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[bookmark: _heading=h.bw313kisvknt]1. Introduction  
[bookmark: _heading=h.23u8l4w6994f]1.1 Background 
Digital marketing has gained prevalence across different industries due to its efficiency in reaching worldwide audience and creating emotional connection with consumers. Among digital marketing trends, influencer marketing has been largely applied as its estimated worth is increased up to $32.55 billion by the year 2025, as compared to the figure of US$24 billion in 2024 (Influencer Marketing Hub, 2025). Influencer marketing is further projected to exceed US$10.52 billion in the US alone in 2025, which is a 23.7% increase per year (Clark, 2025). A notable example includes Nike’s campaign with Serena Williams, a notable tennis personality in the campaign “You Can’t Stop Us”, highlights the company’s emphasis on using social media personalities and celebrities to influence customers’ decisions. 
[image: ]
[bookmark: _heading=h.stmdmnl4xycl]Figure 1: Influencer marketing spending
(Source: Clark, 2025)
[bookmark: _heading=h.i3q6vitzx77a]1.2 Rational Research
A key factor driving influencer marketing involves its ability to generate authentic connection with audience, as majority of people find influencers as a trusted source for product or service reviews. A study found that by 2025, 61% of buyers will trust influencer recommendations more than any traditional advertisements (IZEA, 2024). However, despite its popularity a key challenge surrounding influencer marketing involves lack of trust and confusion rising amongst consumers, leading to trust issues, as the influencers’ content steadily transforming to promotions instead of genuine reactions. Marketing spending can be unproductive without knowledge of how content led by influencers creates brand trust and purchase intention. In the UK, despite the high levels of influencing purchase intentions, trust failed to mediate the same in the expected manner. This shows that there is disconnect between influencer reach/engagement and meaningful consumer behaviour.
This has created an issue as despite investing in influencer marketing, generating a higher ROI has become difficult with majority of consumers losing confidence on influencers at present. In 2024-25, 77% of people who use social media have experienced barriers in relying on the content delivered by the influencers (Amraandelma, 2025). However, the rising number of people using social media and the trends of viewing user-generated content highlights a potential of consumer steadily relying on influencers over traditional advertising. The size and budget of influencer marketing are increasing, though there are doubts surrounding whether it is a strategy worth the significant numbers. This study intends to shed light on the ways influencer marketing impacts on brand trust and purchase intention, and most importantly, the mediating effect of trust through secondary sources of worldwide campaigns by a large brand. It will provide data on what attributes of influencer and campaign variables actually contribute to the consumer trust and purchase intention, to be planned more effectively by the brands.
[bookmark: _heading=h.uvc42c65rsom]1.3 Aim and Objective
Aim
The aim of this research is to evaluate the impact of digital influencer marketing on brand trust and purchase intentions by analysing Nike’s Global Campaigns
Objectives
· To identify the impact of digital influencer marketing on brand trust and purchase intentions by analysing Nike’s Global Campaigns
· To assess the challenges and opportunities of digital influencer marketing in increasing brand trust and purchase intentions
[bookmark: _heading=h.1yft8d8d0jkv]1.4 Research Questions
The research questions are:
RQ1: What is the impact of digital influencer marketing on brand trust and purchase intentions by analysing Nike’s Global Campaigns?
[bookmark: _heading=h.z9jvn5rerfn9]1.5 Research Significance 
The research significance lies in various factors, such as how digital marketing is enhancing knowledge on the trust-intention pathway in influencer marketing. The findings of the research can offer Nike and other international brands practical advice on how to organise influencer partnerships to create a long-term consumer relationship and generate sales. Since influencer partnerships are primary aspects of marketing budgets, it is crucial to find consistent measures of success along with engagement metrics and utilise these in strategy planning. The research is significant as it can assist marketers to maximise influencer choices, content genuineness, and platform plan to maximise return on investment (ROI). 
[bookmark: _heading=h.5p4qr0f2myy]2. Literature Review	
[bookmark: _heading=h.bmg13ceb8j8z]2.1 Impact of digital influencer marketing on brand trust and purchase intentions 
The impact of digital influencer marketing on brand trust and purchase intentions can be seen at various levels that have increasingly contributed to a brand’s success. In this context, the study of Ozkan and Yerezhep (2023) highlights that the relationship between influencer credibility and purchase intention is mediated by brand trust to some degree. The research employs a quantitative survey method and utilises 412 survey participants as social media users. The research proves that influencers increase consumer trust in a case where the content the influencer posted is aligned with brand values and focuses on trust as a catalyst. On the other hand, Chen et al. (2024) encountered differences in cultural and platform matters, showing that the influence of influencers does not have a similar effect in all parts of the world and refers to authenticity and expertise as a set of direct drivers. The research employed a structural equation modelling (SEM) approach on several markets. Therefore, the findings imply that the mechanisms of building trust through influencers might vary in different regions and across platforms and will need a delicate touch to maintain both credibility and intent to purchase.
[bookmark: _heading=h.t0krg2jg5fos]2.2 Factors influencing brand trust and purchase intentions of consumers, based on digital influencer marketing 
