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[bookmark: _Toc179758085]Chapter 1: Introduction 
[bookmark: _Toc179758086]1.1 Background and context of the study
1.1.1 Background 
Influencer marketing is a type of marketing that allows businesses to collaborate with individuals who have a higher number of followers. The reason for collaborating with such influencers is to increase brand exposure by publishing the company's product or services through social media content to gain more awareness from the public. Since the COVID-19 pandemic, there has been an exponential rise in the influencer market in recent years due to its popularity on social media platforms and the loyalty of millions of followers. More than 84% of Gen Zs in the UK follow influencers, which was the result of a triple increase in influencer marketing size reaching 791 million British pounds at the end of 2023 (statista.com, 2024). Influencer marketing has a significant impact on connecting with customers through authentic stories and rendering a positive impact on customer's purchasing behaviour. This is because of the ability to effectively sell products and services while leveraging trust, social proof, authenticity, and emotional connections. While many trends come and go, the trend associated with the generation of young consumers is more appreciated based on the values and social impact. This is why Gen Z looks for options through people they trust and the reason for getting attracted through influencer marketing content. 
Influencers play a vital role in shaping the purchasing options and behaviours of their audience. This is because of Gen Z's continual and fluid communication on online platforms, which allows influencers to connect with them without any real barrier between online and offline. Several retail fashion brands have collaborated with fashion influencers over influencer marketing channels such as Instagram, YouTube, and Facebook to extend their reach. These influencers promote the company's products to their followers while generating traffic and sales from their promotional content featuring the product. As per the report, the global fashion influencer marketing size was valued at USD 5.03 billion in 2023 and is expected to grow to USD 58.50 billion in 2031 in the UK with a CAGR of 35.9% in the forecast period (skyquestt.com, 2024). This is due to the relevance of Gen Z and millennials, who are the most active and influential users of social media while turning to social media or influencer marketing campaigns to gain fashion inspiration. According to a report, more than 68% of responding Business-to-consumer (B2C) marketers were using influencer marketing. In comparison, the remaining 32% were not, but more than 21% of marketers said they plan to implement influencer marketing in the future (Dencheva, 2023). 
1.1.2 Context 
The influencers promote several trends associated with influencer marketing campaigns in the fashion industry while swaying consumers' behaviour by leveraging the halo effect. Gen Z customers prefer expressive and comfortable clothing such as crop tops, oversized pieces, and loose-fitting jeans. One of the most influential trends in influencer marketing is artificial intelligence, which will become even more data-driven in the future. This will be appropriate in measuring how effective their influencer campaign is while staying ahead of the competition and looking for ongoing partnerships. For instance, 21% of people aged 18-54 and 32% of Gen Z are known to purchase from influencer's recommendations (Shandrokha, 2023). This is because of the authentic branding of influencers that helps to build consumer trust, which is because customers who trust a brand are 53% more likely to purchase its products. Another impactful key trend associated with influencer marketing strategies are the Influencer-Generated Content (IGC), and User-Generated Content (UGC) that has made influencer campaigns feel more organic and less like traditional advertising. This recent development in the fashion industry is known to resonate with audiences on a deeper and more personal level while creating an immersive brand experience for Gen Z customers. Additionally, such Gen Z who likely remain loyal to a brand they trust while turning to social media when discovering brands instead of using search engines. Influencer marketing attracts Gen Z customers the most as the new generation of young consumers appreciate businesses based on their social impact and values. This is the reason why influencer marketing is applauded by Gen Z customers as they always look for options through people they trust due to the popularity of UGC content. According to a report, more than 75% of Gen Z consumers consider following content creators or influencers while making purchasing decisions to resonate with the brand preferences (Norman, 2024). 
Burberry is a popular fashion house in the UK that specialises in the manufacturing of luxury men's coats and raincoats for a demanding and wealthy clientele. It has a total reach of 50.05 million across social media platforms, with its biggest engagement rate in TikTok and its biggest audience on Instagram (Barnett, 2024). The organisation has collaborated with 187 celebrity endorsements and influencers such as Emma Mackey, Kano, Georgia Jagger, and more to promote their clothing lines via interactive campaigns. Burberry has launched several influencer marketing campaigns by looking forward to the future while inspiring the youth to bring a community of different talents together (burberryplc.com, 2020). By employing an omnichannel approach, Burberry has ensured its products reach different distribution channels including major luxury shopping districts and fashion capitals. More than 88% of customers know about Burberry, while 28% use them in the luxury fashion segment (Kunst, 2024). This is because of the company's presence across 20 different social media platforms with a large portfolio of target audiences instigating purchases through influencer marketing campaigns. 
[bookmark: _1mrcu09][bookmark: _Toc179758087]1.2 Purpose of the study 
The purpose of the study is to understand the approaches by which influencers through their marketing campaign engage with Gen Z to render positive purchasing behaviour. Neglecting these impactful approaches and influencer marketing strategies can result in limited reach, missed opportunities, and challenges in targeting accurate target demographics. The study will serve the purpose of identifying the influencer marketing strategies in Burberry while understanding the purchasing insights of Gen Z customers and comparing them with different fashion brands in the UK to gain increased brand exposure (Belanche et al. 2021). 
The purpose of the study is also to understand the consistency of influencers to influence consumer behaviour by sharing and creating content, which generally aligns with their style, niche, and tone. It is important to assess the compatibility of the personal brand and audience while boosting sales and revenue of the company. The importance of understanding the level of authenticity and relevance can allow companies to keep viewers interested as seen through influencer marketing campaigns, which is not possible in traditional corporate content. This social proof is essential for potential customers to gain confidence and ultimately drive customer acquisition while aligning with the target market of the brand. According to the views of Genoveva (2022), influencer marketing generates demand among the customer segment while fostering customer loyalty and increasing profitability. 
[bookmark: _46r0co2][bookmark: _Toc179758088]1.3 Research aim 
The research aims to explore the influencer marketing strategies of Burberry in influencing the purchasing behaviour of Gen Z customers in the UK. 
[bookmark: _2lwamvv][bookmark: _Toc179758089]1.4 Research objectives 
· To identify the factors associated with influencer marketing strategies in encouraging customers to undergo a purchasing insight into Burberry 
· To determine the issues in adopting influencer marketing strategies while influencing the purchasing behaviour of customers in Burberry 
· To evaluate the impact of influencer marketing strategies on the purchasing behaviour of Gen Z customers in Burberry
· To recommend strategic measures in addressing the problems of influencer marketing and understanding the purchasing behaviour of Gen Z customers in Burberry
[bookmark: _111kx3o][bookmark: _Toc179758090]1.5 Research questions 
· What are the factors that are associated with influencer marketing strategies in instilling customers’ purchasing behaviour in Burberry? 
· What are the issues related to influencer marketing adoption while understanding the purchasing behaviour of customers? 
· How does influencer marketing affect the purchasing behaviour of Gen Z customers in Burberry?
· What are the measures by which influencer marketing problems can be resolved to understand the purchasing behaviour of Gen Z customers better in Burberry? 
[bookmark: _3l18frh][bookmark: _Toc179758091]1.6 Rationale 
The rationale of the research unveils the power of influencer marketing strategies in fashion brands while promoting products and services to new audiences and increasing brand awareness significantly. This is effective in reaching untapped audiences around the global fashion house and understanding the strategies that foster genuine connections between customers and brands (Tanwar et al. 2022). While identifying the factors that are associated with influencer marketing strategies, a comprehensive understanding of the influencers' originality, sponsor salience, and followers' size will be generated as prominent for a fashion brand operating mon a global scale. 

The rationale for addressing this research is to initiate and develop customer value by maintaining good connections with customers through the loyalty chain. This is usually possible in influencer marketing strategies that directly resonate with customer needs while creating tailored experiences for them to solve their marketing problems. According to a report, 82% of brands lead from influencer marketing in terms of sales and revenue as they feel it to be the most effective marketing strategy better than other campaign types (Memon, 2024). As influencers slowly talk and endorse the products, the brand builds trust with the target audience while resonating with the positive experiences of users. This study will provide a new perspective to Burberry while bringing fresh, out-of-the-box marketing ideas to the table (Harrigan et al. 2021).
[bookmark: _206ipza][bookmark: _Toc179758092]1.7 Methodology 
The involvement of the secondary data collection method in this research is effective in gathering information related to the research subject and answering the research questions. The reason for using the secondary data collection method is because of its cost-effectiveness while accessing secondary sources, which is even very easy. Some examples of secondary sources include peer-reviewed journals, government publications, business newspaper articles, Burberry's annual reports, and past research data on the research subject. This will include the influencer marketing trends, consumer's desire to mimic, consumers' preferred platforms, and challenges within the influencer marketing of the UK fashion retail industry (Aw, and Chuah, 2021). The study will use the positivism research philosophy to assess the social phenomenon of customers getting attracted to influencer marketing campaigns. Integrating the inductive research approach is effective in allowing flexibility in the study as well as supporting generalisations based on specific data and developing new theories. This is a highly adaptable approach for synthesising diverse sources of data and easily analysing it with a structured framework. The secondary data will be analysed through the qualitative method in the form of thematic analysis by identifying the patterns, trends, and themes associated with influencer marketing in Burberry. 
