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Abstract 

The research analyses the effect of influencer marketing on consumer habits. The literature reviews examine present research, theories and models to recognize gaps in insights and emphasize the role of influencers, their reliability and the influence of social media platforms. Thematic analysis of qualitative data in the data analysis chapter uncover main themes, including the impact of influencers as standpoints leaders and the segmentation of influencers' marketing by product niche. The findings of the research credibility and trust of influencers, their impact on buying vision and the significance of trust and credibility. The research concludes that influencers in marketing are essential guidance in consumer habits and behaviours and provide recommendations for future research and marketing strategies.
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Influencer marketing has become a trending opportunity to seize the same for businesses to foster a connection with target audiences. This study evaluates its effect on consumer behaviour, mainly concerned with attitude, buying intentions and standpoints. Examining present and secondary research aims to uncover the techniques behind influencer marketing and shape marketing by integrating it efficiently. According to Bansal et al.  (2014), social media marketing is defined as the utilisation of social media platform for interacting with the target audience in attempt to drive sales and leverage website traffic. Dwivedi et al.  (2015) have supported that the social media marketing is described as the new generation marketing platform that aims to enhance consumer engagement through social networks. On the contrary, Jara et al.  (2014) has opposed that the social media marketing is defined as an initiative to promote a launch of new product or service. Therefore, it is observed that the social media marketing is explained as the platform for building customer relations and driving sales of new product. In the perception of Haghpour et al.  (2022), consumer behaviour is defined as the activities that they adhere to for purchasing goods and services. Furthermore, consumer behaviour is explained as the study to understand the why, how and when elements of a purchase decision (Nassè, 2021). According to Gilaninia et al.  (2013), consumer behaviour is described as the consumption, acquisition and disposal of service, product and ideas by decision making units. 
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The fashion industry includes design, manufacture, distribution, marketing, retailing, advertising, and promotion. It is an interdisciplinary field that is continually evolving. Fashion is a cultural expression that is moulded by the social, economic, and political conditions of the period. Fashion integrates its own preconceived notions of style, personal taste, and cultural progress (Steele and Major, 2023). This study focused on current fashion including all sectors such as footwears, clothing, accessors etc.  
This study narrowing towards consumer behaviour, which is the study of how consumers make decisions about their desires, needs, purchasing, or acting in relation to a product, service, or organisation. Understanding customer behaviour is crucial for analysing probable consumer behaviour towards a new product or service. It is also incredibly important for businesses to find untapped prospects. Companies who neglected to monitor customer behaviour, on the other hand, were unable to fill this hole in the marketplace and were left behind. Understanding customer behaviour enables proactive businesses to grow their market share by predicting shifts in consumer preference. Moreover, customer behaviour has become critical for firms in marketing. The study of how consumers make decisions about their preferences, needs, purchasing, or behaving in connection to a product, service, or organisation is known as consumer behaviour. The knowledge behind the client’s behaviour is critical for predicting consumer reactions to a new product or service. It is also critical for organisations to identify unexplored potential. Companies who failed to monitor client behaviour, on the other hand, were unable to fill this void in the market and fell behind. Understanding client behaviour allows proactive organisations to increase their market share by anticipating developments in consumer preferences (Farooq, 2023).
Influencer marketing is a cooperation between well-known social media users and companies to promote the products or services of the brands. These informal collaborations have existed since the inception of social media. Influencer marketing should be much more than just getting postings promoting your items; it should be about developing genuine connections with creators—you want them to actually support your business. Nowadays many companies can profit from collaborating with influencers (Freundt et al., 2023).
Knowledge all of three of the fashion industry, customer behaviours and influencer marketing is essential in this study.
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The problem that has come across in this study is the requirement to interpret the advantage of influencer marketing on consumer behaviour and its effect on brand selection in fashion industry. This research seeks to analyse the extent to which social media marketing impacts consumer purchasing behaviour, the role of influencer marketing in guiding consumer perspectives, attitudes and the variables that participate in the failure or success of influencer collaborations. 
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The scope of this research is focused on assessing the effectiveness of marketing through consumer behaviour and social media. The research will analyse the effect of influencer marketing on purchase intentions, the standpoints of the consumers, and their mindsets. The study does not mention geographic areas and can go nationally and internationally.
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[bookmark: _Toc551194946]Rationale/Importance of the Research 
The influencer marketing has been adopted significantly by the business entities in the fashion industry. It is evidenced by the fact that more than large-scale companies like Zara and H&M have resorted to the use of influencer marketing. However, similar reflections are not observed for the influencer marketing initiatives of SME’S in fashion industry, as very few firms have been able to align with the Influencer marketing (Tripathi, 2023). One of the major reasons of such hindered adoption of influencer marketing is due to the lack of easily understandable insights in key success factor and challenge that affect the efficiency of influencer marketing. In the findings of Ananda et al.  (2017), more than half of the six SME firms in the fashion industry have cited the absence of information in challenges and key drivers of influencer marketing as a credible factor for showing sceptic attitude to the integration of the influencer marketing campaigns. The research serves the purpose of bridging such knowledge gap in the key success factor of influencer marketing campaign by providing empirical evidence that are easily comprehendible to the small-scale firms in the fashion industry. Therefore, this research is important to the fashion industry as it changes their perception about the efficiency of influencer marketing campaign and drives their interest to adopt influencer marketing. Authenticity is an active construct which mainly impacts the consumer purchase intention towards the specific brands. Further, by social media, authenticity gives core value to the influencer marketing for achieving the company's real goals and effectiveness. Moreover, by the social media marketing, the authenticity given true value to the consumer behaviours for interacting with others. 
Social media marketing has significantly impacted on the behaviour of the consumer. further, Social media ins and dynamic sources by which consumers take an authentic discussion for pushing their products from the online sources. Moreover, in order to progress consumer purchasing decisions, 51% consumers mainly read the reviews by the implementation of social media marketing. Social media, huge amounts of influencers build their awareness in their particular products, and it has also impacted on the behaviour of the consumer. 
The best practices for influencer advertising which is, increased authenticity of the influencer marketing strategy. Further, by the eco consultancy, it has been examined that 61% of consumers prefer influencers, who mainly create authenticity by engaging content. In addition, the best influencers mainly show the value of the products by applying its uses in real life. 
Involvement of the decision-making process, the employees create concrete ideas for developing the brand image in the global world. Moreover, by developing a more intelligent marketing plan, the brand position achieved a successful business in the global market by developing their productivity. Mover, for developing more marketing decisions, the four Ps techniques gave opportunity to the markets for achieving their marketing objectives. 
The social media marketing research gave valuable insight to the consumer for developing their purchasing decision. Moreover, by social media marketing, the marketers know the audience purchasing levels and also influences their purchasing decisions for building their future marketing decisions. Further, it has also created a positive attention to the customer to develop their business in the global market.

Aim: 
The main aim of this research is to analyse the impact of influencer marketing on consumer behaviour in the fashion industry.