In terms of factors, aspects like attractiveness, expertise, trustworthiness, and homophily positively, and Higher source credibility immensely influences brand trust and purchase intentions of consumers. The findings of the research by Pereira et al. (2023) have demonstrated that the increase in the level of trust due to the credibility and authenticity significantly influences the increase in purchase intention as well as the identification of human influencers. The study used a quantitative survey in the Structural Equation Modelling (SEM) framework. Similarly, the study results of Cao et al. (2025) reveal that perceived value and purchase intention are influenced positively by the credibility of a source and consumer responses, and it is also mediated by the generational cohort. The study has applied a quantitative SEM approach in analysing the virtual influencer marketing and generalising the concept to virtual influencers, which is more faithful to the digital context. Therefore, the results of the study reveal that any successful influencer marketing, whether human or AI-powered, must have brand trust, sincerity and substantial engagement to trigger consumer trust and purchase behaviour.
[bookmark: _heading=h.cdrel0dvh2ax]2.3 Challenges and opportunities of digital influencer marketing in increasing brand trust and purchase intentions
The challenges and opportunities of digital influencer marketing contain authenticity and influencer-consumer alignment as having too much commercialisation. In this context, Evrianti et al. (2025) findings validated that the relationship is mediated by trust, like credibility and authenticity of the influencers to consumers enhances consumer trust, which in turn leads to purchase intention. The findings point out that it can be an opportunity for the brands to establish trust by actual collaborations with influencers by employing a quantitative survey and Partial Least Squares Structural Equation Modelling (PLS-SEM). On the contrary, Adaba et al. (2025) research emphasises that it is difficult to be authentic in an oversaturated, commercialised space. The research performed an empirical quantitative investigation with regression modelling through various social media sites and presented ambiguous results: although influencer credibility positively influenced engagement, over-commercialisation lowered the trust and undermined the intentions to purchase. This implies that the global influencer strategy used by Nike should be consistent, transparent, and authentic to enhance brand trust and long-term loyalty of the consumer.
[bookmark: _heading=h.qs6fhphb8bs6]2.4 Recommendations to mitigate challenges in enhancing brand trust and purchase intentions 
In the context of providing recommendations to mitigate challenges associated with brand trust and purchase intentions, it requires encouraging influencer-led storytelling and limiting overtly promotional content, leveraging micro-influencers. In this context, Liao and Chen (2024) found that brand trust and engagement are highly achieved through authenticity that leads to purchase intentions. By utilising a mixed-method research method that integrates both the experimental design and the content analysis to address the issue of the impact of the authenticity-management strategies of influencers. By focusing on the aspect of authenticity as a proactive way of building trust, including emotional storytelling, disclosure transparency, and value-driven messages, for consumer engagement. However, Lim et al. (2025) highlight the aspect of transparency as a defensive measure of countering the erosion of trust. By employing a quantitative survey and Structural Equation Modelling (SEM) to investigate the effect of parasocial relationships and disclosures of sponsorship on perceptions of influencer content. The research discovered that over-commercialisation lowers the level of trust and openness, and honesty of sponsorship boosts brand credibility. The findings indicate that brands like Nike require focus on long-term, authentic partnerships with influencers and promote authentic narratives to reduce difficulties in maintaining trust and buying intentions.
[bookmark: _heading=h.x1qipimjwpoj]2.5 Theoretical 
[bookmark: _heading=h.avvwiynjdy2k]Source Credibility Theory
Theory of Source Credibility addresses how perceived credibility of a communicator, including expertise, trustworthiness and attractiveness, determines the effectiveness of persuasive communication (Jia, 2022). In the case of Nike, the brand has actively partnered with various influencers, such as major stadium stars like LeBron James and TikTok lifestyle creators alike. Nike can improve brand credibility and expertise as highly credible and brand-based influencers increase the authenticity and expertise perception by consumers. These characteristics aid in carrying the positive attitudes that the influencer has towards the brand, making it stronger in terms of brand trust.
[bookmark: _heading=h.3sz35gg12iha]Elaboration Likelihood Model
The Elaboration Likelihood model (ELM) assumes two persuasion routes, the central route and the peripheral route, where a consumer critically analyses the message content (Sanusi et al., 2025). Also, the peripheral route, where decisions are made based on the superficial stimuli such as attractiveness and popularity. In this prospect, influencer marketing by Nike takes place in both directions. On Instagram and TikTok, fans can also use the peripheral path, which is influenced by the figure of the influencer, his or her athletic performance, or their social presence. By contrast, YouTube content of long form or campaigns based on storytelling utilises the central route with audiences processing more in-depth narratives regarding motivation, diversity and sustainability. Therefore, utilising a combination of those routes would determine brand trust and purchase intentions which will enable Nike to capture affective and cognitive elements of the consumer decision-making process.
[bookmark: _heading=h.h1iiwcjw1d95]2.6 Gap 