[bookmark: _4k668n3][bookmark: _Toc179758093]1.8 Limitations of the research 
The limitation of the research likely involves the use of primary data, which was not addressed in this study. This could have been effective in drawing first-hand information on the influencer marketing strategies of Burberry by directly asking its customers and influencers. By carrying out interviews or surveys, the researcher could have produced relative and accurate research results that secondary sources often cannot offer (Chetioui et al. 2020). The research limitation involves not presenting the hypothesis of the study which could have been effective in framing the design of the research work and the expected results. This could have allowed for reliable data that could be further used to test the theories and assumptions of the study into realistic action. Apart from that, the research has been limited in terms of supporting claims of the limitations' effects without exaggerating their impact. An unintentional bias can come across when the secondary data collection measure of the researcher uses contrasting ideas and opinions compared to the research scholars (Djafarova, and Bowes, 2021).
[bookmark: _2zbgiuw][bookmark: _Toc179758094]1.9 Structure of the research 
· Introduction
The introduction chapter consists of the background and context of the influencer marketing strategies and their influence over Gen Z customers' purchasing behaviour. Furthermore, the research aim, objectives, and questions are mentioned.
· Literature review
The literature review will address the research objectives and research questions by framing different headings and subheadings on the secondary literature of the research subject. Apart from that, relevant theoretical implications and literature gaps will be provided in this section. 
· Methodology 
The methodology section consists of all the research methods relevant to the research subject. It will follow the Research Onion model to assess the research techniques effectively for the study and collect suitable secondary data after which thematic analysis is performed. 
· Findings and analysis 
The findings and analysis section will address the influencer marketing strategies from the already published data. It will also convert the findings into thematic analysis to identify the trends associated with influencer marketing and its influence over Gen Z consumers. 
· Conclusion and recommendation
The last section of the research will involve a complete summary of the influencer marketing strategies of Burberry by drawing inferences from purchasing behaviour approaches of Gen Z consumers. Furthermore, relevant recommendations will also be provided in this context. 
[bookmark: _Toc179758095]1.10 Summary 
It can be summarised that the introduction section has completely proposed the research objectives and questions that need to be followed throughout the research work. The problem statement of the research underlying the fake activity, cost-effectiveness, and compliance risk has affected the purchasing behaviour of Gen Z customers as well as the influencer marketing campaigns of Burberry. This research has affected the rationale and purpose of the study, which needs to be followed to achieve the research objectives until the end of the study. The study will allow the readers to have an idea about the effectiveness of influencer marketing strategies in instigating Gen Z consumers to make a purchasing decision. 


[bookmark: _Toc179758096]Chapter 2: Literature Review
[bookmark: _1egqt2p][bookmark: _Toc179758097]2.1 Introduction
This literature review section has provided a comprehensive overview of the research and debates relevant to a particular topic. It has examined the impact of influencer marketing strategies that influence the purchasing behaviour of Gen Z customers through already existing data and literature information. This section has drawn evidence that influencers have more and more impacts on people's lives. Such impact is not only concentrated on shopping behaviour and lifestyle choices of customers but also on diet needs and political opinions. 
Influencers often promote a holistic lifestyle for individuals by exposing their content centering on healthy and unhealthy food options. They are responsible for influencing the public on different social and political issues while encouraging them to view the brand as an ethical choice (Rundin, and Colliander, 2021). On the other hand, influencers often target active consumers on social media platforms based on their campaigns and collaborations to inspire them to emulate their lifestyle through shopping behaviour. The purpose of the literature review is to assess the effectiveness of influencer marketing strategies that play a vital role in shaping the purchasing behaviour of consumers. This literary section has also included theoretical implications to provide an in-depth explanation and meaningfulness to the research.
[bookmark: _Toc179758098]2.2 Factors associated with influencer marketing strategies 
Online presence
Influencers need to develop a trustworthy online presence on the social media platform by sharing their opinions on a product or service of a brand. This will encourage their followers to make positive purchasing decisions based on their recommendations while driving conversations about the product and service. Brands collaborate with only those influencers who have many followers to promote their products or services to the influencer's followers. For instance, 78% of brands prioritise the online presence of influencers before collaborating with them to increase brand awareness (Dunn, 2024). 
Content attractiveness 
Influencer content is typically more personal and conversational as it differentiates from competitors based on brand-driven and sales-oriented posts. Sharing interactive content by influencers through giveaways, challenges, and live sessions drives customer engagement and renders prompt actions like making purchases. The influencers share exclusive discount codes or special offers through their content to track conversions directly linked to their promotion. Their seemingly unscripted content reinforces authentic and spontaneous engagement among customers while fostering a personal connection with them. For instance, Burberry's social media content is showcasing regal-looking aesthetic fashion designs, opting for a modernised version for the Gen Z consumers in its imagery for the new Burberry 2023 rebranding (dontdiewondering.com, 2023).
Trust and authenticity 
The personal stories and experiences of influencers with a product or service can make a brand more relatable due to the increasing trust of consumers towards them. For instance, a survey shows that 92% of people trust recommendations from influencers even if they don't know them while purchasing a particular product (fastercapital.com, 2024). Influencers need to have a track record of honest reviews and maintain transparent partnerships while fostering genuine product recommendations to customers. Burberry's target customers are millennials who were the reason for a 4% increase in sales due to their trust in the brand after a monogram challenge that delivered one billion views on its UGC video platform (Faull, 2019). 
Platform choice
Platform choice is a potential factor in instigating influencers to promote a specific product on their public channel to attract a large segment of customers. The variations in the platform are due in part to the nature and features of the platform along with the characteristics of the people they attract. Moreover, the users often change their engagement from one social media to the other depending on the demanding trends in the global market. While undergoing influencer marketing, organisations need to make sure of the choice of the platform while targeting influencers to promote their product. For instance, 90% of influencers are active on Instagram in comparison to 66% on TikTok, and 34% on Facebook, which ascertains the variations of customer engagement in different platforms (Kashyap, 2023). More than 25% of luxury fashion users in the UK use Burberry, implying the effectiveness of influencer marketing strategies (Kunst, 2024). 
[bookmark: _3ygebqi][bookmark: _Toc179758099]2.3 Issues in Adopting Influencer Marketing Strategies
Lack of control
Influencers running their own social media accounts indicate a lack of control of the companies. This is because an influencer might post something that doesn't align with the brand's values and objectives, which might damage the brand's reputation (Kostygina et al. 2020). For instance, the influencer's content is great at the beginning of the contract but the quality might start to slip as time goes by. This ascertains the lack of control of the brand to encourage the influencers to market their products through significant brand approaches (Wielki, 2020). There are apprehensions of some organisations that they cannot control some other brands or the influencers retaliating for their choice of content when marketing a specific product. 
Cost-effectiveness 
Cost-effectiveness is another issue in adopting influencer marketing strategies due to the variation of costs of different influencers. This is because of the differences in budgets and partnership with mega-influencers which is significant for most of the brands. For instance, mega-influencers charge +$10,000 and micro-influencers charge $100 - $500 to advertise a brand's product or services (Dogtiev, 2024). The cost of influencers depends on the number of their followers and their reach across the target audience, reflecting more accessibility towards consumers. For instance, Burberry has emphasised showing its artisanal skills through behind-the-scenes content, which has rendered huge costs for the brand due to the adoption of augmented technologies like AI (Warrior, 2024).
Fake activity 
Influencer fraud is common in influencer marketing, which is basically of two types, imposters and fake followers. The imposters are those Instagram users who claim themselves to be authentic influencers by posting high-quality images and using fake followers. As these users do not influence target customers, the businesses collaborating with them are unlikely to deliver false results. On the other hand, fake followers are used both by real influencers and imposters to increase the size of their audience and attract huge users on a global scale. Some common tactics of fake activities include purchasing comments, likes, and story views from different fake websites. For instance, 68% of businesses experienced influencer fraud in 2022, and more than 50% of Instagram marketers face inauthentic engagement as a result (forbes.com, 2022). For instance, Burberry has undergone several influencer marketing campaigns due to which there have been 228 influencer mentions with sponsored endorsements from Aimee Song and Adam Gallagher (influencerintelligence.com, 2024).
Long-term relationships 
Maintaining long-term relationships with influencers is challenging as both the brand and the influencers have to maintain relevance over time as the consumer's interest and trends change. For instance, Burberry has already partnered with Apple to maintain long-term relationships with clients, which is a big problem for the organisation while embracing omnichannel experience through its influencer marketing strategies (Mcdowell, 2019). Another major reason for such a challenge is the fear that influencers might create dependency on a brand if they suddenly decide to work for a competing brand. According to a study, 93% of influencers revealed that they are willing to work for a brand for free products until they love the brand's product or until a competitor brand hires them (Burchill, 2024). 