Objective: 
1. To examine how influencer marketing impacts consumer attitudes towards brands in fashion industry.
2. To examine whether social media marketing influences consumer purchase and behaviours in fashion industry.
3. To determine the opportunities and challenges of the fashion industry implementing influencer marketing strategies.

Research questions 

1. What is the effect of influencer marketing on the behaviour of consumers towards the brands in fashion industry?

2.  How much does social media marketing impact consumers' procurement intentions and behaviours in fashion industry?

3.  What are the opportunities and challenges of the fashion industry implementing influencer marketing strategies?

Hypothesis: 

1.  Social media marketing is essential to consumer buying decisions and impacts buying patterns and behaviour. 
2.  Different variables, including message credibility, alignment and involvement, impact the achievement and outcome of influencer marketing initiatives. 

Propositions:
 
1. The success of social media campaigns is determined by efficient targeting and involvement approaches that connect with the target audience's preferences and requirements. 
2. The presentation of social media marketing campaigns can impact consumer attitudes connecting brands and products, affecting purchasing decisions. 
3. The execution of influencer marketing directly impacts consumer purchasing decisions, guiding their perspectives and intention. 
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The iteration is designed into many chapters to give a detailed exploration of the effectiveness of influencer marketing on consumer behaviour. It includes an introduction, literature reviews, research methodologies, data analysis, discussion and conclusions, including limitations and recommendations. Every chapter emphasizes particular aspects of the study, participating in the overall topic interpretation. 
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The dissertation examines the effectiveness of consumer behaviour and social media marketing, emphasizing attitudes, purchasing intention and viewpoints. It aims to interpret the effect of influencer marketing, examine the role of brand ambassadors, and recognize factors participating in campaigning positive or negative outcomes. The research gives significant knowledge for strategic marketing decisions and future studies. 
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Chapter 2 Literature Review 
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A literature review is an essential analysis of present research and articles on a particular topic (Harris, 2019). It is significant for interpreting the present knowledge, recognizing gaps and guiding new research. This study analyses the efficacy of influencer marketing on consumer behaviour. It further discusses the theoretical framework of past research and recognized communication gaps, aiming to participate in interpreting this topic. 
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The base theory of the sub-disciple includes fundamental theories like the Source-Credibility Model, Hierarchy of Effects Model and Technology Acceptance Model (Camilleri and Kozak, 2023). These theories give a conceptual framework for interpreting how influencer marketing affects consumer behaviour. In addition, analysing different background aspects linked to the concepts, like characteristics and classification of influencers, the role of social media platforms, and variables impacting consumers' trust and view of influencers. It will give a detailed interpretation of the impact of influencer marketing. By tackling these aspects, the study can set up a strong base and generate valuable knowledge for the research. 
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The literature review section of research on the endorsements on consumer behaviour would examine the theoretical frameworks and models like the Source-Credibility Model, Technology Acceptance Model and Hierarchy of Effects Models (Gabriella and Agus, 2021). In addition, it would investigate related research problems, including attributes of influencers, social media platforms' roles, and variables influencing the perception and credibility of consumers. This explanation gives a theoretical base and valuable knowledge into the efficiency of influencer marketing on the behaviour of consumers. 
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The impact of social media marketing on how customers make buying decisions
According to Vermonter and Klieg, (2019), this research paper systematically investigates the effect of social media on consumer decision-making mechanisms for critical buying. The author emphasizes buying characterized by significant brand differences, deep consumer engagement and risk and is expensive and limited. The paper uses the classical EMB (Information search, alternative evaluation and Purchase decision) model to examine the role of influencer marketing in changing consumer perceptions. The research applies a quantitative survey and particular examiner influence of social media on buyer delight at different steps in the decision-making process mechanism. The research was performed among user friends of internet-based consumers in South-East Asia and only determined actual buying’s, excluding disregarded searches. 
As opined by Ansari et al.  (2019), this study was to investigate the impact of brand awareness and influencer content marketing on consumer buying decisions. The research gathered data through online interviews and a total of 150 participants, with 40% being males and 60% females. The objective was to analyse the connection between brand awareness, online marketing through social media and consumer buying decisions. Additionally, the outcomes revealed that brand awareness has a limited positive association with consumer buying decisions, while social media advertising has a significant positive association. 
According to Mason et al.  (2021), The COVID-19 pandemic has significantly affected consumer behaviour, particularly regarding social media utilization. Earlier research has mainly focused on the impact of a pandemic on proactive health habits rather than consumer behaviour. Moreover, the distinct situations created by the COVID-19 pandemic allow for analysing how consumers' digital media behaviours have changed during doubt. In order to interpret the effect, the authors recommend using the S-O-R Theory (Stimulus-Organism-Response) and Consumer Decision-Making Model put forward by Nicosia in 1982. The S-O-R Theory discusses how situational factors, such as the pandemic, can impact consumer attitudes and actions. The Consumer Decision-Making Model recognizes five decision-making stages and can be utilized to analyse specific changes in beliefs and behaviours. Using social media contributes a critical role in guiding consumer activity. The pandemic has caused a rise in social media utilization and rapid expansion in this domain. Integrated marketing messages on social media platforms can influence consumer attitudes and drive consumer actions. The article also emphasizes why people are drawn to social media, including its fulfilments, like attachment, attention-seeking, information sharing, social influence, habit and disclosure. Social media can also provide users with enjoyment, curiosity and satisfaction that lead to cognitive absorption. Moreover, it is significant to identify the possible adverse impacts of social media on mental health, like social media saturation and increased psychological distress. However, social media is rapidly growing as a communication tool between firms and buyers. 
In the Consumer Decision-Making Model, social media holds a prominent position. It can trigger product demands by initiating brand discussions and maintaining brand recognition. In the information search and product analysis stages, consumers often use social media for information from peer recommendations and influencer endorsement. Social media platforms also have the potential to support purchase decisions, although direct purchase through these platforms still needs to be higher. Consumers usually seek validation from family, experts, relatives and standpoints leaders to reduce risks linked to product purchases. 