In the context of evaluating the impact of digital influencer marketing on brand trust and purchase intentions, the literature by Ozkan and Yerezhep (2023) and Chen et al. (2024) has lacks cross-platform and secondary analysis relating to influencer characteristics. Considering this, the current research intends to fill that gap by providing an empirical assessment of Nike data on global influencers. Regarding the context of factors influencing brand trust and purchase intentions of consumers, Pereira et al. (2023) and Cao et al. (2025) contain no cross-platform, secondary data analysis to evaluate the overall effect of influencer credibility and engagement on brand trust and purchase intentions in real-world global campaigns.
In the context of challenges and opportunities of digital influencer marketing, Evrianti et al. (2025) and Adaba et al. (2025) research is limited to country or platform-tailored studies, which are based on perceptions collected via surveys. There is little research examining cross-market, secondary data assessing the opportunities, like trust building, and threats like commercialisation, and loss of authenticity, of influencer marketing, including those by Nike. Regarding providing recommendations for brand trust and purchase intentions, Liao and Chen (2024) and Lim et al. (2025) have limitations, as there is a lack of cross-platform, global analysis on how authenticity and transparency practices interact to jointly reduce trust and purchase-intention issues in a variety of audiences. The present research intends to fill this gap to provide strategic recommendations for Nike and its multinational influencer policies.
[bookmark: _heading=h.h1ce02jabhn5]3. Methodology 
[bookmark: _heading=h.cdubdzsrvr0v]3.1 Methodological choices (philosophy, approach and design)
The present research will employ the interpretivism research philosophy to pay attention to the comprehension of the influence of digital influencer marketing on consumer attitudes to brand trust and intentions to buy it based on the global campaigns of Nike. Interpretivism is suitable since it gives freedom to explore the social meanings and how consumers understand the credibility of the influencer, authenticity, and emotional engagement (Orencia, 2023). Supporting interpretivism, the suitable approach that will be applied involves inductive approach that helps develop theories from observed information. Describing inductive approach Kumar and Ujire (2023) have mentioned that the process associated including collected data using observation and from credible sources, while using the similarities to form theories. The research will employ descriptive design as it seeks to provide a true picture of current relations among influencer features, brand trust, and anticipated purchase intentions among the campaigns of Nike. The design facilitates orderly description, explanation and classification of patterns based on a variety of secondary databases.
[bookmark: _heading=h.4m1a37e5dvg]3.2 Data collection method (collection and analysis)
The research will employ its data collection method by evaluating reputable online databases, industry reports, academic publications, and Nike’s official campaign disclosures. The key sources will include sustainability and marketing reports, Google Scholar, and authentic prior research and industry reports of Nike. The data will be collected based on influencer campaign performance indicators across multiple platforms.
The systematic online search and content analysis of campaign reports on the basis of which data will be collected will be conducted between 2020 and 2025, paying attention to the indicators of engagement rates, the feelings of the audience, and the indicators of sales impact. The information will be analysed subsequently using descriptive and thematic analysis. Descriptive analysis to generalise on the trends in engagement, indicators of platform performance credibility, and indicators of engagement. Thematic analysis to recognise the common patterns like authenticity, transparency and formation of consumer trust (Ghauri et al., 2025). Employing this method will assure reliability by comparing findings of the results of various data sources.
[bookmark: _heading=h.5yisei9rjdg2]3.3 Ethical Consideration 
The study employs secondary data, which is publicly available, and therefore, the ethical risk is low. However, the research will strictly adhere to the Copyright, Designs and Patents Act 1988, of the UK and the Data Protection Act 2018 (DPA) to maintain authenticity and ethical concerns (Westenberger and Farmaki, 2025). All sources will be cited according to UWTSD Harvard referencing guidelines and kept safely, and the analysis will be approved by the ethics committee of the University beforehand.
[bookmark: _heading=h.tyzt2jvmlz0y]4. Expected Findings 
The research is expected to provide a positive correlation between influencer credibility and authenticity and brand trust, which subsequently stimulates purchase intentions. Those who are closely related to the brand values of Nike, including empowerment, diversity and innovation, are likely to generate more trust and engagement (Lopes et al., 2024). The results can showcase the mediating effect of brand trust in showing that consumer intentions are the primary outcome of influencer marketing. The findings are expected to reveal the necessity of brands to strike a balance between commercial and credibility and ethical influencer marketing in international partnerships.
[bookmark: _heading=h.h2s26jilp0la]5. Limitations 
[bookmark: _heading=h.3cys662recns]The study is limited by the use of secondary data, in which there is a potential limitation to control the data accuracy and completeness. Indirect measures of psychological constructs such as trust and intention are provided using proxies of engagement rates and sentiment analysis (Li, AI and Ding, 2023). Also, the results may lack in reflecting cultural differences in consumer behaviour in all markets of Nike, making the generalisability of the results restricted to global campaigns.
[bookmark: _heading=h.2izhyee3g636]6. Timeframe 
	Main activities and stages
	Week 1
	Weeks 2 to 4
	Week 4 to 5
	Weeks 6 to 7
	Weeks 8 to 9 
	Week 10 to 11 
	Week 12 