[bookmark: _2dlolyb][bookmark: _Toc179758100]2.4 Impact of influencer marketing strategies on the purchasing behaviour of Gen Z customers 
Today, brands are aware of the behaviour of customers as they target influencers to post any type of content with their products, which will certainly increase their sales. The most common customers are the Gen Zers who are more likely to trust the recommendations of the influencers while sharing any sources of information. For instance, more than 75% of Gen Z customers actively follow content creators on influencer marketing platforms while instilling positive purchasing behaviour in any product or service (Norman, 2023). Gen Z customers are those who feel that traditional forms of advertising are not as effective as influencer marketing due to a lack of transparency and authenticity, which is exhibited in influencer content. There is a positive impact of influencer marketing on the purchasing behaviour of customers because of its trustworthiness and connection with users through authentic stories. Neglecting such an impactful strategy can result in limited reach, missed opportunities, and challenges in engaging with target demographics. For instance, Burberry's TikTok channel has been a great influencer marketing platform for customers as it has a total of 4 million followers with 49.6K likes and a 1.25% engagement rate (collabstr.com, 2024). Their advertising and manufacturing scope of high-quality products with the help of influencers has encouraged maximum customers to get persuaded easily to make a successful purchase. For instance, Burberry has 20.1 million followers on Instagram with 7K several likes per post, which is because of their influencer marketing campaigns (hypeauditor.com, 2024). 
Burberry has held several influencer marketing campaigns with popular influencers such as Georgia Jagger, Adam Driver, Shakira, and Emma Mackey to attract a large audience. On the other hand, influencers can sell required products and services to their followers by leveraging credibility, trust, emotional connections, and social proof. This renders a significant impact on customer purchasing behaviour due to the strong connections between customers and influencers while driving business growth (Kostygina et al. 2020). For instance, Burberry's frequent influencer marketing campaigns with celebrities and influencers to promote their clothing lines via interactive engagement have been excellent. This has contributed to a market capitalization of $3.16 billion in 2024, which makes them the world's 3383th most valuable company (companiesmarketcap.com, 2024). 
For instance, the Millennials and Gen Z comprised 63% of the target market for Burberry in 2021, implying a strategic advantage for the company to use influencer marketing (burberryplc.com, 2022). This indicates that the consumers are more appealed to purchase those products as influenced by the influencers to render positive purchasing behaviour. The Fear of Missing Out (FOMO) largely renders an influential impact on the purchasing behaviour of customers due to its greater resonance and a sense of urgency to try out the product before the trend disappears. For instance, 54% of 18-29 year-old social media users have claimed that influencer marketing impacts their purchasing decisions a lot due to a little bit of FOMO (Raines, 2023).
[bookmark: _sqyw64][bookmark: _Toc179758101]2.5 Measures in addressing the problems of influencer marketing
Choosing the influencer
It is important to select the right influencers, implying that businesses need to look for those who have lots of followers. They need to make sure that their followers are authentic and not fake or dummy accounts, which might incur huge losses and a poor brand reputation in the organisation (Shankar et al. 2022). Organisations need to select influencers whose posts match the brand's values and might appeal to the target audience while showcasing interest in a certain product or service. Checking the engagement rate of influencers and evaluating their post frequency is crucial to improve influencer marketing campaigns in an organisation while keeping the brand fresh in its audience's minds. For instance, Burberry has 187 celebrity endorsers and influencers who have worked with Georgia Jagger, Shakira, and Adam Driver (Barnett, 2024). 
Using social listening tools
Social listening tools need to be implemented by brands to understand the conversation surrounding their brand and the products and services they are offering to their customers. For instance, Hootsuite, Digimind, and BuzzSumo are some of the social listening tools that provide valuable consumer data to businesses while targeting influencer marketing through popular influencers. This helps to gauge brand awareness and improve the perceived usefulness of their products and services among the target customers. By understanding the purchasing behaviour of customers through these social listening tools, organisations can address the problems of influential marketing (Trivedi, and Sama, 2020). 
Customer touchpoints 
To understand the purchasing behaviour of Gen Z customers, organisations need to act with the customers as influencers while identifying their pain points and areas for improvement. This could involve anything from simplifying the checkout process or making it easier for customers to find the required information of a product from the influencers. Tracking the customer journey by coming across the touch points is effective in converting browsers into customers due to the robust interface of User Experience (UX) design. For instance, Burberry has won six customer touchpoints across their omnichannel strategy after creating the native product line “B Series”, acquiring 16 million followers in 4 years (layerise.com, 2023). Hyper personalization is one of the effective strategies to endorse customer touch points as it helps to understand the customers on a deeper level while creating a more personalised experience for them.
Reaching out privately 
To foster long-term relationships with influencers, brands need to start communicating with them while interacting organically with their poets. The organisation needs to be appreciative by sending a direct message to the influencer instead of flooding comments in the comment section of their posts to enrich partnership conversation (Campbell, and Farrell, 2020). Finding the email address of influencers on different marketing platforms and sending them customised emails individually instead of mass emails can render better relationships in the future (Janssen et al. 2022). 
[bookmark: _Toc179758102]2.6 Benefits of influencer marketing in encouraging customers
Increased brand awareness 
Influencer marketing is known to encourage customers by creating exciting content on the brand's products, which inevitably grows among the followers. It is a significant way to create hype around the launch of a new product or collection. This ascertains that organisations that leverage the authenticity and engagement of the audience are known to create strong brand awareness for the company. Partnering with influencers provides a direct segment of prospects toward the products and services while increasing brand awareness. For instance, Athletics Green targeted TikTok influencers to spread awareness of their nutritional supplements for Gen Z health-conscious customers. This campaign leveraged hashtags such as #athleticgreens and #athleticgreenspartner, which had more than 90.6 million views and 39.5 million views respectively (Memon, 2024). 
Credibility and trust
Leveraging influencer marketing targets influencers who talk positively about the brand through engaging content to build a good reputation. This helps to add positive purchasing decisions of customers while rendering a positive perception about the brand. Influencers allow direct interaction between the brand and the customers through likes, comments, and shares of posts and content. This two-way communication helps to build trust and credibility in the brand while truly supporting the brand and encouraging the target audience to connect with the brand. For instance, 18% of the global fashion users in the UK trust Burberry and likely say that they will use it again (Kunst, 2024). This is achieved only through influencer marketing that helps to build trust and credibility within the targeted market. 
Higher sales and orders
Investing in influencer marketing is known to increase sales both directly through shared discounts and codes and indirectly through the growth of brand awareness. For instance, the annual promotion of Burberry seeks relevance to 10% to 50% off of discount offers and promo codes on must-have school items, along with special deals for educators and students (burberry.worthepenny.com, 2024). As every influencer has different codes, brands can understand which influencer had the most impact when someone uses the code on their online store. These promotion codes help to target customers when they see their favourite influencers share content about a brand's product, they feel encouraged to place repeat orders. For instance, Bulldog, a UK-based skincare brand, used the TikTok creator program to reach the markets in Germany by creating a series of shaving mistake video campaigns, which led to 29.8 million impressions and a 5-10% sales increase (Memon, 2024). 
Strengthening online community 
Influencer marketing can strengthen the online community of a brand for like-minded people to connect, swap, and chat tops while sharing advice on particular topics. The influencers are known to flourish mostly on social networks, which helps to build connections with their customers. By building a loyal customer base, the influencers connect emotionally with customers by using hashtags and specific tactics to attract a large segment (Perikos, and Micheal, 2022). Involving influencer marketing means getting the brand endorsed by individuals while amplifying the brand through influencers and community marketing campaigns.
[bookmark: _3cqmetx][bookmark: _Toc179758103]2.7 Influencer marketing strategies in the fashion industry 
Influencer-Hosted Events
Generally, influencers host events or undergo live fashion shows, Q&A sessions, and product launches to improve brand visibility and increase customer engagement in influencer marketing. These events are effective as they offer direct interaction with the audience while fostering a sense of engagement and community. For instance, an influencer hosting a live stream on an Instagram channel might showcase exquisite new fashion products to customers while answering their questions and engaging with them in real-time (Schaffer, 2020). These provide a platform for the influencers to connect with the target audience while showcasing the products of the brand directly to the customers. Community-building and networking are important aspects of influencer-hosted events that are targeted by the majority of fashion brands while amplifying the contribution of fashion influencers. Burberry's top influencer Andrea Kee has hosted a live-streamed event, the Spring Summer 2023 VIC event (instagram.com, 2024). This is because of their favourite influencer or popular products from their personal experiences or recommendations with the brand (Borchers, and Enke, 2021). 
Data-Driven Campaigns
Brands need to maintain effective management of data-driven campaigns with influencers to achieve a higher return on investment. Involving real-time tracking tools is effective in assessing the performance of all influencers when audiences engage with their content and make positive purchasing decisions. This allows the organisations to make quick adjustments based on the purchasing behaviour or observation of the customers as it resonates with the target audience. Collecting feedback from influencers as well as audiences is effective in adjusting the marketing content of the campaign as per the preferences of the audience and from different content and angles. For instance, Burberry has undergone several data-driven campaigns in 2023 through Instagram reels for smarter purpose of existing resources (theimpression.com, 2024). 
Immersive campaign design
To create immersive campaign design, most fashion influencers focus on a particular topic, such as sustainability in fashion to extend from design to runaway. They use several new technologies such as Augmented reality (AR), video, photography, and blogging to influence and encourage customers to make positive purchasing decisions based on their immersive experiences. For instance, Marks & Spencer has rendered the best-performing social content from their influencers, which has returned around 30% higher engagement from customers (Gilliland, 2023). AR filters are also used nowadays to showcase different outfits of a person in different plans, which further enriches the experience of customers to provide insight into their preferences. 