The effect of social media marketing on buying patterns and behaviour
According to Ioana’s. (2020), this research article influences of social media on buying habits in the current digital era. It focuses on how consumers can now analyse and evaluate products leveraging technology, enabling them to label, critique and share their viewpoints. This trend has prompted several companies to engage in online networks, giving additional product knowledge and actively encouraging customer engagement to cultivate deeper relationships with their consumers. The reviews focus on the social media's function in impacting consumer posters and explain the significance of interpreting this effect through statistical investigation. The study involved 116 respondents and utilized statistical analysis to formulate conclusions about people and interpersonal variables. By examining the research factors, the researchers focused on developing a consumer demographic of active social media users. In order to deeply interpret how social media genuinely impacts consumer behaviour, the researcher executed a thorough statistical analysis using SPSS software and a digital survey tool. This examination aimed to uncover the degree of social media impact and its transformation into functional changes in consumer behaviour. 
As stated by Lakshmana. (2018), there is a Ground Theory for the decision-making procedure that can be interpreted through the "hierarchy of effects" (HOE) model by Lapidge and Steiner (1961), which emphasizes how consumers involve with promotion and advertising to engage with a brand. It engages awareness, feelings, insights and the decision to buy. Davis’s (1989) technological acceptance model examines the user's intention to integrate advanced technology, the belief-attitude-intention-behaviour model from the reasoned and planned behaviour theory. Social media states to internet-based platforms allowing users to develop and share content. It has been examined in public relations, involvement, promotion, networking, and branding. The platform comprises weblogs, micro-blogs, social media platforms, and visual content-sharing platforms. Social media marketing promotes adaptability in time, media, place and cost. Retail banking uses social media for marketing, involving customers and communicating. Purchase intention represents the probability of consumers purchasing a product or service. Interest, external factors, awareness and desires impact it. The attention, interest, desire, action (AIDA) model discusses the sequential levels of purchase decisions, from attracting interest to taking action. In contrast, the HOE model emphasizes the relationship between consumers and promoting brands, while the technology adoption model analyses users' motivation to utilize technology. They give various perspectives on choice-making. The HOE model focuses focusing brand perception and buying, while the technology acceptance model emphasizes technology integration. Social media marketing promotes organizational adaptability and broad reach but presents difficulties such as reputation management and tackling negative feedback or false information. 

The problems that support success or failure of influencer marketing campaigns 
As opined by Zak and Hasp ova, (2020), in modern interconnected markets, key influencers and opinion leaders have an essential effect on consumer choice. Influencers' markets possess knowledge, skills, and personal qualities that guide customers' approaches and choices. With the emergence of social media, influencers have obtained a platform to reach and engage with large audiences, enhancing their influence. Influencer marketing, where brands partner with influencers to drive product awareness or services, has established itself as a prominent strategy. Influencers' perspectives, attitudes and standpoints strongly influence consumer behaviour and product demand. Consumers trust influencers' suggestions and perceive them as reliable sources of information. Interpreting the typology of influencers is vital for efficient marketing. They can be segregated based on their reach, significance and response to the target audiences. Macro-influencers have an extensive reach but may need more connection, while micro-influencers have a smaller but more involved target audience. The authenticity and credibility of influencers also enhance their influence. Influencers significantly affect consumer attitudes, buying intention and performance. Moreover, the impact of influencer marketing depends on product segmentation. Influencers influence fashion, lifestyle products and other beauty products, while variables like price, effectiveness and quality play a more important role in jeweller, food and electronics. 
According to Wiedemann et al.  (2020), this study on influencer marketing. It addresses the theoretical background of influencer promotion, considering the needs of influencers and a case study analysis of an entry-level high-end fashion brand called BOSS. The theoretical background is that influencer marketing is a technique for getting your message out there. famous brands and opinion leaders on social media. Expertise, perception and investment are essential in customer connection. Influencers differ entirely from celebrities as they focus on genuine and online fame. Micro-influencers and high-profile influencers are individualized in their reach. The determination needs influencers; past research recognizes needs like the number of followers and expert knowledge. The Source-credibility Model includes desirability, expertise and credibility as primary needs for reliable sources. Brand satisfaction, reputation and perception are essential variables in the fashion industry. In the case study of the brand, which is an entry-level fashion brand, BOSS, influencers play an essential role in the apparel industry and the accessible luxury brands. As the company is entry-level, it emphasizes luxury at a reasonable price. The brand image, credibility and satisfaction for fashion like BOSS. In summary, value for money, introduction to influencer marketing, the need for high-achieving influencers, and a case study of BOSS as an affordable luxury fashion brand. 
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The recognized gaps for your investigation incorporate researching the effect of social networking on customer judgement for critical purchases, inspecting the part of influencer advertising in shifting customer perspectives utilizing the classic judgement model and concentrating on consumer fulfilment throughout the judgement operation.
Furthermore, identifying the impact of social networking on customer behaviour, assessing the level of effect and realistic transformation, and interpreting the aspects collaborating to the achievement and setbacks of impact on advertising programs are essential. Finding these spaces will collaborate in a better knowledge of digital networks' impact on consumer choice and the productivity of influencer advertising.

2.6 Modules
Influencer marketing is a famous path for businesses to set up meaningful influencer marketing on consumer behaviour, emphasizing attitudes, buying intention and opinions in fashion industry. As the digital era is booming, influencer marketing is overgrowing, and companies are getting opportunities to focus on the particular niche segment where the marketing becomes less compared to the earlier marketing strategies in fashion industry. 
The use of Honeycomb model is extensive in the fashion industry. Honeycomb model is defined as the model to review the efficiency of social media marketing campaign. In the fashion industry, the efficiency of social media media marketing is decided by the presence of high brand value of the firm. In an attempt to manage such brand value, the continuous monitoring of brand reputation is necessary and such requirement is met by Honeycomb model as the model uses reputation as social media building block and monitors the strength of sentiment and brand image of users, firms. Therefore, Honeycomb model is related to the fashion industry quite significantly. Honeycomb model comprises of seven elements whereas RACE is four step frameworks. This is one of the major differences. Furthermore, Honeycomb model analyses the strength and weakness of the social media marketing campaign whereas RACE framework is more inclined to illustrate the customer journey from initial contact to conversion. Therefore, one of the major differences between RACE and Honeycomb model is their purpose as RACE serves to identify customer touchpoints whereas Honeycomb model emphasises solitary assessment of the social media marketing campaign. However, a striking similarity is present between the two model which includes the managing relevancy of the social media content. It is because the reach stage in RACE focuses on promoting relevant content on the blog posts whereas the Presence building block in Honeycomb model signifies the importance of creating relevant content for higher target audience participation. 
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	Figure 1: Honeycomb Model (Kietzmann Et., al 2011)
	Figure 2: The RACE model (Eriksen-Coats, 2010)




The three-component attitude model comprises affective, cognitive and behavioural elements. In the fashion industry, most of the customers purchase from firms with CSR programs in procuring wool from small farmers as they feel the firms are contributing to the benefit of the society and their initiatives should be supported. This influence of feeling in the acts of purchase requires the examination of relation between emotion and purchase behaviour and such requirement is met by three component attitude model as the affective component is vested with the efficacy of analysing the relation between actions and emotional influences. Therefore, three component attitude model is associated with the fashion industry.  
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Figure 3: Tri-component attitude model (Vasa, L. and Mahajan, Y., 2022)

Most of the customers in fashion industry have been purchasing luxury clothes from premium brands in an attempt to build their status amongst their social peers. This is in alignment with the esteem needs of Maslow hierarchy of needs as it suggests that the customer makes decisions of buying expensive items in an attempt to illustrate their accomplishment to their friends and family. Therefore, it is observed that the Maslow Hierarchy is linked to fashion industry as it satisfies the esteem needs of the buyer. One of the major advantages of Maslow Hierarchy is that it helps in easily understanding customer motivation behind the purchase in fashion industry. However, the lack of testing concept of self-actualization empirically is one of the major disadvantages of Maslow Hierarchy Model. 
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Figure 4: Maslow Hierarchy of Needs (Xue et al., 2020)
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This chapter introduces the significance of literature reviews in examining the effectiveness of influencer advertising on consumer behaviour. It explains the base of the theories and various aspects concerned with influencer marking, including conceptual frameworks and past studies on the effect of influencers. The chapter also emphasizes the gaps in the present research to position the current study.
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Research methodology is the way that can symmetrically solve the problems which are related to the research. In the research methodology, the researcher adopted the problems of the research and also find the logic behind the problems. Research methodology provides the legitimacy of the research and also provides sound findings scientifically. In this research topic of how influencer marketing affects the customers will be discussed and research methodology is important for providing the details of the plan that will help to keep the research on track and also will help to make the process of the research smooth.

