure of paid promotions should be very clear. A transparent disclosure is one of the main ways to keep the trust, whereas a hidden sponsorship loses the trust of the audience and is also a breach of the ethical code (Antoniou, 2024).
[bookmark: _Toc219125483]2.6.3 Product–Influencer Congruence
The effectiveness of the communication is highly dependent on the consumer's belief that the influencer's persona and the product category are related. Otherwise, the audience will only verify the statements and decrease their involvement.
[bookmark: _Toc219125484]2.6.4 Ethical and Cultural Sensitivity
Generation Z demands from influencers the demonstration of a certain level of social responsibility, which includes, among other things, the promotion of sustainable products, providing the representation of diversity, and refraining from making false claims (Theocharis & Tsekouropoulos, 2025). The ethical conduct of the influencer is very strongly associated with their audience's trust and ​‍​‌‍​‍‌​‍​‌‍​‍‌loyalty.
[bookmark: _Toc219125485]2.7 Empirical Review
Most​‍​‌‍​‍‌​‍​‌‍​‍‌ of the research studies that have explored the impact of influencer marketing on consumer behaviour support the notion that internet personalities matter a lot when it comes to influencing the purchasing decisions of consumers. In fact, the data so far have identified these figures' qualities like being real, credible, attractive, and interactive, as the factors that lead consumers to brand evaluation. 
Empirical research has different variations in terms of structure, emphasis, and respondents, which leads to the disparity of their explanatory power (Sarstedt and Danks, 2021). Most of the researchers have engaged in quantitative methods, especially surveys that aim to assess the attitudes and behavioural intentions of people. The results of such studies often reveal a positive relationship between the characteristics of the influencers and the intention to buy of the consumers. While this is an important piece of evidence, the drawback of many of these studies is that they are carried out in broad or worldwide settings, therefore lessening the possibility of pinpointing specific cultural or demographic trends. 
Research on young consumers shows that they pay more attention to online endorsements than offline ads (Macheka, Quaye and Ligaraba, 2023). They are not only looking for product-related information when they follow influencers, but also for fun, self-identity, and emotional support. Several studies have indicated that trust is the most important factor that mediates the influence process. If fans perceive that influencers are truthful and consistent, then they are more likely to follow their advice. However, the empirical results also indicate that this impact gets diluted when the sponsorships are not clearly disclosed or when the promotions are too much. This situation implies that being transparent in communicating is not an optional element of the influencer-follower relationship but rather a prerequisite for constant persuasion. 
Empirical data on the subject shows that there are contextual factors that affect the results of influencer marketing, and these factors keep changing (Mallipeddi et al., 2022). Differences in platforms, type of content, and product category all have an impact on the consumers' reaction. Usually, short videos and interactive formats help to create stronger engagement and hence higher intentions to act, while static or purely promotional posts have limited effects. It has also been established that the harmony between the influencer and the product plays a significant role in determining the behavioural outcomes. Buyers would be more responsive if they perceive the product as being consistent with the image, likes, or lifestyle of the influencer. On the other hand, if the connection looks awkward, then the endorsement will lose its power. 
Although there is a growing volume of literature, the existing research has several important drawbacks. A substantial number of academics depend on self-reported surveys that mainly gauge intentions rather than actual behaviours (Stanley et al., 2024). In addition, sample sizes are mostly small and limited to non-UK populations. Moreover, the current research pays little attention to ethical concerns and values, while young consumers are very sensitive to these issues. There is only a handful of studies that look into emotional processes, long-term loyalty, or continuous behavioural change. These shortcomings create openings for further exploration. This dissertation aims to resolve these problems by concentrating on Generation Z consumers in the UK and gathering original data to investigate the role of influencer attributes, trust, and social interaction in purchase ‍​‌‍​‍‌​‍​‌‍​‍‌intentions. 
[bookmark: _Toc219125486]2.8 Research Gap
The literature reveals several gaps:
1. Limited UK-focused studies on Gen Z.
Much research is global; UK-specific cultural and regulatory contexts are neglected.
2. Insufficient integration of psychological and ethical constructs.
Past studies often emphasise behavioural metrics but overlook relational and value-driven factors.
3. Underdeveloped multi-construct models.
Few studies combine credibility, authenticity, engagement, trust, attractiveness, and ethics simultaneously.
4. Lack of primary data capturing real Gen Z attitudes.
Many studies rely on secondary datasets or non-UK samples, limiting contextual relevance.
The present study addresses these gaps using primary data collected via a structured questionnaire aligned with constructs identified in the reviewed literature. Another​‍​‌‍​‍‌​‍​‌‍​‍‌ significantly underdeveloped facet is the investigation of long-term behavioural consequences. Many research works concentrate on very short-term actions such as likes, comments, or one-time purchases. Only a handful of them examine whether continuous exposure to influencer content results in the formation of habits or brand loyalty. For companies that want to create sustainable relationships with young consumers and keep them engaged over time, understanding long-term effects is necessary. 
Moreover, the emotional aspect of influence has not been sufficiently addressed by the research. While rational product evaluations, such as features and price, have been considered, to the extent that emotional reactions like admiration, attachment, inspiration, or envy are hardly ever studied. Emotional stimuli may have a much stronger influence on the intention to purchase than a product being factually evaluated, especially among those audiences who are more inclined towards self-expression, identity, and the need to belong to a ​‍​‌‍​‍‌​‍​‌‍​‍‌group. 
[bookmark: _Toc219125487]2.9 Summary
The​‍​‌‍​‍‌​‍​‌‍​‍‌ literature agrees that the characteristics of an influencer - credibility, authenticity, attractiveness, engagement, and trust - are the main factors that determine the purchase intentions of Gen Z. Ethical behaviour, transparency, and value-based alignment are some of the things that Gen Z consumers require from influencers and brands. The platform dynamics and the presence of the influencer in the specific context further affect the persuasiveness of the influencer's content.
Nevertheless, the current research works refrain from providing a detailed UK-specific analysis, integrated multi-attribute models, and primary data that would mirror authentic Gen Z behavioural patterns. This dissertation has been designed to fill these gaps by means of a systematic approach that gathers and analyses primary data from UK Gen Z ​‍​‌‍​‍‌​‍​‌‍​‍‌respondents.
[bookmark: _Toc219125488]CHAPTER 3 – RESEARCH METHODOLOGY
[bookmark: _Toc219125489]3.1 Introduction
The chapter presents and critically explains the methodology used in the investigation to examine the effects of digital influencer marketing on the purchase intention of the consumers of Generation Z in the United Kingdom. The methodological choices made in this research are well known to the research aim, objectives, and research questions identified in Chapter 1 of the paper and the theoretical frameworks and empirical knowledge presented in Chapter 2.