Exclusive discounts and giveaways 
Influencers offer special discounts and codes only to their followers and host certain giveaways or free hampers in collaboration with the fashion brand. This strategy is effective in increasing customer loyalty and engagement while driving sales. An influencer can provide a certain giveaway of a certain piece of clothing, such as a women's hoodie across the social media channel. This increases the brand's visibility as they are targeting a huge population of the audience to showcase their fashion products effectively and resonate with their followers. For instance, Burberry has collaborated with different YouTube and Instagram influencers to provide exclusive giveaways from popular influencers. Apart from that, the influencers also provide gift hampers through a box, which contains a variety of water, gourmet treats, and amenities, whose starting price is $65, and the minimum quantity to be purchased is 36 (perksgifting.com, 2024). 
[bookmark: _1rvwp1q][bookmark: _Toc179758104]2.8 Effect of influencers on the purchasing behaviour of customers 
Influencers sway consumer behaviour by leveraging the halo effect, where the credibility of influencers leads to trusted opinions of the consumers in other areas. The desire to be a part of the social group and conform to social norms is a strong endurance of the influencers to engage with the audience. A collaboration between the influencers and the brand when their audiences overlap can allow the influencers to endorse a genuine review of a product. For instance, 32% of Gen Z and 21% of Millennials purchased a product based on an influencer's recommendation in the last quarter of 2023 (Shandrokha, 2023). Apart from that, 63% of marketers find relatable content more effective while considering purchasing decisions as it induces long-term relationships. Such long-term campaigns are far better than short-term campaigns as the influencers with highly engaged audiences don't depend on a single sponsored post but on millions of posts in their social media channel. Working with influencers on specific niches is effective as they instill positive purchasing behaviour in customers while being more knowledgeable and passionate about certain product categories. For instance, Gucci engaged TANKE to promote its Gucci Guilty fragrances on the occasion of Valentine's Day, which reached 428,1K audience with 713,1K impressions (tanke.fr, 2024). A key advantage to the effect of influencers on consumer purchasing behaviour is to reach targeted audiences due to their followers' specific needs and interests, which align with the brands' offerings. This targeted reach also increases sales and greater success for the brand as the influencers transfer their social proof to the consumers for the brands they endorse. On the other hand, if the audience detects a lack of transparency of the influencers in connection with their partnerships or sponsorships to the brand, it can affect their purchasing decisions. It was due to this reason that Burberry's online sales grew through influencer marketing strategies, implying an increase from €33 billion in 2019 to €49 billion in 2020 (Mandelli et al. 2023). The emotional connection established between the consumers and the influencer's content influences the consumers to prioritise these products over alternatives, which ultimately leads to positive purchasing behaviour and increasing sales of the brand. For instance, Zara's influencers conducted live shopping experiments in Europe and the United States, which attracted 800,000 viewers and 57% of them purchased its products via TikTok shop (economictimes.indiatimes.com, 2024). Integrating UGC in the influencer's content allows consumers to feel more relatable with the content and make purchasing decisions by creating a positive feedback loop. Therefore, influencers are responsible for rendering a dominant force in the modern marketing landscape as they play a potential role in shaping the purchasing decisions of consumers. For instance, Burberry's consumers' purchasing behaviour has been greatly proliferated through their effective campaigns, such as targeting TikTok influencers to reach Chinese millennials has reached 1 million impressions (Cunningham, 2019). 
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Figure 1: Percentage of each generation who bought a product based on the influencer’s recommendation in the past 3 months
(Source: Shandrokha, 2023)
[bookmark: _4bvk7pj][bookmark: _Toc179758105]2.9 Purchasing behaviour of Gen Z consumers 
Gen Z consumers are particularly adept at reading reviews, conducting online research, and comparing prices and products while making purchasing decisions. This is because of their positive behaviour that reinforces the value of convenience, customisation, and speed in their digital interactions. It allows them to gravitate towards social media platforms such as Instagram, TikTok, YouTube, and Facebook to get daily content on lifestyle, fashion, beauty, and branded content. As per the views of Raghupathi, V. and Raghupathi, (2020), Gen Z consumers prioritise consumption as access rather than possession while expressing individual identity as a matter of ethical concern. This is because of their social responsibility that allows such customers to address the sustainability, inclusivity, and ethical practices of the brand when making purchasing decisions. The popularity of tech-driven content greatly attracts consumers as it encourages brands to meet their growing demand for transparent business practices. It is due to their perseverance to limited-edition products that seek the attention of Gen Z consumers as soon as their favourite influencers promote the products across the global scale. On the other hand, Barhate, and Dirani (2022) opined that the purchasing behaviour of Gen Z consumers reflects a greater intensity and orientation towards low prices as they desire to purchase unique yet trustworthy and nostalgic products when prioritising the recommendations of influencers. As Gen Z consumers seek direct communication, relevance, and authenticity compared to other segments of customers, they are the preferable ones for the retail and luxury companies to target as prime customers of the brand. The reason for their influence on influencer marketing campaigns is because of the loyalty and trustworthiness that they levy towards a brand while engaging with the influencers. Apart from that, the peer validation created through UGC allows customers to make positive purchasing decisions as they are supported by their peers, who are none other than their favourite influencers. For instance, Burberry has promoted its new Lola bag by understanding the purchasing behaviour of their Gen Z customers demanding Lola bags, so they partnered with popular TikTok creator Sylvaniandrama to make Burberry a viral marketplace (Fasano et al. 2022). 
[bookmark: _Toc179758106]2.10 Theoretical implication
The theory of planned behaviour is determined by attitudes, intentions, and subjective norms that are different for different individuals. This is effective in considering the decision-making process of the organisations while they identify different purchasing behaviour, buying patterns, and other factors associated with customers through the process of marketing. The theory assumes that when an individual intends to perform a specific behaviour, such as listening to the recommendations of influencers, then they will do so (Pick, 2021). Implementing the theory of planned behaviour is effective in assessing the behavioural intentions of Gen Z consumers who get influenced by the attitudes and recommendations of the influencers about the likelihood of any product or service. This theory ascertains that behavioural achievement depends on two aspects, ability and motivation. In this case, the subjective norms of the audience are considered as they have certain beliefs about whether to approve or disapprove the recommendations of influencers. 
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Figure 2: Theory of planned behaviour
(Source: Pick, 2021)
On the other hand, the application of social identity theory ascertains the characters and motivations of an individual by categorising themselves into different social categories and building into their own social identity. By integrating the social identity theory, organisations can adopt influencer marketing campaigns as they might influence consumers to purchase a particular product based on their personalised recommendations. This provides a nuanced understanding of the complexities of social factors that instigate customers to imply purchasing behaviour (Vrontis et al. 2021). Involving the Social identity theory is effective to analyse the changing behaviours of Gen Z customers if they modify their self-identity or part of their self-concept to drive knowledge. This indicates that the influencer marketing approach instigates consumers to assess their self-identity through the recommendation of the influencers while purchasing any product or service. In this case, group membership and affiliation play a great role in defining the personal identity of an individual. For instance, Gen Z customers are affiliated with the product recommendations of influencers while claiming to be followers of those influencers and purchasing their selected products. 
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Figure 3: Social identity theory
(Source: Vrontis et al. 2021)
On the other hand, the application of the Two-step flow of communication theory ascertains that the flow of information and influence from the masses to the audience occurs through two steps, from the mass to the individuals, and from the individuals to the public (Qin, 2021). A mass-media message is sent to influence mass-media audiences through the recommendations of opinion leaders. In this case, the influencers are the opinion leaders for Burberry's influencer marketing campaigns who are responsible for amplifying the marketing message to influence consumers to render positive purchasing behaviour regarding their products. These influencers spread their interpretations in the media to enclose the personalised content of the audience for those who are willing to get influenced. 
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Figure 4: Two-step flow of communication theory 
(Source: Van Ruler, 2020)
[bookmark: _2r0uhxc][bookmark: _Toc179758107]2.11 Literature gap 
The literature gap in the research implies different influencer marketing strategies of organisations that affect the purchasing behaviour of customers. Another literature gap is failing to provide a comprehensive overview of the real-life examples of retail companies like Burberry where influencer marketing has rendered a positive impact on customer's purchasing insights. Despite extensive research on understanding the impact of influencer marketing on purchasing behaviour of customers, there is a literature gap in assessing the ways by which these influencer marketing strategies influence the purchasing insights of Gen Z consumers. The research has not particularly addressed the unique purchasing behaviours of customers while seeking recommendations from influencers through influencer marketing strategies. Another literature gap in the research is the effectiveness of influencer marketing on the long-term brand loyalty of Burberry, which should have been implicated in this research work with sufficient literary evidence (Series, 2023). 
[bookmark: _Toc179758108]2.12 Summary 
It can be summarised that the online presence and content attractiveness of influencer marketing is the important factors associated with influencer marketing in encouraging Gen Gen Z consumers to make a purchasing decision. Conducting influencer marketing campaigns is effective in making data-driven decisions and making prompt offers by seeking the recommendations of the influencers. Brands need to be careful of the challenges that are pertinent while implementing influencer marketing as it can affect their brand visibility and resonance towards its global audience. However, relevant theories need to be implemented to understand the effectiveness of influencer marketing strategies in influencing Gen Z consumers in companies.