3.2 Diagram of the research onion

[image: ]
Figure 5: Research onion (Melnikovas, A., 2018)
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The philosophical position of any research refers to the thoughts of the researcher that helps to identify reliable and new knowledge about the research topic (Bleaker et al., 2019). There are four kinds of research philosophy, and they are interpretivist, positivist, realistic, and pragmatist. In this research paper, the positivism philosophy will be used and the reason behind it is that positivist philosophy emphasizes engaging the research material where the variables can be controlled and manipulated. An excerpt that uses positivist research philosophy the research had been conducted easily and will consume less time. 
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The paradigm position of the research refers to the framework into which the practice and the theories help to create the plan of the research in a discipline method. This position of the research helps to make the plan of the research and it also includes the aim of the research (Rehman and Aarthi, 2016). The kinds of paradigm positions are methodology, pragmatism, positivism, epistemology, and many more. In this research paper, the positivism research paradigm had been used as it can bring clarity to the research and also it can improve the quality of analysis and methods.
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Research approach mainly sets the direction in which the research is going. Research approach mainly depends on the type of data that is to be collected for research. Research approach is mainly of 3 types which are deductive approach, inductive approach and abductive approach. The research approach that has been used in this research paper is the inductive research approach and the reason behind it is that inductive research approach allows the researcher to be flexible and also helps to generate new theories (HR and Aithal, 2022). Apart from that, the research has been conducted in the primary research method, so inductive research approach is necessary for that. The research has also utilised secondary data from the different secondary sources such as the books, journals and articles for which deductive research approach has been taken into account. 
3.6 Strategies
The research onion's strategy layer relates to how the researcher wants to carry out the task, what technique of data collecting will be employed. This study based is quantitative research.
3.7 Type of investigation
Primary research, also known as field research, allows researchers to address specific study questions or objectives using methods such as interviews, surveys, observations, or experiments (Saunders, Thornhill, and Lewis 2015). 
During this work it is essential to use survey to found new information what is the base of the dissertation.
Secondary research is a research approach that use data gathered by someone else. In other words, secondary research occurs whenever you do study utilising data that already exists (George, 2023).
The literature review is included all secondary data what is get from the Secondary research from many books, and journals in this study.
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Methodology refers to the overarching strategy and also it refers to the rationale of a research paper. It involves researching the methods that are going to be used in the research paper. Methodological stance also refers to the process that develops the approaches that are related to the objectives of the research. The research paper regarding the topic, effect of the influencer marketing on the customer, has been conducted using the quantitative research method and the logic behind that is, this research method helps to get the outcomes that are reliable (Sürücü and MASLAKÇI, 2020). The research has been used the primary research method and therefore it is necessary to use the quantitative research method. The researcher has also used secondary data collection method to procure information about the effectiveness of influencer marketing on consumer behaviour in fashion industry and conduct thematic analysis. The researcher has also followed mixed method as the research focuses on primary and secondary data collection, which requires proper data triangulation, and such requirement is met by mixed method.

3.9 Time horizons
Cross- sectional
Because the study was done over a brief period of ten weeks, and data was gathered only at a single point within that time frame, the temporal horizon for this research is cross-sectional. Cross-sectional research collects data at a particular moment in time to offer a snapshot of the phenomena under investigation. Cross-sectional research typically employs survey technique (Saunders, Lewis, and Thornhill 2019).
[bookmark: _Toc792089256][bookmark: _Toc491494802][bookmark: _Toc2129179874][bookmark: _Toc1085521890][bookmark: _Toc1293926232][bookmark: _Toc75021432][bookmark: _Toc616919186][bookmark: _Toc603452948][bookmark: _Toc2023544837][bookmark: _Toc214427542][bookmark: _Toc909742646][bookmark: _Toc883001707][bookmark: _Toc588056273][bookmark: _Toc1432145113][bookmark: _Toc618887068][bookmark: _Toc1622593972][bookmark: _Toc1769045494][bookmark: _Toc1336231518][bookmark: _Toc1720610873][bookmark: _Toc89489319][bookmark: _Toc876889018][bookmark: _Toc1364405269][bookmark: _Toc1164959925][bookmark: _Toc1195186675][bookmark: _Toc1659768137][bookmark: _Toc467691994][bookmark: _Toc486624217][bookmark: _Toc1569447890][bookmark: _Toc670105956][bookmark: _Toc1987392979][bookmark: _Toc1233185962][bookmark: _Toc898371889][bookmark: _Toc1740435788][bookmark: _Toc141655018][bookmark: _Toc955089231][bookmark: _Toc515859771][bookmark: _Toc820554063][bookmark: _Toc676828242][bookmark: _Toc1036314704][bookmark: _Toc813650930][bookmark: _Toc1391850954][bookmark: _Toc1329821213][bookmark: _Toc1005956263][bookmark: _Toc590662871][bookmark: _Toc446933151][bookmark: _Toc474969740][bookmark: _Toc1320953493][bookmark: _Toc1944170805][bookmark: _Toc1369084481][bookmark: _Toc542942236][bookmark: _Toc856425382][bookmark: _Toc127195279][bookmark: _Toc1898627611][bookmark: _Toc1358488370][bookmark: _Toc572098242][bookmark: _Toc784469924][bookmark: _Toc326923787][bookmark: _Toc833128211][bookmark: _Toc1571922680][bookmark: _Toc209823181][bookmark: _Toc1142889797][bookmark: _Toc102250905][bookmark: _Toc1594769533][bookmark: _Toc1235403865][bookmark: _Toc842507617][bookmark: _Toc1762674990][bookmark: _Toc343760066][bookmark: _Toc1507249081][bookmark: _Toc810059267][bookmark: _Toc1516646101][bookmark: _Toc1237067193][bookmark: _Toc273293229]3.10 Stance of the Research Strategy and Design 
Research design and strategy in research refers to a plan that can answer a question set and it can be considered as a framework that includes the procedure and method in terms of collecting, analysing, and interpreting the data (Clarke et al., 2006). In this research paper, the exploratory research strategy has been used as it helps to investigate those research question that were not studied in depth before and also allow to identify the new data (Camargo et al. ,2019). Also, the research requires the exploration of the data that have been collected during the research. Another benefit of exploratory research strategy is by following this strategy some future research also can be conducted. The exploratory also helps the researcher to get a clear understanding of the research topic. Moreover, descriptive research design has also been incorporated which helps to analyse the secondary data effectively. 