There are several quantifiable constructs in digital influencer marketing, such as influencer credibility, authenticity, attractiveness, engagement, trust, ethical transparency, and value alignment (Migkos, Giannakopoulos and Sakas, 2025). The constructs have an effect on consumer attitude and behavioural intentions, so they are appropriate to quantitative measures and statistical analysis. Therefore, the research strategy embraced in this study is quantitative and should be backed by primary data that will be gathered using a structured online questionnaire.
This chapter elaborates on the research philosophy, research approach, research design, data collection method, questionnaire design, sampling strategy, ethical considerations, reliability and validity, data analysis techniques and methodological limitations. This chapter is successful in providing a rigour, credibility and replicability of the study, a vital aspect of scholarly research in marketing and consumer behaviour because it offers a clear and systematic methodological start up.
A quantitative research strategy can be adopted in this case to ensure increased objectivity and unanimity in studying the perception of consumers in a specific group of the population. The effectiveness of influencer marketing is a phenomenon that is dependent on several variables, which are interconnected, and thus a quantitative analysis can be conducted to study these variables in a systematic way (Chen et al., 2024). The research reduces bias by the researcher since the study gathers standardised responses of a person who has a high number of participants, which enhances patterns of influence to be determined more clearly. This method is especially appropriate when it concerns marketing research aimed at informing managerial decision-making because practitioners usually view quantitative results as more solid and operational.
[bookmark: _Toc219125490]3.2 Research Philosophy
The research philosophy employed in this study is positivist research that is based on the assumption that reality is objective and can be measured using the methods of empirical observation and quantitative analysis. Positivism presupposes that social phenomena can be researched along the scientific lines, whereas researchers can determine the patterns, relationships, and causal links between variables (Adil, Khan and Ahmad, 2025).
The use of the positivist philosophy is specifically suitable in this study, as the study aims to test quantifiable connections between distinctly established variables, including influencer credibility, authenticity, engagement, and ethical transparency, trust, and purchase intention. Such constructs can be operationalised as survey items and statistically analysed in order to determine trends and associations in the data.
The theoretical models that are used to support the present study, such as the Source Credibility Theory, the Theory of Planned Behaviour (TPB), and the Parasocial Interaction Theory, are established and popular among the existing studies in quantitative marketing research (Song, Kim and Hwang, 2023). The positivist approach allows these theories to be empirically validated in the particular setting of the Generation Z customers in the United Kingdom.
The positivist approach reduces subjectivity of the researcher, focuses more on objectivity, measurement and empirical evidence hence improving the reliability and validity of the findings (Krieglstein et al., 2022). It is especially significant in the study of consumer behaviour where the generalisable insights and testing theory are both essential academic goals.
[bookmark: _Toc219125491]3.3 Research Approach
This study used a deductive research method. The deductive methodology starts with already known theories and prior studies, on the basis of which hypotheses or anticipated relationships are formed out of them and then tested on empirical data gathered through them.
Chapter 2 established that there are a number of influencer attributes related to credibility, authenticity, attractiveness, engagement, trust and ethical alignment which are theorised to have an effect on consumer attitudes and purchase intentions. These variables were coded into the measurable questionnaire items and were empirically tested on the consumers of Generation Z in the UK.
This study follows the deductive approach since the purpose of the study is not to come up with a new theory, but to analyse the applicability and relevance of the existing theories in a certain demographic and market situation. The study provides empirical data to the field of influencer marketing by investigating the validity of existing theoretical relationships to check their applicability to the context of consumers located in the UK as a part of Generation Z (Zatwarnicka-Madura, Nowacki and Wojciechowska, 2022).
This will also guarantee high degree of correlation between the literature review and empirical exploration, which will add the theoretical consistency and the scholarly soundness of the dissertation.
[bookmark: _Toc219125492]3.4 Research Design
The research design used in the study is quantitative and cross-sectional survey research.
A quantitative design was chosen as it enables gathering numerical data concerning a comparatively large sample and provides an opportunity to enact statistical analysis and contrast of variables. Attitudes, perceptions and behavioural intentions are central to the research objectives in this study and quantitative research is especially appropriate in this case.
The study is cross-sectional i.e.; data were obtained during one time. Such a design is suitable because social media platforms and influencer marketing practices are rapidly changing. Cross-sectional methodology will be an effective approach that will capture the perceptions and current behaviours of the Generation Z consumers, giving timely and relevant information and is equally viable due to the time and resource limitations within the academic research and assessment framework.
Longitudinal design may provide an insight into behavioural change over time but this study was not deemed feasible because of limited time, access and logistics of data collection.
[bookmark: _Toc219125493]3.5 Data Collection Method
[bookmark: _Toc219125494]3.5.1 Primary Data Collection
A self-administered online survey was used to collect primary data, which was developed and disseminated using Google Forms (Zimba and Gasparyan, 2023). This approach was selected because Generation Z consumers have a digital interpretation, are very familiar with online resources, and are not afraid to use digital surveys.
The application of an online questionnaire had a number of benefits:
•	Extensive geographical coverage in the United Kingdom.
•	Ease and reachability of respondents.
•	Anonymity, which promotes truthful and fair answer.
•	Cost and time efficiency
•	Data organisation and analysis are easy.
The survey link was shared in the popular digital platforms like Instagram, WhatsApp, and LinkedIn, which are frequently used by the generation Z (Gurunathan and K.S, 2023). This guaranteed good access by the target population and higher response rates.
[bookmark: _Toc219125495]3.6 Questionnaire Design
The questionnaire was developed using the constructs discovered in the literature review and matched the research objectives. Questions were all close-ended and allowed to be quantified thus reducing fatigue to the respondents.
[bookmark: _Toc219125496]Section A: Influencer Exposure and Purchasing behaviour.
This part evaluated the exposure levels of the respondents to the content of digital influencers and their overall purchasing behaviour. The questions were investigated with the frequency of influencer followers, the frequency at which the respondents think or buy the products that are suggested by the influencers. These measures are associated with behavioural intention and behavioural reality, which justifies the Theory of Planned Behaviour.