[bookmark: _1664s55]

[bookmark: _Toc179758109]Chapter 3: Research Methodology 
[bookmark: _3q5sasy][bookmark: _Toc179758110]3.1 Introduction 
Research methodology refers to a detailed plan that provides research with scientifically sound findings with exact data and interesting results. This section has covered the research methods and techniques that are used to assess the effectiveness of influencer marketing strategies in Burberry to instill the purchasing behaviour of Gen Z customers in the UK. The use of effective research methods has been appropriate in this context to keep researchers on track by limiting the scope of the research. The involvement of the Saunders Research Onion Model in this study has been effective in describing the different decisions of research approaches that the researcher has taken to develop the research methodology (Fahed et al. 2015). The Saunders onion model comprises different stages such as research philosophy, approach, design, strategy, data collection, and data analysis which have been covered in this study. This model serves the purpose of accomplishing the research objectives and research questions by explaining pictorially the various aspects of the research. 
[image: Saunders' Research Onion Explained (+ Examples) - Grad Coach]
Figure 5: Saunders Research Onion model
(Source: Fahed et al. 2015)
[bookmark: _25b2l0r][bookmark: _Toc179758111]3.2 Research philosophy 
Research philosophy is a framework that entails the ideas about reality and the nature of knowledge on a specific research subject. It is of four different types including positivism, realism, pragmatism, and interpretivism philosophies. The researcher has used the positivist research philosophy to reveal the knowledge of the research subject from a neutral and measurable observation of activity (Rahman et al. 2021). This has been effective in measuring the effectiveness of Burberry's influencer marketing strategies that influence Gen Z consumers to make a successful purchasing decision. The reason for using the positivism philosophy is to gather factual knowledge on the impact of influencer marketing on the purchasing behaviour of Gen Z consumers. As positivism philosophy is evident in the use of concrete data and statistics, it would be effective to cover the influencer marketing effectiveness with the help of figures and statistics to showcase its importance in Burberry. Another major reason for using this philosophy is that it does not allow any interpretation of value-free reason due to which it reflects related theories and concepts to the object of study. By developing knowledge objectively, the researcher has addressed the truth associated with influencer marketing strategies issues in Burberry, which is impacting their consumer purchasing decisions. The knowledge obtained from positivist philosophy is congruent with reality, and accurate data (Huang, and Copeland, 2020). It is because of this reason that has enabled the researcher identifies online presence, content attractiveness, platform choice, and trust of influencers as the factors influencing consumer purchasing behaviour in Burberry with their influencer marketing campaigns. A major disadvantage of using the positivism philosophy is its inability to accurately prove the hypothesis uncovered in the research topic through empirical experiments. 
[bookmark: _kgcv8k][bookmark: _Toc179758112]3.3 Research design
Research design outlines the theories and models associated with the research question by integrating different components of the study logically and coherently. The four main types of research design include descriptive, experimental, correlational, and quasi-experimental designs. This research has used the descriptive research design to establish cause-and-effect relationships on influencer marketing strategies among different variables. The reason for using the descriptive design is to determine the characteristics of Gen Z consumers who are influenced through influencer marketing campaigns in Burberry. This design was helpful to assess the patterns in the characteristics of Gen Z consumers encouraging them to make a successful purchasing decision (Djafarova, and Bowes, 2021). Different patterns were established from the research literature concerning personalised experience, peer influence, transparency, and digital savviness. The researcher has selected the descriptive design to ensure that high-quality and honest data is collected from the secondary literature. Unlike experimental and quasi-experimental designs, the descriptive research design does not control or manipulate any of the research variables, but instead observes and measures them. In this study, the researcher has observed and measured the inference over Gen Z consumer purchasing behaviour while selecting Burberry's products. The goal of descriptive research design in this context was to provide a comprehensive and accurate picture of issues related to influencer marketing adoption while understanding Gen Z's consumer purchasing behaviour. By providing valuable insights on influencer marketing strategies in Burberry, the researcher has identified the trends associated with influencer marketing strategies to meet Gen Z customer's needs and preferences. There is little to no control over variables in the descriptive research design, implying potential biases, the major limitation of using the descriptive research design (Abrar et al. 2021). 
[bookmark: _34g0dwd][bookmark: _Toc179758113]3.4 Research approach
The research approach is the plan and procedure used by the researcher that spans detailed steps in a research method to undergo broad assumptions about the data collection and analysis process. The research approaches are of two types, inductive and deductive approaches. In this study, the researcher has used the inductive research approach to collect and analyse data on specific research subjects by developing theories, concepts, and hypotheses based on definite themes and patterns. This type of bottom-up approach has enabled the researcher to start with specific observations on influencer marketing strategies in Burberry and then move on to general ideas or theories. By assessing broad generalisations on the factors influencing Gen Z consumers to instigate positive purchasing behaviour, the researcher has uncovered rational theories. This has enabled the researcher to make several different assumptions on influencer marketing campaigns that foster genuine connections between Burberry and its customers. The reason for using the inductive approach was to generate new theories on the literature and findings while discovering unexpected patterns in Gen Z's consumer purchasing behaviour that might not fit into an existing theory (Djafarova, and Foots, 2021). This research has not used the deductive approach not only because of interpreting data from existing theory but also because it is associated with scientific investigation, which is not required in this context. By finding patterns and relationships in influencer marketing campaigns of Burberry, the researcher has used the new theory to formulate the research question. One of the major limitations of using the inductive approach is that it might be subjected to research bias and it does not guarantee 100% accuracy. 
[bookmark: _1jlao46][bookmark: _Toc179758114]3.5 Research Strategy 
A research strategy is a plan that guides the research activities undergone in a particular research work to achieve the desired goals. There are four major research strategies including qualitative interviews, quantitative surveys, case studies, and action-oriented strategy. Involvement of the case study research strategy in this study has been effective in assessing an in-depth inquiry about the research topic. The reason for undergoing the case study strategy is to explain the causal real-life links associated with influencer marketing in terms of holding long-term relationships with Gen Z consumers (Ma, 2021). As these findings are too complex in a survey or experimental strategies, the case study strategy is used to gain a better understanding of influencer marketing dynamics and context in Burberry. This strategy can explore deeper causes of phenomena underlying influencer marketing strategies in Burberry's consumer purchasing behaviour. Different case studies were used in this context to describe, compare, evaluate, and understand different aspects of the research problem pertinent to the limited reach and missed opportunities of influencers in influencer marketing campaigns for real-life companies like Burberry. A major limitation of using the case study strategy was the difficulties in generalising findings from one case study to another case study (Tran, 2020). 
[bookmark: _43ky6rz][bookmark: _Toc179758115]3.6 Research method 
Research method is the process or technique used to collect data or evidence for analysis by uncovering new information on a given research topic. There are three different research methods quantitative, qualitative, and mixed methods. The involvement of a qualitative research method was effective in this context as the research involved collecting non-numerical data to understand concepts of influencer marketing. This method collected several findings on the influencer marketing strategies of Burberry and consumer purchasing behaviour from the opinions and experiences of consumers and brand associates as collected from the secondary literature study. The reason for using qualitative research is to answer questions that cannot be easily put into numbers but can be understood through human experience. Apart from that, the researcher has generated incredibly detailed and in-depth information on influencer marketing strategies in the fashion industry such as influencer-hosted events, exclusive discounts, and data-driven campaigns. By diving deeper into the research study through qualitative insights, the researcher has captured new beliefs on the purchasing behaviour of Gen Z consumers while making purchases from Burberry as per the recommendations of influencers (Liang et al. 2022). As the qualitative method is less stringent and much easier than the quantitative method, it was preferred in this study to extrapolate any evolving beliefs associated with influencer marketing strategies in the fashion industry. This method has carefully aligned the secondary findings by accomplishing the research objectives and research questions. One of the disadvantages of using the qualitative method is its time-consuming nature and subjective process that leads to inaccurate results. 