[bookmark: _Toc337412904][bookmark: _Toc1531663838][bookmark: _Toc1773382590][bookmark: _Toc2080526121][bookmark: _Toc114333792][bookmark: _Toc1450031014][bookmark: _Toc1876602736][bookmark: _Toc1464025903][bookmark: _Toc1669189244][bookmark: _Toc1901385773][bookmark: _Toc1108436866][bookmark: _Toc1705111288][bookmark: _Toc518468210][bookmark: _Toc1204842725][bookmark: _Toc1191347153][bookmark: _Toc538925695][bookmark: _Toc1955595152][bookmark: _Toc1377469923][bookmark: _Toc900436217][bookmark: _Toc1854026761][bookmark: _Toc671094627][bookmark: _Toc291030425][bookmark: _Toc635673495][bookmark: _Toc1172775168][bookmark: _Toc471547011][bookmark: _Toc1743744878][bookmark: _Toc1264098711][bookmark: _Toc1890743206][bookmark: _Toc1572319852][bookmark: _Toc260910576][bookmark: _Toc1816924639][bookmark: _Toc922954849][bookmark: _Toc267763408][bookmark: _Toc5750270][bookmark: _Toc593435082][bookmark: _Toc582338529][bookmark: _Toc1917519183][bookmark: _Toc1235951859][bookmark: _Toc2112484999][bookmark: _Toc1359963784][bookmark: _Toc803983928][bookmark: _Toc198143659][bookmark: _Toc1626578978][bookmark: _Toc687092868][bookmark: _Toc259119282][bookmark: _Toc1162991674][bookmark: _Toc349652378][bookmark: _Toc1989525753][bookmark: _Toc1289992026][bookmark: _Toc143107283][bookmark: _Toc1037038827][bookmark: _Toc1659529159][bookmark: _Toc2045307211][bookmark: _Toc231755730][bookmark: _Toc1824818467][bookmark: _Toc1857736444][bookmark: _Toc1006870810][bookmark: _Toc879015738][bookmark: _Toc1710815788][bookmark: _Toc54815171][bookmark: _Toc2114211265][bookmark: _Toc145902854][bookmark: _Toc295460783][bookmark: _Toc1299489054][bookmark: _Toc886865887][bookmark: _Toc547220266][bookmark: _Toc330524332][bookmark: _Toc620137181][bookmark: _Toc1259033139][bookmark: _Toc1281911546][bookmark: _Toc1445467821][bookmark: _Toc1892237803]3.11 Research Population and Sample 

Sample size
Because the goal of this study is to evaluate the influence of social media platforms on customer relationship management in the luxury fashion business, the target demographic comprises of social media users who follow and/or purchase luxury fashion companies. Initially. Given the limited time schedule for the project, a sample size of 50 respondents was deemed sufficient to address the research objectives for this study. However, 57 replies were obtained throughout the data collecting procedure, slightly surpassing the anticipated sample size. Although a larger sample size might improve the accuracy of the results, the researcher feels that this sample size strikes a good compromise between the dependability of the results, the feasibility of data collecting, and the project's short time period. Access to the sample size was gathered through several social networks where the researcher has an account, as well as through friends who helped attain the sample size by posting the survey on their accounts. This method allowed for quick data collecting and a diverse range of responders.
Sample type age gender 
The online questionnaire targeted users of fashion-related social media channels, including people of both genders. Participants were age independent, from varied social backgrounds, geographically distributed in the United Kingdom and Hungary, and represented various cultural backgrounds.
Sampling method 
The participants in this study chosen using non-probability sampling (non-random sampling). Non-probability sampling is a sampling approach that employs non-random characteristics to answer a research question, such as the availability, geographical closeness, or expert knowledge of the persons you wish to examine. Non-probability sampling is employed when the population parameters are unknown or cannot be identified individually. (Nikolopoulou, 2022)
The reason why used non-random sampling for the survey, because it is quick and easy to find participants on the social media platform like Facebook whose are completed the questionnaire.
Convenience sampling method (advantages and disadvantages)
Advantages
1. Convenience sampling is a low-cost method of data collection.
2. It can be used as an intervention to address dissatisfaction.
3. This sampling strategy yields a variety of qualitative data.
4. When collecting data, this study strategy saves time.
5. Convenience sampling simplifies the research procedure.
6. When employing this approach, the data is immediately available.
7. There are few guidelines for gathering data.
8. Notations concerning potential bias can increase the work's validity.
Disadvantages
1. A convenience sample fails to provide a representative outcome.
2. A convenience sample makes it easy to supply incorrect data.
3. It is difficult to reproduce the results of convenience sampling.
4. Some researchers are unfamiliar with the nuances of convenience sampling.
5. The sampling procedure may be influenced by researcher bias.
6. This study approach has a substantial reliance issue.
7. Subgroup differences are not identified by convenience sampling.
Convenience sampling is most beneficial during the investigation stage of research. If a brand or business wants to collect pilot data to detect or repair flaws, the feedback provided through this strategy can offer access to information that would not otherwise be shared with them. When compared to the other sample approaches, convenience sampling is the most straightforward. It is also prone to selection bias and other effects outside the researchers' control. That suggests there is a significant amount of sampling error, which reduces the data's trustworthiness. These pros and downsides of convenience sampling give an overview of this qualitative research attempt. It would be ideal to test the entire population in order to get data, but doing so would be nearly impossible. Because it is quick and affordable, this is the predominant technique of data collection nowadays (Gaille, 2020).