[bookmark: _Toc219125497]Section B: Influencer Attributes
The section gauged influences on credibility, authenticity, and attractiveness of the influencer. Questions were posed to the respondents in such a way that they would be required to rank the attributes that have the greatest effect on their trust and brand perceptions. These objects put into practice Source Credibility Theory.
[bookmark: _Toc219125498]Section C: Engagement and Interaction
Questions under this section evaluated the degree of interaction with content by influencers, such as liking, commenting, and sharing content, as well as attending live sessions. These products will portray perceived communication and emotional attachment, which are a part of the Para social Interaction Theory.
[bookmark: _Toc219125499]Section D: Platform Trust
The participants were requested to answer what social media they trust the most when it comes to influencer suggestions. In this section, platform-specific variation in the content format, style of engagement and perceived credibility are recognised.
[bookmark: _Toc219125500]Section E: Ethics and Value Alignment
The ethical awareness, disclosure of sponsorship, and alignment of value between influencers, brands and consumers were considered in this section. The ethical aspect holds a significant role especially to Generation Z and it was highly highlighted in the literature review (Dobrowolski, Drozdowski and Panait, 2022).
All questions were in the form of categorical (or ordinal) responses, which made the questions easy to understand and complete as well as appropriate in terms of their ability to be statistically analysed in a descriptive manner.
[bookmark: _Toc219125501]3.7 Sampling Strategy
[bookmark: _Toc219125502]3.7.1 Target Population
The population to be targeted was the generation z consumers who lived in the United Kingdom, meaning those who are between the ages of 1997 and 2012 (Seyfi et al., 2023). The group was chosen because it has a strong interest in social media networks and is regularly exposed to content created by influencers.
[bookmark: _Toc219125503]3.7.2 Sampling Technique
A convenience sampling method that was non-probability was used. This method was suitable because the respondents of the Generation Z can be reached via online platforms, and time and resources are limited.
Although convenience sampling is a problem in terms of generalisability of the results, it is generally agreed in scholarly research when the research population is well-known and the research is descriptive or exploratory.
[bookmark: _Toc219125504]3.7.3 Sample Size
One hundred and twenty valid responses were gathered. The sample size is appropriate to carry out descriptive statistical analysis, and it is compatible with sample sizes in similar studies of digital marketing and consumer behaviour (Khan et al., 2022).
[bookmark: _Toc219125505]3.8 Ethical Considerations
Most strict ethical principles were observed in the course of the research. The research was conducted in accordance to the academic code of ethics and offered protection to the rights of the participants throughout the research process.
The major ethical precautions were:
•	Voluntary participation
•	Prior informed consent before the surveys is filled out (Yusof, Teo and Ng, 2022).
•	None of the personal or identifiable information.
•	Anonymity and confidentiality.
•	Storage of collected data in a secure way.
Use of data: Use of data only on an academic basis.
The objective of the study was well explained to the participants as well as their ability to opt out at any point without reprisals.
[bookmark: _Toc219125506]3.9 Reliability and Validity
[bookmark: _Toc219125507]3.9.1 Reliability
Reliability is concerned with the consistency and stability of measurement instrument. Reliability was enhanced by:
•	Bearing clear and unambiguous questionnaire items (Zhou et al., 2024).
•	Keeping a regular format of response.
•	Using already established constructs of the previous research to base questions.
These will enhance the chances that the research may be replicated in the future with similar findings.
[bookmark: _Toc219125508]3.9.2 Validity
Validity is the degree at which the research instrument quantifies what it is supposed to quantify.
· The validity of content was made by basing the questionnaire items on the literature review.
· Construct validity was accomplished by correspondence with the existing theoretical frameworks.
· Face validity here was considered by making sure that the questions were designed to suit a generation Z audience.
[bookmark: _Toc219125509]3.10 Data Analysis Techniques
The analysis of the data obtained with the help of the questionnaire was performed with the help of the descriptive statistical methods. These included:
· Frequencies and percentages (Lund, 2021).
· Comparison between response categories.
· Discovery and analysis of prevailing trends and patterns.
To make results easier to understand, the results were given in tables and charts. The analysis has directly responded to the research objectives and research questions and laid a basis on discussion in Chapter 4 and Chapter 5.
[bookmark: _Toc219125510]3.11 Methodological Limitations
Although the study has been carefully designed, it has a number of limitations:
· The use of convenience sampling reduces generalisability.
· Response bias can apply to self-reported data.
· Cross-sectional design fails to provide the change of behaviour with time (Mustafa et al., 2022).
· Actual purchasing behaviour was not measured but purchase intention.
These restrictions are recognized and spoken about in Chapter 5.
[bookmark: _Toc219125511]3.12 Chapter Summary
The chapter has given a comprehensive overview of the research design that was applied in the study to understand the effects of digital influencer marketing on purchase intentions among the generation Z in the UK. Methodology, research philosophy, research design, methods, sampling strategy and data analysis methods were thoroughly chosen to guarantee methodological rigour, ethical standards and theoretical consistency. The next chapter is a conclusion and discussion of findings and analysis conclusion based on the data collected.
[bookmark: _Toc219125512]CHAPTER 4 – RESULTS/FINDING
Q1. How often do you follow social media influencers?
[image: ]
[bookmark: _Toc219123465]Figure 1social media influencers
Source: Response Generated
The chart shows that most people take part in social media influencer activities almost daily.
As much as 37.5% of people who responded to the survey follow influencers every day, and another 25% spend time with them on a weekly basis. Besides that, 33.3% occasionally follow them demonstrating a quite regular and steady interest. There is only a tiny fraction of people who do not follow influencers at all, thus the great influence of and close contact with the social media influencers' community in respondents' everyday digital lives is quite evident.
Q2. What factor influences your perception of an influencer the most?
[image: ]
[bookmark: _Toc219123466]Figure 2influences perception
Source: Response Generated
The graph illustrates that trustworthiness is the single most significant factor in influencing people’s perceptions of social media influencers. It is responsible for one, third (33.3%) of the responses. Being authentic comes next at 25%, showing how much the audience values honesty and realness in people. Meanwhile, looks and fame are two factors that have the least impact on the scenario as they stand at 20.8%, each. The interpretation of the data leads to the conclusion that people are more concerned with the traits of a social influencer such as trust, dependability, and genuineness rather than superficial appearance or the number of followers held by them.
Q3. How frequent are you in engaging (liking, commenting) with influencer posts?
[image: ]
[bookmark: _Toc219123467]Figure 3influencer posts