[bookmark: _2iq8gzs][bookmark: _Toc179758116]3.7 Sampling 
Sampling is the process by which a subset of a population is interpreted to represent the whole population. Involving the probability sampling method is effective in this context as it has allowed the researcher to make strong statistical inferences about the whole group. The reason for using probability sampling is to use random secondary articles and journals assessing the research topic. This has been appropriate in concluding a large population of consumers attracted by influencer marketing campaigns of Burberry. Probability sampling has enabled the researcher to predict the behaviour of variables associated with influencer marketing and consumer purchasing behaviour from different probable data. A major disadvantage of using this sampling method is that greater expertise and knowledge of the subject matter needs to be determined while approaching this research method (Lin, and Chen, 2022). The inclusion and exclusion criteria were also assessed while collecting evidence on the research as follows:
Inclusion criteria 
· Peer-reviewed academic journals in the last 5 years, i.e. from 2020
· Researching about influencer marketing campaigns of Burberry 
· Analysing the purchasing behaviour of only Gen Z consumers 
· Written only in the English language 
Exclusion criteria 
· Non-reviewed journals before the last 5 years 
· Researching influencer marketing campaigns of other companies 
· Analysing the purchasing behaviour of other customers such as Gen X, millennials, and others except for Gen Z 
· Written in other languages except English 
[bookmark: _xvir7l][bookmark: _Toc179758117]3.8 Data collection 
Data collection is the process of collecting and measuring proposed findings on a particular research subject to answer relevant questions. Among the two types of data collection methods, primary and secondary, the researcher has used secondary data collection to assess in-depth findings on the effectiveness of influencer marketing campaigns in Burberry that influence the positive purchasing behaviour of Gen Z consumers. The reason for using secondary data collection was to generate detailed insights on the factors associated with the positive and negative impact of influencer marketing on Burberry's purchasing insights. This was effective in gathering information from already existing datasets without the hassle of collecting one-by-one as in the primary data collection method. As secondary data collection encompasses an enormous range of highly original and extensive studies, the researcher has selected this approach to retrieve already available data on influencer marketing campaigns of Burberry. The purpose of using such a data collection method was because of its less time, money, effort, and resources to conduct the study (Chaturvedi et al. 2020). Involving the qualitative research method was effective to proceed with secondary data as it included broad findings on the opportunities and challenges associated with influencer marketing strategies in Burberry. The secondary data collection method was appropriate in gaining insights of Burberry's influence over Gen Z's purchasing behavior through empirical research studies. Apart from that, the secondary data was effective in collecting evidence on UGC and influencer marketing impacting Burberry's operation phases. Several secondary data were used to collect evidence on the research subject including sources from peer-reviewed articles, research journals, academic databases, Burberry's annual reports and website, and published works. A potential limitation of using the secondary data collection method is that the information might be coloured by the researcher's own bias or faulty approach, which might affect the research outcome. 
[bookmark: _3hv69ve][bookmark: _Toc179758118]3.9 Data analysis 
Data analysis aims to interpret and analyse useful information to support decision-making and formulate conclusive outcomes. The researcher has used the thematic data analysis procedure to analyse the findings collected in the above section. This has been effective in closely examining the impact of influencer marketing on the consumer purchasing behaviour of Gen Z while choosing products of Burberry. Some common themes, patterns, and ideas have been interpreted from the secondary findings such as consumer purchasing behaviour, Gen Z consumers, influencer marketing, the influence of influencers, Burberry, and the marketing strategies of Burberry (Wang, 2021). The reason for using thematic analysis was to work with a wide range of data types and offer textual data, which was effective in analysing the secondary data. These themes were assessed by generating initial codes on similar datasets and interpreting themes in terms of qualitative data analysis. By generating codes from the secondary data sets, the researcher has emphasised in-depth findings of influencer marketing strategies in Burberry. A limitation of thematic analysis is its interpretative nature due to which the identification and analysis of themes rely heavily on the researcher's perspective. 
[bookmark: _1x0gk37][bookmark: _Toc179758119]3.10 Ethical considerations 
The researcher has maintained honesty and integrity throughout the research work while carrying out secondary data collection methods and thematic data analysis. Involvement of the Data Protection Act 2018 has been effective in protecting the secondary data from potential threats or biases. The researcher has re-used data to assess the secondary findings by using in-text citations to respect the credibility of the researchers (McCoy et al. 2021). Apart from that, the secondary data was kept confidential in a safe digi-locker through an encrypted password, which was opened only by authorised research personnel. All the research information used in this study was peer-reviewed and original, implying the adherence to a certain code of conduct by the researcher while collecting data from others. The researcher has taken permission to conduct the research work from the ethics committee of the University to ensure ethical compliance. There was no misuse of data by the researcher as the researcher prevented it from exploitative or manipulative purposes. 
[bookmark: _4h042r0][bookmark: _Toc179758120]3.11 Research limitations
The research has concentrated on the influencer marketing strategies of Burberry and not on other real-time companies, which could have provided a comprehensive insight into the influencer marketing scope instilling Gen Z consumers. This study has not addressed the impact of Gen Z's consumer purchasing behaviour on the marketing scope of Burberry in a broader context. Another research limitation is not involving any contextual data on different influencer marketing platforms such as Facebook, Instagram, YouTube, and LinkedIn to get real-time updates on its influencer marketing campaigns (Leung et al. 2022). Apart from that, the research is limited in highlighting the positive and negative effects of influencer marketing on the purchasing behaviour of Gen Z consumers. The research could have also used quantitative research methods in the form of online surveys to get real data from the practical experience of consumers and employees of Burberry as an alternative form of research method.
[bookmark: _Toc179758121]3.12 Reliability and validity 
The reliability of the research was conducted appropriately as it used the source of information from authentic websites to assess the peer-reviewed articles, published journals, and academic databases. To evaluate the reliability of secondary data sources, the researcher considered the use of the source's publication date, purpose, and credibility while undergoing the secondary data collection process. On the other hand, the validity of the research was maintained by looking at the research methods and data collection techniques, which were all appropriate in terms of originality and credibility (Evans et al. 2021). The validity was also ensured by checking whether the data undergoes potential biases and was cross-checked with other reputable sources for consistency. 
[bookmark: _2w5ecyt][bookmark: _Toc179758122]3.12 Summary 
It can be summarised that Saunders's research onion framework was used in this research work to assess appropriate research methods and techniques. The involvement of secondary data collection through peer-reviewed journals was effective in gathering an in-depth understanding of influencer marketing strategies that instigate Gen Z's purchasing behaviour in Burberry. The use of thematic data analysis through appropriate themes and patterns helped the researcher to assess the research questions. Apart from that, the ethical consideration in the research was met by following appropriate codes of conduct and honesty throughout the research work. 
[bookmark: _1baon6m][bookmark: _Toc179758123]Chapter 4: Analysis and Findings 
[bookmark: _3vac5uf][bookmark: _Toc179758124]4.1 Introduction
The analysis and discussion section is of utmost importance as it evaluates the contradictory findings of the study by developing creative solutions to the research problem. A more profound understanding of the influencer marketing strategies of Burberry is addressed in this section to assess its influence on the purchasing behaviour of Gen Z consumers. The purpose of this section is to identify patterns, trends, and relationships with the secondary data identified in the data collection process (Li et al. 2021). Drawing insights into Burberry's influencer marketing strategies, a conclusive inference can be interpreted based on the research objectives and questions. 
[bookmark: _2afmg28][bookmark: _Toc179758125]4.2 Analysis
	Themes 
	Sub-themes 
	Key codes/factors 

	Theme 1: The online presence of the brand and the content attractiveness of influencers are the major factors associated with influencer marketing strategies to encourage customers to make a successful purchase at Burberry 
	· Visual aesthetics in online channel 
· Influencer-customer interaction 
	· High-quality imagery 
· Social media reach 
· Real-time feedback 
· Interactive Features 

	Theme 2: Fake followers lead to a loss in brand trust and ineffective purchasing behaviour of consumers in Burberry while making purchase decisions from influencer marketing 
	· Influencer credibility 
· Brand perception 
	· Verified influencer accounts
· Social media audits 
· Transparency in sponsorship 
· Customer loyalty 

	Theme 3: Influencer marketing strategies render strong brand awareness and true connection with customers influencing them to purchase Burberry's products
	· Emotional connection
· Word-of-mouth effect 
	· Personal anecdotes from influencers 
· Product reviews
· Social proof
· Audience engagement rate 

	Theme 4: Influencer-hosted events and data-driven campaigns needs to be implemented by Burberry to understand the purchasing behaviour of Gen Z consumers 
	· Campaign optimisation 
· Gen Z engagement strategies 
	· Predictive analytics 
· Live event feedback 
· Personalised offers
· Brand-influencer collaborations



Theme 1: The online presence of the brand and the content attractiveness of influencers are the major factors associated with influencer marketing strategies to encourage customers to make a successful purchase at Burberry 
Influencer marketing strategies are not just a trend but a vital component in modern marketing strategies to drive consumer engagement rates and deliver high ROI. Burberry's online presence is remarkable as it aims to engage with customers across different digital platforms and touchpoints. They have sought to create an immersive and cohesive brand experience that greatly resonates with their target audiences. It is evident from the Instagram account of Burberry that they have 20.1 million followers, implying an attractive online presence of the brand (instagram.com, 2024). Burberry frequently partners with influencers and celebrities to promote their clothing line in influencer marketing channels such as Instagram and TikTok. They have live-streamed their runaway show on Instagram and Snapchat stories during London Fashion Week, which has provided exclusive access to millions of fans. This suggests that the online presence of a brand is a potential factor in influencing customers to make a successful purchase. Burberry has seamlessly integrated different social media platforms to endorse their influencer marketing strategies, which has increased the likelihood of customer conversions and engagement rate. 