[bookmark: _Toc869804428][bookmark: _Toc108693223][bookmark: _Toc398887041][bookmark: _Toc471241394][bookmark: _Toc66997752][bookmark: _Toc243311313][bookmark: _Toc1846468898][bookmark: _Toc1455074079][bookmark: _Toc1722201920][bookmark: _Toc313305107][bookmark: _Toc245290003][bookmark: _Toc1120027499][bookmark: _Toc946037949][bookmark: _Toc1264361749][bookmark: _Toc26669281][bookmark: _Toc1807316517][bookmark: _Toc1760872125][bookmark: _Toc1748049692][bookmark: _Toc1487482004][bookmark: _Toc791077063][bookmark: _Toc1534736565][bookmark: _Toc1991439254][bookmark: _Toc46919419][bookmark: _Toc2009653949][bookmark: _Toc2088753824][bookmark: _Toc344020528][bookmark: _Toc1513493319][bookmark: _Toc1779438194][bookmark: _Toc694116280][bookmark: _Toc924907657][bookmark: _Toc1499201613][bookmark: _Toc1759556133][bookmark: _Toc913898313][bookmark: _Toc1135882679][bookmark: _Toc1555597607][bookmark: _Toc227718228][bookmark: _Toc634621252][bookmark: _Toc270205110][bookmark: _Toc2084772585][bookmark: _Toc427890513][bookmark: _Toc1731962009][bookmark: _Toc519716118][bookmark: _Toc36518719][bookmark: _Toc2099955949][bookmark: _Toc1719776161][bookmark: _Toc743835739][bookmark: _Toc1427577871][bookmark: _Toc1264413649][bookmark: _Toc1806203658][bookmark: _Toc499414770][bookmark: _Toc1652512996][bookmark: _Toc1029709964][bookmark: _Toc1590653208][bookmark: _Toc799158062][bookmark: _Toc618970666][bookmark: _Toc2065646160][bookmark: _Toc1506336838][bookmark: _Toc1794012370][bookmark: _Toc743056626][bookmark: _Toc1684146978][bookmark: _Toc1995420540][bookmark: _Toc1207447341][bookmark: _Toc1101987486][bookmark: _Toc1539531431][bookmark: _Toc799557933][bookmark: _Toc1517460480][bookmark: _Toc1696954358][bookmark: _Toc2004287309][bookmark: _Toc752607381][bookmark: _Toc749599090][bookmark: _Toc198385606][bookmark: _Toc1653282328]3.12 Data Collection and data analysis 
Data collection is one of the major aspects of any research as based on it, what findings can be obtained from research that can be determined. An appropriate collection of data can lead to the appropriate determination of the results of any research. In this research method primary data collection and secondary data collection has been used. Primary data collection provides the outcome that is more reliable and more accurate (Hofman et al., 2019). A survey has been conducted among 57 participants and questions have been asked to them. The questionnaire has been prepared with the use of Microsoft forms, closed ended questions and demographic questions. The questionnaire has been attached in the appendix. 
Data analysis and the data collection refers to a series of charts, maps and graphs that is used to present a huge amount of data during the research. The reason why the primary data collection has been used is that the data that the research paper gets as a outcome is more reliable and unbiased. 


[bookmark: _Toc1297209354][bookmark: _Toc1188353806][bookmark: _Toc58244948][bookmark: _Toc771690948][bookmark: _Toc609232164][bookmark: _Toc540587972][bookmark: _Toc798936581][bookmark: _Toc1910458641][bookmark: _Toc666461539][bookmark: _Toc410770294][bookmark: _Toc77795723][bookmark: _Toc401940159][bookmark: _Toc1244310727][bookmark: _Toc713808328][bookmark: _Toc1893800277][bookmark: _Toc167296111][bookmark: _Toc1490141237][bookmark: _Toc1701064904][bookmark: _Toc408456419][bookmark: _Toc1193896876][bookmark: _Toc2079069616][bookmark: _Toc1358751479][bookmark: _Toc2072708743][bookmark: _Toc1563471547][bookmark: _Toc1483469725][bookmark: _Toc435349088][bookmark: _Toc882426834][bookmark: _Toc887429301][bookmark: _Toc1868622960][bookmark: _Toc1884583953][bookmark: _Toc319882436][bookmark: _Toc1619191963][bookmark: _Toc890536904][bookmark: _Toc1127082792][bookmark: _Toc1535897921][bookmark: _Toc2044964601][bookmark: _Toc1702363679][bookmark: _Toc2001561675][bookmark: _Toc969306553][bookmark: _Toc323020241][bookmark: _Toc273875527][bookmark: _Toc1479471548][bookmark: _Toc293396][bookmark: _Toc545930993][bookmark: _Toc1055504817][bookmark: _Toc1913087974][bookmark: _Toc2014144224][bookmark: _Toc2032055590][bookmark: _Toc562465345][bookmark: _Toc1989338936][bookmark: _Toc1589888444][bookmark: _Toc1661414244][bookmark: _Toc686123019][bookmark: _Toc2007632893][bookmark: _Toc2118495335][bookmark: _Toc52347091][bookmark: _Toc935039663][bookmark: _Toc1923185493][bookmark: _Toc452903559][bookmark: _Toc1208028571][bookmark: _Toc408738007][bookmark: _Toc747389815][bookmark: _Toc1108825855][bookmark: _Toc1979654851][bookmark: _Toc605880550][bookmark: _Toc478621791][bookmark: _Toc1518776164][bookmark: _Toc499761765][bookmark: _Toc1836961733][bookmark: _Toc1540967450][bookmark: _Toc790747127][bookmark: _Toc826420471]3.13 Ethical Consideration of the Research 
Ethical consideration of research refers to the set of principles that guides your research practices and designs. The principles of ethical consideration include informed consent, voluntary participation, anonymity, and many more. Ethical consideration should be included in the research as it will help to protect the right, dignity, and welfare of the participants of the research. It also helps to maintain the relationship between the researcher and the participants (Britain et al., 2020). confidentiality and privacy are included in the quantitative research strategy that had been used in this research method. During the time of the survey, consent has been taken from all the individual as it includes the ethical consideration. According to the data protection act, 2018, personal data of every individual is important and should be secure (Hoofnagle et al. ,2019). As per the act, no kind of data breaching happened during the time of the of the survey.

[bookmark: _Toc163121026][bookmark: _Toc1031381698][bookmark: _Toc611215983][bookmark: _Toc1915805505][bookmark: _Toc267608729][bookmark: _Toc630868960][bookmark: _Toc1552003755][bookmark: _Toc1196867829][bookmark: _Toc335965170][bookmark: _Toc2023583010][bookmark: _Toc689000090][bookmark: _Toc475929846][bookmark: _Toc1859783196][bookmark: _Toc218705783][bookmark: _Toc1168717855][bookmark: _Toc3491404][bookmark: _Toc1876186993][bookmark: _Toc862988091][bookmark: _Toc399759017][bookmark: _Toc2022229306][bookmark: _Toc14266221][bookmark: _Toc518088678][bookmark: _Toc132730901][bookmark: _Toc1762943461][bookmark: _Toc590885808][bookmark: _Toc2141651081][bookmark: _Toc1032263730][bookmark: _Toc1534165600][bookmark: _Toc1868419077][bookmark: _Toc1407980178][bookmark: _Toc1408097566][bookmark: _Toc774822279][bookmark: _Toc1551604978][bookmark: _Toc1461722069][bookmark: _Toc1333178749][bookmark: _Toc1370728411][bookmark: _Toc1812558460][bookmark: _Toc1474283285][bookmark: _Toc1497420201][bookmark: _Toc898837559][bookmark: _Toc653780712][bookmark: _Toc566630975][bookmark: _Toc1303317814][bookmark: _Toc299815356][bookmark: _Toc970748319][bookmark: _Toc709150232][bookmark: _Toc1387817666][bookmark: _Toc2002506097][bookmark: _Toc1723842455][bookmark: _Toc874791219][bookmark: _Toc1769430182][bookmark: _Toc1217120731][bookmark: _Toc1200194367][bookmark: _Toc778987873][bookmark: _Toc574022101][bookmark: _Toc2146212165][bookmark: _Toc2045492896][bookmark: _Toc731906195][bookmark: _Toc1622115103][bookmark: _Toc232123983][bookmark: _Toc506571843][bookmark: _Toc1882728610][bookmark: _Toc1288279549][bookmark: _Toc1912397934][bookmark: _Toc233823210][bookmark: _Toc977509612][bookmark: _Toc215471865][bookmark: _Toc1535762066][bookmark: _Toc113651269][bookmark: _Toc1486166169][bookmark: _Toc1661729422][bookmark: _Toc1489559308]3.14 Resource ethics 
Resource ethics mainly refers to the moral and ethical principles for protecting the dignity, rights and welfare of the research participants. Moreover, this ethics in research mainly involves the human being for ensuring the appropriate ethical standards which are upheld. Moreover, research ethics are also involving to the application of the fundamental principle for implementing the quality of the research. On the other hand, it has also misconducted the regulation of the research. For example, workplace integrity is the best example of resource ethics. Further, resource ethics minimised the harms and risks and also gave the benefits to the researcher to implement the ethical behaviour and integrity in research. According to the data protection act 2018, the resources such as the data and information that has been taken into account has been kept confidential and all the information has been kept under proper security effectively. 