Source: Response Generated
The scheme illustrates the frequency with which the surveyed people perform different actions in response to influencer posts, such as liking or commenting.
The largest group, 54.2%, declared that they only sometimes interact. Moreover, one, third (33.3%) of the respondents occasionally engage quite often. A very insignificant number of people said that they hardly ever or never interact.
Summing up, this is showing the great extent of involvement of the audience with the content of the influencers, although the interactions are more like one of the moments rather than being constant.
Q4. How much influencer authenticity contributes to your trust of them?
[image: ]
[bookmark: _Toc219123468]Figure 4authenticity contributes
Source: Response Generated
The chart shows that there is a strong connection between influencer genuineness and audience trust. About 45.8% of the people surveyed said that an influencer being genuine is the main reason they trust them, whereas 41.7% said it is one of the several key factors. Just a tiny fraction of the people sees influencer honesty as a less important or non, existent factor. This simply emphasizes that influencer authenticity is one of the most crucial factors in building and sustaining influencer credibility.
Q5. How much do influencers impact your purchase decisions?
[image: ]
[bookmark: _Toc219123469]Figure 5influencers impact
Source: Response Generated
The diagram shows that influencers only somewhat affect consumers when it comes to making purchases. Most of the respondents (52.2%) have said that they have been influenced, but only to a very small extent, whereas only 13% have indicated that the choices of influencers do highly influence them.
21.7% of the people surveyed said that they were not influenced by at all, and the other 13% said that they were only very slightly influenced. The diversity here implies that although marketing through influencers can indeed be a powerful tool, the reactions of the consumers vary quite a lot mainly due to different personal tastes and attitudes.
Q6. Would you choose micro-influencers (smaller following) over celebrities?
[image: ]
[bookmark: _Toc219123470]Figure 6micro-influencers (smaller following)
Source: Response Generated
The chart shows that consumers generally lean more towards micro, influencers rather than celebrities. Over 50% of the people (54.2%) use micro, influencers sometimes, and 33.3% of them are totally convinced of their choice. Only a tiny fraction of the respondents tends to prefer celebrities most of the time or is undecided between the two. This indicates that people are more inclined to trust micro, influencers because they are more relatable, genuine, and seem to be closer to their followers.
Q7. On which platform do you trust influencer content the most?
[image: ]
[bookmark: _Toc219123471]Figure 7influencer content
Source: Response Generated
The chart shows that Instagram is the platform most highly trusted for influencer content; 58.3% of the survey participants chose it. YouTube is the next most trusted platform at 41.7%. Importantly, there were no respondents who chose TikTok or Twitter, thus these platforms were characterized by lower trust levels, as suggested by the data. The implication is that the audience prefers to trust visually rich, carefully curated platforms or those that support longer, form content, whereby influencers get to explain in detail.
Q8. How important is it for you that an influencer shares your values (e.g., sustainability, diversity)?
[image: ]
[bookmark: _Toc219123472]Figure 8influencer shares your values (e.g., sustainability, diversity)
Source: Response Generated
The chart reveals that among the various factors, shared values between influencers and audiences received the highest rating of "very significant" from most respondents. More than half (56.5%) of the population consider shared values to be the main component of importance, and an additional 21.7% claim that these shared values are extremely important. On the other hand, 17.4% only associate value, sharing with a low level of significance, and there are very few people who think it is not a factor at all. In total, it can be inferred that value compatibility, to a significant extent, influences the mechanisms of change in audience attitudes towards influencers.
Q9. How often do you buy products that are recommended by influencers?
[image: ]
[bookmark: _Toc219123473]Figure 9products recommended by influencers
Source: Response Generated
The figure shows that buying decisions are influenced only partly by influencer recommendations. Most of the people surveyed (70.8%) said that they had bought the products only be the influencers' advice right away, which may mean that they trust selectively or cautiously. Only a tiny number of respondents (8.3%) make such purchases very frequently.
There are also quite a few people who either almost never (12.5%) or never (8.3%) rely on influencer endorsements, which points to very limited overall dependency.
Q10. If an influencer interacts with their followers, how does it change your opinion of them?
[image: ]
[bookmark: _Toc219123474]Figure 10influencer follower
Source: Response Generated
The diagram shows that the interaction between influencers and their followers has a majorly good impact on the audience's perception. The majority of respondents said they felt either somewhat positive (47.8%) or much more positive (21.7%) when influencers behaved as if they were approachable and they communicated directly with their followers, which reflects the significance of approachability and responsiveness. About 30.4% of respondents chose to be neutral, which could mean that engagement does not have the same effect on everybody. Interestingly, the figures above do not include anyone who said that their opinion was changed negatively, which is another way of saying that the interaction between an influencer and a follower generally has an overall positive impact.
Q11. Does the exposure to user-generated content related to an influencer’s product increase your trust in the product?
[image: ]
[bookmark: _Toc219123475]Figure 11influencer’s product increase
Source: Response Generated
The graph shows how UGC (user, generated content) in most cases leads to a consumer trusting more a product that an influencer is promoting. One can easily see that the largest share of respondents have experienced an increase in their trust, with 43.5% of them admitting that their trust has increased to some extent, and 26.1% to a great extent. Besides, 21.7% of the respondents confessed that their trust had only slightly increased and only 8.7% said that there was no change at all.
Q12. Do you think brands in the UK running influencer marketing campaigns treat consumers ethically?
[image: ]
[bookmark: _Toc219123476]Figure 12UK running influencer
Source: Response Generated
The chart illustrates different opinions about the ethical behaviour of influencer marketing practices in the UK. A majority of respondents are of the opinion that brands behave ethically either most of the time (41.7%) or sometimes (33.3%), thus giving a cautious but overall positive judgement. Only a quarter of the respondents (16.7%) think that brands are ethical all the time, which shows a slight scepticism. In addition, a very small group (8.3%) consider that brands hardly ever or never act ethically, thus their perspective is that issues with transparency and consumer treatment in influencer marketing continue to raise concerns.
Q13. How clearly do you think influencers should express that they are doing paid promotions?
[image: ]
[bookmark: _Toc219123477]Figure 13think influencers
Source: Response Generated
The graph shows that the majority of people are in favour of making influencer marketing more transparent. Over half of the surveyed (58.3%) are convinced that influencers should be very open about the paid promotions, while 20.8% believe that they should be clear in most cases. Only 12.5% of the respondents thought that only some clarity was sufficient, and just 8.3% of people saw that disclosure was not necessary, which means that the masses want ethical transparency.