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Figure 6: Instagram account of Burberry
(Source: instagram.com, 2024)
On the other hand, the content attractiveness of influencers resonates with the successful purchasing decisions of consumers on the influencer marketing platform. The brand has worked with 187 celebrity endorsers and influencers such as Georgia Jagger, Shakira, Sarwendah, and Baekhyunee to resonate with diverse audiences globally. The majority of the influencers have used hashtags such as #burberry to increase the engagement of customers and reach the target audiences (instagram.com, 2024). This has enabled customers to discover unified content they care about while sparking conversations and increasing brand visibility through such influencer marketing strategies. Burberry's influencers have integrated exclusive visual aesthetics or high-quality imagery in their content to attract the target audience while discerning the brand's values and identity. The content attractiveness of those influencers is due to their high level of experience in interactive campaigns that have impacted the purchase intentions of consumers. Engaging content has been the main driving factor for influencers to engage maximum customers as it drives emotional connections with them. The purchasing insights of customers largely depend on the content attractiveness of the influencers as it communicates genuine appreciation of the company's products among customers. For instance, Burberry worked with an influencer as well as a streetwear designer Virgil Abloh to release a limited edition collection in 2021, which increased the full-price comparable sales price by up to 30% (burberryplc.com, 2022).
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Figure 7: Hashtags of Burberry in Instagram channel 
(Source: instagram.com, 2024)
Theme 2: Fake followers lead to a loss in brand trust and ineffective purchasing behaviour of consumers in Burberry while making purchase decisions from influencer marketing 
While implementing influencer marketing strategies for luxury fashion brands such as Burberry, there is a huge problem related to fake likes and fake social media followers, which is affecting the purchasing decisions of consumers. These fake followers on social media are used not only to spread misinformation but also to boost certain influencers. The higher the number of fake followers, the lower the consumer's trust in the brand as it impacts their purchasing decisions when finding a lack of posts missing bio, or very few followers. According to a report, Burberry stands in the 9th position of being a luxury fashion brand with 29.05% fake followers to increase their follower count within their influencer marketing channels (Cole, 2023). This reflects that Burberry's social media platforms are somewhat run by scammers or bots run by algorithms while reducing the engagement rate of consumers. Burberry is greatly concentrated on its customers for exclusivity and authenticity, but the fake followers in their influencer marketing platforms are affecting the brand's visibility and reputation. This perceived inauthenticity is hurting the sentiments and most importantly the purchasing behaviour of customers who value trustworthiness and genuine connections with the brand. 
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Figure 8: List of fake followers of luxury brands on social media accounts 
(Source: Cole, 2023)
On the other hand, fake followers offer zero engagement for a brand while engrossing influencer marketing campaigns on the social media platform. When a large percentage of followers are fake accounts, then the influencers might not be able to encourage customers to make a successful purchasing decision. It might be due to this reason that Burberry is struggling amidst weaker demand for luxury goods, especially in the markets of China and America. As per the report, the sales of Burberry in the Asia Pacific region and mainland China have fallen to 23% and 21% respectively in 2024 compared to 2023 (Edser, 2024). This is because of the lack of trust of customers and poor brand commitment due to which customers won't be interacting with the influencer's content even if it is appealing or highly eye-catching. The influencers fail to connect with the audience, which is similar to those of Burberry as their influencers are not holding meaningful conversations with audiences. Burberry has also gotten into a trap with such fake followers when they have chosen popular Instagram influencers and has wasted the majority of their marketing resources. 
Theme 3: Influencer marketing strategies render strong brand awareness and true connection with customers influencing them to purchase Burberry's products
Influencer marketing strategies build credibility and trust for the brand when they select certain influencers to drive more engagement and traffic from consumers. As per the report, the average engagement rate of Burberry on Instagram has decreased from 6.08% to 2.66% with 0.03% average interactions per post (phlanx.com, 2024). Despite the decrease in average interactions and engagement in Burberry, it still demonstrates a healthy relationship with the audience. However, if Burberry's engagement rate is less than 0.5%, then it might indicate that their account has a large percentage of fake followers. Burberry has launched a new campaign "Voices of the Future" as a part of its initiative to support the communities in unprecedented times, an inspiration from the youths and Gen Z people. To create long-term relationships with customers, Burberry has partnered with popular influencers such as Ishmael Auguiste, Tess Carter, Sophie Alice, and so on as a part of its influencer marketing campaigns. This campaign has encouraged a huge number of customers to purchase Burberry swimwear as the brand has promoted a video capturing the carefree spirit of summer with models enjoying the sand and sun wearing those swimwear. It is due to this reason that the sales of Burberry's swimwear have increased 3% within 6 months of launch in 2023 (Mohammed, 2023). 
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Figure 9: Average engagement rate of Burberry's followers 
(Source: phlanx.com, 2024)
On the other hand, influencer marketing campaigns have rendered a positive impact on the purchasing behaviour of Gen Z consumers as Burberry has collaborated with influential people from the fashion and entertainment sectors. As these influencers are wearing Burberry's products while promoting the brand, consumers are increasingly trusting the brand due to a sense of reliability and authenticity in their content. The application of influencer marketing campaigns in Burberry gives them a win-win situation as their influencers give extra value to the followers, and the company ultimately grows its customer base. It is because of these influencers that has enabled the brand fast-track the customer journey while moving their followers from awareness level to advocacy level at an accelerated rate. According to a report, Burberry's organic traffic has reached 3.2 million followers with a traffic value of $1.5 million, which is due to its strong brand awareness among customers (ahrefs.com, 2024). This reflects that the brand is successfully creating strong connections with customers while influencing them to purchase the company's products. 
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Figure 10: Organic traffic of Burberry 
(Source: ahrefs.com, 2024)
Theme 4: Influencer-hosted events and data-driven campaigns needs to be implemented by Burberry to understand the purchasing behaviour of Gen Z consumers 
Influencer-hosted events are regarded as a gold mine for increasing brand awareness and visibility as influencers mingle in an event to generate a significant online charter. They are the ones who flood social media feeds with branded content and hashtags while placing the company at the forefront of potential customer's minds. Experiential and interactive events across social media are like a magnet for Gen Z people as they always look for options through which they can trust or commit (Dash et al. 2021). Burberry needs to host influencer events or live stream events to engage with maximum audiences and turn them into potential customers. They need to recruit fashion-forward influencers who will understand the needs of customers in luxury fashion such as identifying the trends of sustainable manufacturing, vintage items, and personalisation. For instance, Zara has expanded its live shopping broadcasts through influencer-hosted events by partnering with popular influencers in the UK, Europe, and the United States to showcase its handbags, shoes, and jewellery. As per the report, a team of 70 people is working on Zara's event and has already attracted 800,000 unique viewers per show, including Gen Z ones (economictimes.indiatimes.com, 2023). Implementing such events in Burberry is effective not only to connect with Gen Z consumers but also to make them a part of the brand's journey. Hosting styling sessions, behind-the-scenes content, and drops of limited-edition products can be a remarkable way of undergoing successful campaign optimisation and increased profits. On the other hand, data-driven campaigns are also effective in engaging maximum Gen Z customers as they are mostly active on social media platforms. Leveraging social media analytics through Facebook, Instagram, and YouTube has been effective for most luxury fashion brands to fit with Gen Z's needs and resonate with their values of social responsibility. Implementation of data-driven campaigns can allow Burberry to gain real-time personalisations of their customers through exclusive offers and personalised recommendations. For instance, Boohoo is increasing its social media investment by encouraging thousands of influencers to host the brand's events on their pages. They have reportedly spent £80 million on influencer marketing, such as collaborating with style icon influencer Megan Fox to hear about limited-edition clothing from Boohoo on their Instagram channel (Gilliland, 2020). Therefore, Burberry needs to undergo influencer-hosted events and data-driven campaigns to better understand the motivational and behavioural factors of Gen Z's purchasing insights. 
[bookmark: _pkwqa1][bookmark: _Toc179758126]4.3 Findings 
Finding 1: Factors affecting purchasing decisions in influencer marketing. 
It can be analysed from Theme 1 that influencers' content attractiveness and the online presence of the brand are the major factors that affect the purchasing decisions of customers in influencer marketing. This is because when influencers share content about the brand or its products, they are exposing the brand to a wider audience that is leading to increased recognition of the brand. In the case of Burberry, brand awareness is at 88% in the UK in terms of aided brand recognition as customers respond to both the brand's logo as well as the written brand name (Kunst, 2024). Influencer marketing has enabled Burberry to tap into the influencer's existing fan base while creating authentic content and increasing brand visibility by resonating with the target audience. It is evident from the findings that Burberry's influencers highly determine the effectiveness of their influencer marketing campaigns as noted from their content's attractiveness. This attractiveness includes different factors such as the influencer's content style, personality, appearance, and overall reputation. Burberry has a close relationship between such virtual influencer's attractiveness and their consumer's purchase intentions. The purchasing decisions of consumers are influenced by shaping emotions, brand perceptions, and behaviours, ultimately impacting loyalty and engagement. For instance, Burberry's Riccardo Tisci's runaway collection debut is promoted by their exclusive influencers on the 17th of every month, which has resulted in strong double-digit percentage growth to around 50% in online and mainline stores (Singh, 2019). 