[bookmark: _Toc450949080][bookmark: _Toc2093376292][bookmark: _Toc758555334][bookmark: _Toc477207319][bookmark: _Toc822807760][bookmark: _Toc1627329560][bookmark: _Toc1703933293][bookmark: _Toc1615338890][bookmark: _Toc1415081538][bookmark: _Toc2025377527][bookmark: _Toc1073202957][bookmark: _Toc1793210166][bookmark: _Toc438879284][bookmark: _Toc496522357][bookmark: _Toc1206305464][bookmark: _Toc3868138][bookmark: _Toc1559136627][bookmark: _Toc1809667971][bookmark: _Toc13510711][bookmark: _Toc968655695][bookmark: _Toc533929897][bookmark: _Toc2123085294][bookmark: _Toc682584016][bookmark: _Toc1271153438][bookmark: _Toc2026506957][bookmark: _Toc1139865201][bookmark: _Toc645026833][bookmark: _Toc575153985][bookmark: _Toc649480707][bookmark: _Toc539131365][bookmark: _Toc1582972898][bookmark: _Toc317657958][bookmark: _Toc1575101620][bookmark: _Toc710396262][bookmark: _Toc1506689225][bookmark: _Toc1437976889][bookmark: _Toc467384680][bookmark: _Toc1793875360][bookmark: _Toc294178641][bookmark: _Toc914030616][bookmark: _Toc1767053176][bookmark: _Toc1764973116][bookmark: _Toc1193074258][bookmark: _Toc329164716][bookmark: _Toc1081379618][bookmark: _Toc1149831227][bookmark: _Toc280685193][bookmark: _Toc394242231][bookmark: _Toc299327209][bookmark: _Toc1419451634][bookmark: _Toc1898778325][bookmark: _Toc1950895983][bookmark: _Toc1033989358][bookmark: _Toc867134043][bookmark: _Toc2135637576][bookmark: _Toc940466925][bookmark: _Toc1646454243][bookmark: _Toc1473915575][bookmark: _Toc1707683217][bookmark: _Toc71190499][bookmark: _Toc1887949441][bookmark: _Toc1999917057][bookmark: _Toc949499206][bookmark: _Toc110542085][bookmark: _Toc820392409][bookmark: _Toc1115474289][bookmark: _Toc985054395][bookmark: _Toc2013927196][bookmark: _Toc537169064][bookmark: _Toc1269407713][bookmark: _Toc1947890915][bookmark: _Toc1383598378]3.15 Summary of the chapter
In conclusion, it can be concluded that the research paper which had been conducted on the effect on the customers of influencer marketing, used the positivism research philosophy and positivism paradigm. The research approach that had been used is the quantitative and post-positivism belief. Convenience sampling had been used to collect the data and the data will be collected with the help of Microsoft excel.

[bookmark: _Toc1227163659]Chapter 4: Analyses of the data and results
[bookmark: _Toc73103508]4.1 Introduction

This part provides an in-depth examination of the data gathered in order to answer the study objectives and develop significant findings. The quantitative data was organised, analysed, and interpreted using a methodical methodology by the researcher. The data analysis results are presented simply and concisely, including tables and graphs to aid understanding and debate. 
[bookmark: _Toc1554340324]4.2 Questions and answers

The survey questionnaire 
Question 1

	
What is your gender?


	Women
	68

	Man
	32

	Prefer not to say
	0


Figure 6: Qeestion1: Table (Created by the researcher)
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Figure 7: Question 1 Answers  (Created by researcher)
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Figure 8: Question 1. Gender representation (Created by the researcher)
Results discussion: As the Figure 8 shows all responders chosen from man and women group. More than half of the respondents are women (68%) and 37 % of man took part in the research.


Question 2

	
What is your age?


	Under 18
	1

	18-24
	3

	25-34
	20

	35-44
	23

	45-54
	10


Figure 9: Question 2. Table (Created by the researcher)
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Figure 10: Question 2 Answers (Created by the researcher)
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Figure 11: Question 2 Age representation (Created by the researcher)

Results discussion: As depicted in Figure 11, with the most significant responders falling into the 25-34 age group (20 people) and the 35-44 age group with 23 people. Then followed by the older age group 45-54 years with 10 people. These three categories as shown in Figure 9 the represented 73% (35%+40%+18%) of the total participants and the remaining 7% of respondents were spread the 18-24 group (3 people	) and the under 18 (1 people). 


Question 3
	
Are you working in the fashion industry?


	Yes
	4

	No
	50

	I worked
	3



Figure 12: Question 3. Table (Created by the researcher)
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Figure 13: Question 3 Answers (created by researcher)
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Figure 14: Question 3. Working rate representation (Created by the researcher)

Results discussion: As depicted in Figure 14 most of the responders (88%) as not working in the fashion industry and the total of 7% working and just 5% is worked in the fashion industry.

 
Question 4
	
How long have you been working in fashion industry?


	1 year
	1

	2 year
	1

	3 year
	0

	More
	5

	0
	49


Figure 15: Question 4. Table (Created by the researcher)
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Figure 16: Question 4 Answers (created by the researcher)
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Figure 17: Question 4.  Working years representation (Created by the researcher)

Results discussion: As illustrated Figure 17 the most of responders answered for these questions is zero.  (89%). 


Question 5
	
Do you agree that the influencer marketing affects fashion industry?