[bookmark: _Toc219125513]CHAPTER 5 – DISCUSSION
[bookmark: _Toc219125514]5.1 Introduction
The empirical findings discussed in Chapter 4 are critically and thoroughly discussed in this chapter. Although the aim and scope of the chapter 4 were to introduce and describe quantitative survey data, Chapter 5 will attempt to make sense of the above results in respect to the research objectives, research questions and theories discussed in Chapter 2. It thus takes the chapter a step further in not just describing analysis but giving more detail, synthesis and critical analysis of the results of the study. 
The reason behind the discussion is based on three fundamental theoretical perspectives, namely, the Source Credibility Theory, the Theory of Planned Behaviour (TPB), and Parasocial Interaction Theory (Zheng, Luo and Shang, 2022). These frameworks give a strong prism in which the impact of digital influencers on Generation Z consumer behaviour can be explained. Combining empirical data with the theory, this chapter demonstrates such aspects of the study in which the results validate the existing literature, develop previous knowledge, or refute the conventional assumptions in the sphere of influencer marketing. 
To provide logical coherence and analytical sense to the chapter, the structure is arranged in regard to the three research objectives. Moreover, analytical summary tables and several conceptual figures are also included to generalise major findings and formally demonstrate theoretical integration. These numbers do not depict figures but rather reflect connections, procedures and idea connections based on the discoveries. Throughout the chapter, the emphasis is on the critical analysis and scholarly interpretation in the framework of the Generation Z consumers in the United Kingdom. 
[bookmark: _Toc219125515]5.2 Discussion of Influencer Attributes and Brand Perception
Research Objective 1:
To investigate the impact of the credibility, attractiveness, and authenticity of the influencers on the Gen Z view of brand image in the UK.
 These results show clearly that the most significant quality that has an impact on the perceptions of Generation Z regarding digital influencers and brands that they promote is authenticity. Another key factor on brand perception, found to be less important was physical attractiveness, whereas credibility and trustworthiness were found to be very important determinants of brand perception. Such a set of attributes of influencers offers excellent empirical evidence to the Source Credibility Theory, which focuses on trustworthiness and expertise as the key factors of persuasive communication. 
The popularity of authenticity indicates a major change in consumer expectations, specifically with Generation Z (Tirocchi, 2024). Gen Z consumers are hyper-advertising literate having grown up in the digital world of advertising, sponsored content, influencer promotions, etc. Consequently, they distrust the overtly commercialised or over-edited influencer material. Those people who pose as likeable, honest, and predictable are thus seen as more reliable and reputable. 
The concept of authenticity is enhanced by the fact that influencers provide real-life experiences, positive as well as negative product information, and ensure alignment between their personal values and brand promotion (Ebulueme and Vijayakumar, 2024). These behaviours decrease the feeling of manipulation and create the image of honesty, which is then transferred to the promoted brand. This observation is consistent with the current literature that indicates that perceived authenticity increases brand image through the establishment of emotional connection and trust-related associations.
 This relationship is further reinforced by credibility, which sends the signal of competence and expertise. The more knowledgeable the influencers are in particular fields skincare, technology, sustainability, or fitness, the more credible they are viewed to be as the source of information (Nombuso Princess Khwela, Msosa and Bhekabantu Alson Ntshangase, 2024). This makes consumers to have less risk and more confidence on brand judgments. The results are thus in line with the literature that has placed knowledge as a vital element of influencer effectiveness especially when it comes to products that demand greater involvement or information processing. Contrarily, the declining significance of physical attractiveness undermines the conventional celebrity endorsement patterns, which emphasised the aspirational aspect.
 Although attractiveness can continue to serve as an attention-grabbing tool, it does not seem to be adequate to maintain the trust level or have a meaningful impact on the purchase decision in Generation Z. It implies the movement toward relatability and value congruence over idealised imagery and states that Gen Z consumers are more affected by perceived similarity than aspirational distance. 
Overall, the results suggest that Generation Z consumers form their brand image based on the perceived honesty, competence, and ethical consistency more than on the visual appeal itself. This brings out the dynamic character of the influencer-brand relationship and why the brands need to reevaluate the past forms of endorsement.
[bookmark: _Toc219125516]5.3 Role of Engagement and Parasocial Interaction in Purchase Decisions 
Research Objective 2:
To determine the effect of engagement and interaction of influencers on Gen Z to buy products. 
The results indicate that customer interaction with the generation Z consumers is central in influencing their purchase intentions and trust (Cristobal Rodolfo Guerra-Tamez et al., 2024). Those who regularly consumed influencer content such as through likes, comments, sharing, or attending live sessions, said that they had more emotional ties to influencers and were more likely to accept influencer-suggested products. 
These conclusions are a strong argument of the Parasocial Interaction Theory of how one-sided emotional relationships are formed between the audiences and the media personalities through repeated exposure and perceived interaction (Fandi Omeish et al., 2025). The options of comment replies, story polls, live chats, and personalised acknowledgements in the context of social media portray an illusion of reciprocity making the influencers and followers feel close to each other. 
This perceived familiarity makes the difference between psychological distance smaller and reforms influencer promotions as a personalised advice instead of a commercial promotion. The messages of the influencers are perceived to be more genuine and topical, which enhances their persuasive power (Zhang and Choi, 2022). This emotional aspect of influence assists in the explanation why engagement is more prominent in purchase intention compared to passive exposure itself. 
Interaction is also an indicator of behaviour in terms of genuineness. Engaging influencers are looked upon as more visiting, open, and committed to their community (Li and Feng, 2022). This supports the results presented in Research Objective 1, and proves that it is not only the content that is used to convey authenticity but also interactional behaviour. 
In terms of the Theory of Planned Behaviour, the purchase intention according to the engagement is also shaped by the subjective norms. The apparent measure of engagement indicates the approval of society and the normalisation of buying behaviour in the online community (Czarnecka et al., 2022). Followers find themselves more likely to think that influencer-sponsored purchases are acceptable and desirable when they can see others doing the same and acting positively toward influencer content.
 Therefore, engagement is a social, behavioural and emotional process that affects the purchase behaviour of Generation Z.