Finding 2: Challenges in influencer marketing campaigns 
It can be reflected from theme 2 that adopting influencer marketing campaigns in organisations renders potential challenges due to which consumer's trust erodes and leads to a possibility of ineffective customer purchasing behaviour. The most popular target segment in influencer marketing is Gen Z groups who value authenticity and credibility in the brand while trusting potential influencers. Amidst such trustworthiness, some influencers have fake followers that take the campaign down the drain. This is the case in Burberry as they have been found to have an association with 29.05% fake followers within the total followers’ count. It was due to this reason that Burberry faced a $30 billion annual loss as their influencers with fake followers were counterfeiting while diluting the brand identity (Rana, 2024). The high cost of influencer marketing has been a challenge for Burberry as they have to partner with popular influencers in return for a huge sum to grow their brand. On the other hand, failing to endorse effective campaigns by influencers can lead to a low response rate in the marketing campaign if they do not present the content appropriately. This might be due to a lack of control over influencers due to which they gain the advantage of promoting the brand's products according to their wish while failing to abide by the brand guidelines. Implementation of influencer marketing channels has also threatened Burberry to denote a positive impact on the purchasing behaviour of customers due to a lack of clarity on influencer performance. 
Finding 3: Purchasing behaviour of Gen Z's through influencer marketing 
It can be analysed from theme 3 that influencer marketing creates strong brand awareness and deeply connects with the target audience, especially the Gen Z. Influencer marketing is substantially dependent on the purchase decisions of Gen Z consumers as it offers a powerful Avenue for brands to connect with such a demographic. For instance, Burberry's Winter 2024 influencer campaign generated 14.6 million views due to high-quality runaway footage of the influencers, implying Gen Z as the main target segment (Soar, and Mellery-Pratt, 2024). The personal anecdotes from influencers in terms of Burberry's clothing line have influenced other segments of customers to make a successful purchasing decision. This is due to the increased trust of the customers towards influencers while dictating the line of clothing through their content across different influencer marketing channels. The two most important factors in assessing the purchasing behaviour of Gen Z are their paramount nature toward authenticity and relevance. Burberry's consumers are increasingly concentrated on "functional luxury" products and fine craftsmanship, which is uniquely positioned by their brand influencers on social media platforms. Apart from that, connecting with Gen Z through authentic stories as promoted by influencers leads to positive sales and targeted demographics as seen in the case of Burberry. 
Finding 4: Approaches to Improve Influencer Marketing Campaigns  
It is evident from theme 4 that adopting influencer marketing through data-driven campaigns and influencer-hosted events are remarkable options for Burberry to generate positive purchasing behaviour among Gen Z consumers. This is because of their clear objectives as influencers while influencing every decision to impact consumers through genuine interest and a high engagement rate (Wibowo et al. 2020). It is evident from the findings that Gucci and Zara have already implemented effective influencer marketing campaigns due to limited fake followers and strong brand resonance in the global luxury fashion market. Crafting a compelling pitch through influencer-hosted events can allow Burberry to personalise its approach when connecting with the target audience through influencers. A clear line of communication in the influencer marketing campaign needs to be established in such events to render positive purchasing decisions of customers as they will clearly understand the marketing objectives and the importance of considering the promoted product by the influencers. Burberry needs to undertake significant data-driven campaigns after which measuring the profit versus the expenditure of the campaign is compulsory to understand the actual purchasing behaviour of customers. Apart from that, collaborating with authentic influencers can build effective promotions, which should be the ongoing strategy of Burberry to influence Gen Z consumers to make a successful purchase (Choi et al. 2024). 
[bookmark: _39kk8xu][bookmark: _Toc179758127]4.4 Summary 
[bookmark: _1opuj5n]It can be summarised that the thematic analysis has presented different themes and patterns from the findings while addressing the research objectives. Hosting live events or providing exclusive discounts to target audiences are the influencer marketing strategies of Burberry that have rendered successful purchases among Gen Z consumers. They need to remove the number of fake followers to build a long-term collaboration with influencers as well as customers to reflect beyond one-time engagement while making a purchasing decision by customers. 
[bookmark: _48pi1tg][bookmark: _Toc179758128]Chapter 5: Conclusion and Recommendations
[bookmark: _2nusc19][bookmark: _Toc179758129]5.1 Conclusion 
It can be concluded that influencer marketing leverages trust, social proof, and emotional connection with customers as they look for purchasing options after their recommendations. The context of influencer marketing is popular nowadays for more marketers due to the prevalence of authenticity and endorsements created by influencers. An impactful insight of influencer marketing is UGC which allows consumers to feel more comfortable and organic while seeking purchasing decisions from their recommendations. The research has proposed relevant aims and objectives, which has further helped to formulate research questions and address them until the completion of the research work. There are several factors including content attractiveness through social-oriented posts and platform choice such as Facebook, Instagram, and YouTube to be associated with influencer marketing strategies. Burberry has been a popular luxury brand for the last few decades that adopts influencer marketing by partnering with popular celebrity endorsers and influencers around social media platforms. Investing in influencer marketing strategies in the fashion industry is popular such as in the case of Burberry as they organise influencer-hosted events, data-driven campaigns, and exclusive discounts or giveaways to resonate with the target audience. 

[bookmark: _1302m92]Implementing the theory of planned behaviour, social identity theory, and two-step flow of communication theory is effective for Burberry to implement its influencer marketing strategies while encouraging customers to make a purchasing decision. The research has used the Saunders Research Onion framework to undergo the research work by dividing it into a series of steps such as from research philosophy to data analysis. The involvement of the secondary data collection method and thematic data analysis was appropriate in assessing the impact of influencer marketing in Burberry. The researcher has followed relevant inclusion and exclusion criteria while conducting the data collection and analysis methods. The involvement of social media audits and customer loyalty affect the purchasing behaviour of Gen Z customers while seeking recommendations from their favourite influencers across several social media platforms. It is evident from the thematic analysis that Burberry's influencer marketing campaigns have been effective in increasing the engagement rate of audiences and promoting word-of-mouth marketing through personal anecdotes of influencers. On the other hand, brand-influencer collaborations and live event feedback are some of the effective influencer marketing strategies for Burberry that can enable them to meet the demand of Gen Z consumers. This will be because of their emotional connection with the influencers as well as with the brand, which will provoke them to make purchasing decisions. 
[bookmark: _Toc179758130]5.2 Recommendations
Recommendation 1: Embracing short-form content 
Investing in short-form content can allow Burberry to reach a wider audience due to its high shareability option and endorsing different types of audiences. The fast-paced nature of online consumption is achieved through short-form content that can enable brands to quickly engage with customers and understand their purchasing behaviour on a rapid note (Dolega et al. 2021). Burberry needs to make short-form content such as behind-the-scenes of their manufacturing and production of products, challenges of wearing a Burberry product and tagging the brand, and certain collaborations with Instagram or TikTok creators. Defining campaign goals and creating detailed influencer guidelines while posting short-form content can allow Burberry to have better control of its influencers. 
Recommendation 2: Focusing on sustainability messaging 
Burberry needs to prioritise sustainability messaging by encouraging influencers to make content on environmental issues, which will support both the brand objectives as well as the global problems of users. This will allow Burberry to be perceived as more responsible and trustworthy while being increasingly vigilant about the authenticity of the products as sought from the recommendations of influencers. Emphasising Burberry's sustainability efforts should be the main motive of their influencers as it would quickly reach a global audience, especially the Gen Z ones (Bi, and Zhang, 2022). By introducing sustainability messaging, Burberry can avoid issues compromising long-term relationships while ensuring clear communication and clear expectations with the customers. 
Recommendation 3: Investing in co-created campaigns 
Involvement in co-created campaigns can enable Burberry to reach a broader audience due to its incorporation of diverse perspectives and voices. This will allow the organisation to foster a sense of belongingness and ownership around the Gen Z customers as it will directly resonate with their purchasing behaviour (Lou, 2022). Burberry can gather fresh ideas and break from its status quo while making decisions based on the perceived notions of the customers as sought with influencer marketing strategies (Berne-Manero et al. 2020). These co-created campaigns can allow Burberry to reduce its marketing costs after publishing the same content while reaching a broader audience.
Recommendation 4: Leveraging data analytics 
By leveraging the data to identify influencers, Burberry can cover their specific products and services by directly resonating with the brand experience to customers. Investing in influencer campaign analytics can allow Burberry to ensure that their objectives are followed by influencers or not, and whether their promotional content of influencers aligns with the followers' taste or not. Introducing data analytics in Burberry is effective in eliminating the problems of fake activity in Burberry as it will ensure a targeted campaign. Apart from that, tracking engagement metrics through social analytical tools can allow Burberry to measure its fake followers (Do, and Do, 2020). 

[bookmark: _3mzq4wv][bookmark: _Toc179758131]5.3 Future research
Future research on the study involves the impact of new influencer platforms on the purchasing behaviour of Gen Z customers in Burberry or other similar brands. Addressing the importance of data analytics in the scope of influencer marketing strategies or purchasing decisions of Gen Z customers can be accomplished in future studies. This research needs to explore the effectiveness of sustainability and ethical practices for influencer marketing campaigns as those directly influence Gen Z's purchasing insights (Larsen, and Pedersen, 2021). The impact of creating interactive videos such as Instagram reels, YouTube shorts, and TikTok reels through influencer marketing can be addressed in future research work. Researchers can also undergo a comparative analysis of micro-influencers and micro-influencers in influencing the purchasing behaviour of Gen Z consumers while making purchases of retail or luxury products. 
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