	Selection of the topic
	· 
	
	
	
	
	
	

	Collection of data 
	· 
	
	
	
	
	
	

	Planning the proper layout
	
	· 
	· 
	
	
	
	

	Reviewing literature
	
	
	· 
	
	
	
	

	Development of a research plan 
	
	
	· 
	
	
	
	

	Selecting a research technique
	
	
	· 
	· 
	· 
	
	

	Gathering Secondary Data 
	
	
	
	· 
	· 
	
	

	Data analysis
	
	
	
	
	· 
	· 
	

	Interpretation of findings 
	
	
	
	
	
	· 
	

	Conclusion preparation
	
	
	
	
	
	· 
	

	Project rough overdraft
	
	
	
	
	
	
	· 

	Final submission
	
	
	
	
	
	
	· 


Table 1: Timeline
(Source: Self-Created)
[bookmark: _heading=h.eupcdc2msl16]7. Conclusion	 
In conclusion, the present research has contributed to the topic of digital influencer marketing and brand trust and purchase intentions by providing a deeper insight into the impact of digital influencer marketing on Nike through its global campaigns. The research intends to proceed with an interpretivist approach and deductive methodology of analysing secondary data, the research to reveal practical information on the effective strategies of influencer credibility and authenticity. The results will add to the scholarly knowledge and inform the brands on how to build clear, trust-related influencer relationships across the world.	 
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