[bookmark: _Toc219125517]5.4 Ethical Transparency and Value Alignment 
Research Objective 3:
To determine the effective and ethically conscientious influencer marketing strategies to attract Gen Z consumers in the UK. The most powerful discovery that was made in this research is the fact that ethics and transparency play a central role in determining the effectiveness of influencer marketing. Most of the interviewees reported that clear sponsorship disclosure is very or extremely important, and negative attitudes were linked to influencers who did not like to disclosure paid partnership transparently. This observation holds of significant importance in the UK context, where the Advertising Standards Authority (ASA) controls the influencer marketing. 
Open sharing is a sign of integrity, responsibility, and respect to the audience, which strengthens the relationship between the influencer and his or her followers.
 In addition to disclosure, value alignment has turned out to be an important factor of trust and purchase intention. The consumers of Generation Z would desire to see their ethical, social, and environmental values, including sustainability, inclusivity, and social responsibility, in influencers (Halibas et al., 2025). Brands that work with influencers that uphold such values enjoy value transfer that is positive, which will boost brand legitimacy and brand loyalty. 
The results published by these authors serve as an extension of the previous literature because they do not place ethical considerations as peripheral components of influencer effectiveness. Ethical behaviour serves as a trust building process and a thought filter where brand messages are assessed. 
[bookmark: _Toc219125518]5.5 Platform-Specific Influence and Content Dynamics
The results show that both Tik Tok and Instagram are the most credible platforms to be recommended to by influencers to the consumers in UK Generation Z, although Tik Tok seems to be the leading platform.
The success of Tik Tok can be explained by its concise, casual and algorithmic nature of content (Boucher, 2022). The platform focuses on spontaneity, relatability, and user-created content, and it reflects well on the aspect of authenticity that Gen Z likes. The low consideration of the number of followers enables micro-influencers to achieve visibility depending on relevance of their content and not popularity.
Instagram has not lost its strength yet but is seen as being more commercialised and YouTube is seen as more informative and in-depth reviews than impulse-based shopping. These results indicate that influencer strategies should target the platform, with another platform supporting a different type of engagement, trust building, and persuasion.
[bookmark: _Toc219125519]5.6 Integration with the Theory of Planned Behaviour
The results are highly consistent with the Theory of Planned Behaviour, showing the influencer marketing affects the purchase intention in many interconnected ways: 
· Attitudes are influenced by ethical alignment, credibility and influencer authenticity (Jide, 2022). 
· The reinforcement of subjective norms is achieved by means of engagement and social validation.
· Direct connections, tutorials, and promotional gifts improve the perceived behavioural control. 
The results also point to the fact that the autonomy in decision-making of Generation Z consumers remains rather high. The influence of recommendations triggers a process of consideration as opposed to a purchase, which implies that the role of influencer marketing is more a component of a larger decision-making system
[bookmark: _Toc219125520]5.7 Synthesis of Key Findings
[bookmark: _Toc219125521]Table 5.1: Summary of Key Empirical Findings
[bookmark: _Toc219125442]Table 2Summary of Key Empirical Findings
	Theme
	Key Insight
	Implication