	Options
	Strongly agree

	Agree
	Neither agree nor disagree

	Disagree

	Strongly disagree


	Answers
	16
	29
	10
	1
	1

	%
	26.3
	52.6
	17.5
	1.8
	1.8


Figure 18: Question 5. Table (Created by the researcher)
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[bookmark: _Int_A6SQODBs]Figure 19: Question 5. The influencer marketing affects fashion industry? Representation (Created by the researcher)
Results discussion: Is the most common answer to this question is agree (52,6%) according to the respondents, as the show Figure 19. 26.3 % is strongly agree with this question. Both of Disagree and Strongly Disagree group with (1,8%) answered for that question.


Question 6
	
Do you agree that social media marketing impact consumers procurement intentions in fashion industry?


	Options

	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	Answers
	15
	30
	10
	1
	1

	%
	33.9
	50
	12.5
	1.8
	1.8


Figure 20: Question 6. Table (Created by the researcher)
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Figure 21: Question 6. Social media impact consumers procurement in tentions in fashion industry? Representation (Created by the researcher)

Results discussion: According to the data presented in Figure 21 the half of responders (50%) answered with agreed, and 33,9 % is strongly agreed with that the social media marketing impact consumers procurement intentions in fashion industry. The remaining answers 3,6% is half part disagree (1.8%) and strongly disagree (1.8%).



Question 7
	Do you think that social media marketing impact customer behaviours in fashion industry?

	Yes
	42

	No
	2

	Maybe
	14


Figure 22: Question 7. Table (Created by the researcher)
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Figure 23: Question 7 Answers (created by researcher)
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Figure 24: Question 7. Social media marketing impact costumer behaviours in fashion industry representation (Created by researcher)

Results discussion: According to Figure 24 the responders the most part (72%) thinks that the social media marketing impact costumer behaviours in fashion industry, the 24% responders think not and only 4% think is maybe.


Question 8 
	
Do you agree that the influencer marketing campaigns is successful for the SME in fashion industry?


	Options
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	Answers
	12
	30
	12
	3
	0

	%
	21.4
	51.8
	21.4
	5.4
	0


Figure 25: Question 8. Table (Created by researcher)
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[bookmark: _Int_nId4QZfy]Figure 26: The influencer marketing campaigns is successful for the SME industry? Representation (Created by researcher)
Results discussion: Based on data in Figure 25 more than half of part participants (51,8%) agree with the question. The strongly disagree group, and neither agree nor disagree group both of responders   answered in this question with 21,4%. 3% of participants disagree and nobody is strongly disagreeing that the influencer marketing campaigns is successful for the SME industry.

Question 9
	
Do you agree that the influencer marketing campaigns is successful for the SME (small and medium enterprises) in fashion industry?


	Options
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	Answers
	15
	26
	15
	1
	0

	%
	26.3
	45.6
	26.3
	1.8
	0


Figure 27: Question 9 representation table (created by researcher)
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[bookmark: _Int_j3TW6MCh]Figure 28: The influencer marketing campaigns is successful for the SME in fashion industry? Representation (Created by researcher)
Result discussion: Based on data in Figure 27 more the most of part participants (45.6%) agree with the question. The strongly disagree group, and neither agree nor disagree group both of responders   answered in this question with 26.3%.  Only 1% of participants disagree and nobody is strongly disagreeing that the influencer marketing campaigns is successful for the SME in fashion industry.


Question 10
	
What do you think are the key factors of influencer marketing campaigns in fashion industry?


	Target audience reach
	12

	Relevant personality from the industry
	12

	Budget
	6

	All of the above
	27


Figure29: Question 10 table (Created by researcher)
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Figure 30: Question 10 Answers (Created by researcher)
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 Figure 31: The key factors of influencer marketing campaigns in fashion industry?  Representation (Created by researcher)

Result discussion: As the Figure 31 shows the responders chosen the target audience reach and the relevant personality from the industry are the key factors of influencer marketing campaigns in fashion industry with 21%, the 11% choose is the budget, and the most of respondents (47.5) think is all the above are key factors.

Question 11
	
Do you think the influencer marketing campaign in fashion industry needs improvement?


	Yes
	24

	No
	8

	Maybe
	25


	                                 Figure 32: Question 11 Table (Created by researcher)
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	                            Figure 33: Question 11 Answers (Created by researcher)
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Figure 34: The influencer marketing campaign in fahin industry needs improvement? Representation (Created by researcher)

Result discussion: According to the Figure 34 the yes (42%) and no (44%) answer is very similar in the responders in this question. Just the responders 14% chosen maybe from the answers.

[bookmark: _Toc533690248]4.3 Conclusion

A total of 57 people responded to all of 11 questions in the survey, this is more than exepted, so the suervey proved to be successful. The responders are comes from different ages, genders with different answers. Most of people who is fill it the survey is not working  and worked in the fashion industry. More  responders is agree that the influencer marketing affects fashion industry,the social media marketing impact consumers procurement intentios in fashion industry and the influencer marketing campaings is succesful for the SME in fashion industy. The answers shows as well as the key factors of influencer marketing campaigns in fashion industry mainly is relevant personality from the industry, and the target audience reach, but many responders is answered  all of the above, what is included the budget as well.
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[bookmark: _Toc1929654360]Chapter 5: Conclusions, Limitations & Recommendations 
[bookmark: _Toc388954518]5.1: Introduction	
The conclusion, limitation and recommendation chapter is essential in a study on the efficacy of influencer marketing on consumer behaviour. It shows the finding and knowledge obtained from the study, recognizes the study's restriction, and gives actional suggestions for marketers to improve their endorsement techniques and efficiently impacts consumer behaviour. 
[bookmark: _Toc1294402261]5.3: Conclusions on the research problems 
The literature reviews examine present research on the results of influencer marketing on consumer behaviour, investigation of the theoretical framework and past studies. It analyses social media's impact on decision-making, purchasing patterns, and variables influencing campaign achievement or lack thereof. This research provides essential knowledge of influencers' influence on consumer behaviour.
[bookmark: _Toc1589942400]5.4: Limitations of the Research
One limitation of this research is the possible difficulty in correctly measuring consumer choice procedures and the impact of influencer marketing. In addition, the fast-changing nature of social media platforms and consumer trends and patterns in digital time may hinder making inferences about future contexts. 
[bookmark: _Toc1270561919]5.5: Recommendations
Further research areas for assessing the social media's effect on consumer behaviour, exploring social media marketing's impact on high-engagement buying's, analysing the connection between perception, influencers marketing and consumer purchasing decision, and examining changes in consumer choice and preferences during the COVID-19 pandemic. Examining the social media's part in impacting consumer viewpoints and behaviours, researching variables participating in the success or failure of social media influencers' campaigns and examining the requirements and qualities of influencers in various industries. 
[bookmark: _Toc2121310558]5.6: Summary of Chapter 5
The conclusion of the chapter summarises the research's findings, limitations and suggestions for markets. It means that digital network marketing impacts consumer buying behaviour, with variables like influencer-identity integration and message reliability influencing influencer advertising achievement. Valuable knowledge of influencer-driven impacts on consumer choice is provided. 
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