	Authenticity
	Strongest driver of trust
	Brands should prioritise genuine influencers

	Credibility
	Enhances brand perception
	Expertise-based endorsements preferred

	Engagement
	Strengthens parasocial bonds
	Interactive content increases influence

	Ethics
	Disclosure builds trust
	Transparency is strategically beneficial

	Platform
	TikTok most trusted
	Platform-specific strategies required



[bookmark: _Toc219125522]5.8 Alignment between Findings and Theory
[bookmark: _Toc219125523]Table 5.2: Integration of Empirical Findings with Theory
[bookmark: _Toc219125443]Table 3Integration of Empirical Findings with Theory
	Theoretical Framework
	Empirical Support

	Source Credibility Theory
	Authenticity and credibility outweigh attractiveness

	Parasocial Interaction Theory
	Engagement enhances emotional connection

	Theory of Planned Behaviour
	Attitudes and norms shape purchase intention



[bookmark: _Toc219125524]5.9 Conceptual Models Developed from Findings
Considering the empirical data of the current research, it is possible to formulate a conceptual view of the influence of digital influencer marketing on purchase intention among the Generation Z in the United Kingdom. These findings indicate that the effects of influencer-related qualities on purchase intention are not direct and only mediated by trust, which is supported by engagement and ethical willfulness.
The results show that the influencer authenticity is the most powerful predictor of trust among the consumers of the Generation Z. The authenticity, as rated by the respondents, was always high when compared to other attributes of influencers, which indicates that influencers who are seen to be genuine, honest and transparent are more likely to develop significant trust with their followers (Balaban and Szambolics, 2022). This trust further has a very important mediating role in the formation of purchase intention which proves that Gen Z consumers will not act on influencer recommendation unless a trusting foundation was built.
Another important factor with regard to positive brand perception and purchase intent was the credibility of the influencers. Expert, consistent, and reliable influencers make consumers trust in the influencer and the brand being sold better (Duffek et al., 2025). This confirms the Source Credibility Theory, which assumes that credibility and knowledge are the main factors involved in persuasive communication. Conversely, influencer attractiveness, although still present, was established to exert a relatively less strong effect, which supports the idea of abandoning the traditional models of celebrity endorsement in favor of the notion of influencing by authenticity within Generation Z.
The results also indicate that engagement is a reinforcing process in the influence process. The interaction, including comments in response, live interaction, and recognition of followers, is high, which reinforces the parasocial relationships and makes the connection more emotional (Liu, 2023). This adds more perceived authenticity and trust thus making the possibility of purchase consideration more probable. These findings are quite consistent with the Parasocial Interaction Theory, which is the explanation of the perception of intimacy and persuasion with repeated interaction.
Trust was one of the key mediating variables, connecting influencer qualities (authenticity, credibility, and engagement) to Gen Z purchase intention (Khan, 2023). Influencer recommendation was not taken seriously without trust and did not result in behavioural intention. The observation supports the fact that trust is the behavioural gateway that influences the realisation of influencer marketing effectiveness.
Ethical transparency and value alignment were also identified to influence the total influence pathway (Daradkeh, 2023). The disclosure of sponsorships and reputation to the values of sustainability and inclusivity increased credibility and decreased persuasion resistance. Ethical behavior therefore reinforces trust instead of reducing persuasive influence especially in the UK regulatory and cultural environment.
In general, the developed conceptual model based on the findings represents a multi-stage influence process, where the attributes of an influencer influence trust, which leads to purchase intention, and engagement and ethics, reinforce the whole relationship. This combined framework expands the current theories of influencer marketing by clearly placing trusts and ethics as the main drivers in the decision-making process of Generation Z.
[bookmark: _Toc219125525]5.10 Managerial Implications
The results indicate that the UK based brands must focus on authenticity, ethical transparency and engagement rather than on reach and visuals. Platform-specific strategies and long-term partnerships are probably more effective to build the trust and influence on the generation Z consumers (Hoang, Le and Rijal, 2025).
[bookmark: _Toc219125526]5.11 Contribution to Knowledge
This research, by adding empirical data on the UK market, adds to the existing body of knowledge on the topic of influencer marketing and develops the existing theories with references to the explicit inclusion of ethical alignment and platform dynamics into the models of influencer effectiveness.
[bookmark: _Toc219125527]5.12 Chapter Summary
The chapter has also critically discussed the findings against the objectives of the research, theoretical frameworks and available literature. It shows that the digital influencer marketing plays a critical role in the UK in the purchase intentions of Generation Z based on the authenticity, trust, engagement, and ethical transparency. The insights that will be developed here are a good basis of Chapter 6.
[bookmark: _Toc219125528]CHAPTER 6 – CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc219125529]6.1 Introduction
The chapter is the final discussion of the dissertation as the author summarises the major results, integrates the theoretical and empirical evidence and points out the practical, academic, and managerial implications of the investigation. This chapter is aimed at showing how the objective of the research was fulfilled and how the findings helped to understand better the effects of digital influencer marketing on purchase intentions among Generation Z in the United Kingdom.
As a direct continuation of the conceptual model that was created in Section 5.9, this chapter ascertains that digital influencer marketing in a multi-stage process (which includes influencer attributes, trust formation, engagement, and ethical transparency) impacts Gen Z consumers. Instead, influencer marketing is a persuasive tool instead of a direct point of purchase, influencing attitudes and scepticism and sparking thought in the overall decision-making process of Gen Z.
The chapter is organized into six parts, namely a summary of major findings, conclusions in line with each of the research objectives, theoretical contributions, managerial implications, limitations to the study, and future research recommendations.

[bookmark: _Toc219125530]6.2 Summary of Key Findings
The results of this paper indicate that the impact of digital influencer marketing on the purchase intentions in the UK among Generation Z is significant but subtle. The analysis showed that the effectiveness of influencers could not be evaluated by the factors of popularity or visual appeal, but because of authenticity, credibility, engagement, trust, and ethical behaviour.
Among the key discoveries, the fact that authenticity is the primary value that can influence trust among Gen Z consumers deserves to be mentioned. Influencers who appeared sincere, open, and predictable were seen as more credible and this affected the attitudes towards the brands that they promoted in a positive way. This proves that Gen Z consumers are extremely sceptical of the content that has actively commercialised and analyse the authenticity of the influencer messages.
The credibility especially the perceived expertise and honesty also proved to contribute greatly to the brand perception. Those influencers that were knowledgeable in a particular niche proved to be more convincing particularly in products that need more engagement. Physical attractiveness, on the other hand, was also finding less influence, although still, significant to trust and purchase intention, which suggests that the traditional models of celebrities endorsement are being altered.
The results also indicated that interaction and engagement reinforce parasocial ties, thus influencer recommendations can be more personal and relatable. The interaction also enhanced the emotional attachment and strengthened the perception of authenticity thus indirectly affecting purchase intention.
The mediating variable came out as trust, which proved that the influencer attributes would only be translated into purchase intention when trust is in place. In addition, moral transparency - especially explicit sponsorship disclosure - and value congruence were important factors in keeping trust and credibility in the long-term.
[bookmark: _Toc219125531]6.3 Research Objective Achievement.
This research was able to satisfy all the three research objectives.
[bookmark: _Toc219125532]Research Objective 1: Attributes Influencer and Brand Perception.
The former tested how credibility, attractiveness, and authenticity of influencers influence the perception of the brand image among the Gen Z in the UK. The results made it quite clear that the two factors of authenticity and credibility are more significant than attractiveness when it comes to brand perception. Influencers who were seen as honest and knowledgeable had a positive effect on brand image but attractiveness as an attention factor instead of a decisional one.
This confirms that the four aspects of ethical consistency, transparency, and relatability are in the top priorities of Gen Z consumers instead of aspirational perfection. The positive transfer of trust was experienced through brands that were promoted by authentic influencers, which underlines the significance of value-based partnerships.
[bookmark: _Toc219125533]Research Objective 2: Purchase Decision and Engagement.
The second goal examined the issue of engagement and interaction in relation to the purchasing decisions. The findings suggest that emotional connection and perceived intimacy is facilitated by parasocial interaction. The responsiveness and interaction of influencers enhanced trust and personal feelings of recommendations, which are in line with the Parasocial Interaction Theory.
The results, however, also show that the involvement triggers consideration but not purchase. This brings out the active and critical nature of Gen Z in decision-making where influencers are strategists and not dictators of behaviour.
[bookmark: _Toc219125534]Research Objective 3: Effective and Ethical Strategy of Influence.
The third goal was to establish effective, as well as ethical influencer marketing strategies. The results validate the existence of influence on ethical transparency strengthening as opposed to undermining it. The disclosure of sponsorship, value consistency and responsible promotion enhanced credibility and trust especially in the regulated context of advertising in the UK.
These findings put ethics as a strategic component and not a compliance requirement, particularly to the generation Z consumers.
[bookmark: _Toc219125535]6.4 Theoretical Contributions
There are a few significant contributions to the scholarly knowledge that this research makes.
First, it offers empirical UK-specific studies on influencer behaviour among Generation Z, which is one of the main gaps in the existing literature since the majority of the literature uses global or non-UK samples.
Second, the research builds on the Source Credibility Theory by proving that authenticity works better than attractiveness among Gen Z consumers. This observation indicates the shifting of consumer values and the discrediting of the traditional assumptions of endorsement.
Third, the study supports the Parasocial Interaction Theory by demonstrating that interaction enhances emotional attachment, which can affect purchase intention indirectly via trust.
Fourth, the research combines the ethical transparency and value alignment to the influencer marketing theory to establish that ethics is a building mechanism but not a balancing factor.
Lastly, the conceptual model that has been constructed in Section 5.9 goes further over and beyond the existing models by demonstrating a multi-stage pathway of influence, where the influence qualities of an influencer shape trust, trust generates intention, and engagement and ethics solidify the whole process.
[bookmark: _Toc219125536]6.5 Managerial and Practical Implications.
Its results provide a number of recommendations applicable to the UK based brands and marketers.
True and legitimate influencers should be preferred by brands over mass appeal celebrities. Gen Z consumers are more influenced by micro-influencers whose audience ties are sincere.
The partnerships are to be preferred to occasional promotions since the regularity will contribute to the authenticity and credibility. Influencers are to be motivated to be active players with the followers, because the communication builds the emotional bond and trust.
Influencer strategies need to be ethical in nature. Clearly disclosed sponsorship must be perceived as a strategic benefit and not a threat because it increases the level of credibility in Gen Z viewers.
Lastly, brands must embrace platform-oriented approaches, understanding that various platforms support various types of interaction/convincing. Relatable content comes in short forms and does well among Gen Z, whereas in-depth content facilitates the process of building credibility.
[bookmark: _Toc219125537]6.6 Limitations of the Study
The study has limitations, even though it makes its contributions. The convenient sampling also reduces the generalisability of the results to the UK Gen Z population, which was sampled. The use of self-reported data can have response biases, and the study is cross-sectional and fails to capture long-term behavioural changes.
The research also quantified purchase intention and not actual purchasing behaviour, which might vary in the real-life situation.
[bookmark: _Toc219125538]6.7 Future Research Recommendations.
Longitudinal designs should be used in further research to study the changes in the trust and purchase behaviour with time. The causal impacts of disclosure, engagement, and authenticity might also be tested more effectively in experimental studies.
An additional study can also be done on influencer effectiveness by sector, cross-cultural influencer effectiveness in the UK, or artificial intelligence and virtual influencers.
[bookmark: _Toc219125539]6.8 Chapter Conclusion
The overall conclusion this dissertation will obtain is that digital influencer marketing has a considerable influence on the Generation Z purchase intentions in the United Kingdom due to their authenticity, trust, engagement, and ethical transparency. Influencer marketing is not the form of direct persuasion but the trusting, relational mechanism that is placed in the context of the overall decision-making system of the Gen Z.
This study is a well-rounded and current insight into the effectiveness of influencer marketing with the incorporation of theory, empirically relevant evidence, and ethical considerations and can be applied as a valuable piece of advice to scholars and practitioners alike.
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Questionnair link -  
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[bookmark: _Toc219125543]Questionnaire (With Response and its Interpretation)
Q1. How often do you follow social media influencers?
[image: ]
Figure 1social media influencers
Source: Response Generated
Q2. What factor influences your perception of an influencer the most?
[image: ]
Figure 2influences perception
Source: Response Generated
Q3. How frequent are you in engaging (liking, commenting) with influencer posts?
[image: ]
Figure 3influencer posts
Source: Response Generated
Q4. How much influencer authenticity contributes to your trust of them?
[image: ]
Figure 4authenticity contributes
Source: Response Generated
Q5. How much do influencers impact your purchase decisions?
[image: ]
Figure 5influencers impact
Source: Response Generated
Q6. Would you choose micro-influencers (smaller following) over celebrities?
[image: ]
Figure 6micro-influencers (smaller following)
Source: Response Generated
Q7. On which platform do you trust influencer content the most?
[image: ]
Figure 7influencer content
Source: Response Generated
Q8. How important is it for you that an influencer shares your values (e.g., sustainability, diversity)?
[image: ]
Figure 8influencer shares your values (e.g., sustainability, diversity)
Source: Response Generated
Q9. How often do you buy products that are recommended by influencers?
[image: ]
Figure 9products recommended by influencers
Source: Response Generated
Q10. If an influencer interacts with their followers, how does it change your opinion of them?
[image: ]
Figure 10influencer follower
Source: Response Generated
Q11. Does the exposure to user-generated content related to an influencer’s product increase your trust in the product?
[image: ]
Figure 11influencer’s product increase
Source: Response Generated
Q12. Do you think brands in the UK running influencer marketing campaigns treat consumers ethically?
[image: ]
Figure 12UK running influencer
Source: Response Generated
Q13. How clearly do you think influencers should express that they are doing paid promotions?
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Figure 13think influencers
Source: Response Generated
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How much do influencers impact your purchase decisions?
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Would you choose micro-influencers (smaller following) over

celebrities?
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@ VYes, for sure

@ Most of the time

@ Sometimes

@ | have no preference
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On which platform do you trust influencer content the most?
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How often do you buy products that are recommended by
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Does the exposure to user-generated content related to an
influencer’s product increase your trust in the product?
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@ Yes, to a great extent
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@ Not at all
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Do you think brands in the UK running influencer marketing
campaigns treat consumers ethically?
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How clearly do you think influencers should express that they are

doing paid promotions?
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@ They should be absolutely clear

20.8% o Thsy should be clear for the most
pai

@ They only need to be somewhat
8.3% clear

@ ltis not necessary





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image15.jpg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





