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Abstract
This paper explores the impact of influencer marketing on consumer buying behaviour in the UK fashion retail industry with a particular case study of Boohoo. The study fills an important gap in the current literature, as it investigates the effectiveness of influencer marketing into purchase intention and actual consumer behaviour. The study adopts an interpretivist philosophy and an inductive approach with qualitative secondary data analysed through a thematic analysis to examine the relationships between social media marketing, influencer credibility, content quality, engagement, consumer trust, brand perception and purchase behaviour. The results indicate that Instagram is instrumental in boosting consumer awareness and brand perception by the use of visual and interactive content, whereas the credibility and authenticity of influencers have a strong impact on consumer attitudes and trust. The use of social media also facilitates trust by use of social validation but the study also finds that high levels of social media engagement do not invariably translate to actual purchase behaviour based on price sensitivity and personal preferences. The study also notes that influencer marketing is a complex and interdependent process, and not a linear relationship. The research adds to the body of academic knowledge through its ability to fill a gap between purchase intention and behaviour and provide practical implications to fashion retailer by highlighting the value of authenticity, strategic collaborations with influencers, and meaningful engagements.
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[bookmark: _Toc226018524][bookmark: _Toc231296947]1.1 Research Background
The fast development of digital-based technologies and the popularity of social networking platforms have had a great impact on the marketing environment, especially in the international fashion retail sector. The conventional methods of marketing, including TV advertising and print media, have over time been complemented and in most instances superseded by online methods of marketing, which focus on interactivity, personalisation, and real-time interaction. Instagram has become one of the most powerful platforms among them because of its incredibly visual format, the simplicity of use, and the fact that it allows direct communication between the brand and consumers (Chiguvi et al., 2025). The UK fashion retail industry is one of the most competitive markets, with the fashion cycles being very rapid, and the consumer preferences changing rapidly, so the brands are turning to Instagram as one of the main marketing tools that will help them gain visibility and influence consumer behaviour.
Among the most remarkable aspects of this digital transformation, the emergence of influencer marketing can be identified. Influencer marketing concerns the partnerships between brands and social media influencers who have amassed large communities of followers and gained a degree of trust in certain niches. The content produced by these influencers is more relatable and authentic and promotes products, thus, influencing consumer attitudes and perceptions. The strategy has proven to be effective especially among the younger demographs of consumers like the Generation Z and Millennials who are known to be heavy users of social media to get fashion inspiration and make buying choices. Influencer marketing is a potent instrument of influencing consumer behaviour, unlike traditional marketing, which tends to pursue a one-way communication strategy, influencer marketing creates a feeling of community, interaction and trust (Migkos et al., 2025). When applied to the UK fashion industry, firms like Boohoo have been able to incorporate Instagram influencer marketing as part of the larger digital approach. Boohoo, being one of the biggest online fast-fashion retailers, is quite dependent on influencer partnerships to advertise new collections, build aspirational brand image, and interact with its target audience. By collaborating with macro and micro influencers, the brand can target various consumer groups, raise brand awareness, and initiate the desire to buy. Influencers will tend to display products in terms of styling tips, personal reviews and lifestyle content, allowing consumers to see how these products would work in their lives. Such a marketing strategy is consistent with the principles of the Source Credibility Theory according to which consumers are more likely to be influenced by the sources that are perceived as credible, learned, and appealing.
Moreover, the usefulness of influencer marketing can also be described by the application of the Social Proof Theory that says that people are prone to follow the actions and views of other people, especially when it comes to uncertainty situations. By seeing influencers promote particular fashion items, consumers can perceive it as an indication of quality, trendiness, or even social approval, and thus they are more likely to buy it (Samsu et al., 2025). Also, a great amount of social media usage, including likes, comments, and shares, can also strengthen consumer confidence and brand credibility, which, in the end, can affect decision-making. Nevertheless, the efficiency of Instagram influencer marketing is not without serious issues, although it becomes increasingly popular and is actively used. Social media platforms are becoming increasingly saturated with promotional material, and the questions of authenticity, transparency, and consumer scepticism are being raised. Customers are increasingly conscious of paid collaborations, which could lower the perceived authority of influencers and diminish their persuasive power. Furthermore, although influencer marketing is most commonly related to heightened brand recognition and engagement, its direct effect on actual consumer purchase behaviour is not established yet, especially in the context of the UK fashion retail. Thus, the current study aims at critically analysing the impact of Instagram influencer marketing on consumer purchase behaviour, whilst focusing on Boohoo (Bhatt et al., 2025). The study is expected to help advance the existing knowledge on the impact of digital marketing strategies on customer decision-making in the modern fashion retail setting by researching the correlations between influencer credibility, social media participation, consumer trust, brand perception, and purchase intention.
[bookmark: _Toc226018525][bookmark: _Toc231296948]1.2 Research problem
The explosive nature of social media marketing and the high usage of influencer marketing has presented a considerable opportunity to fashion retailer to connect with consumers and create brand awareness. Nevertheless, the level of uncertainty about the effectiveness of influencer collaborations in consumer purchase behaviour is still rather high despite the growing investment into these strategies (Gunawan et al., 2025). When it comes to the fashion retail market in the UK, the campaign on Instagram influencers is being invested in by brands like Boohoo, but there is no always certainty about whether this activity is being converted into actual buying behavior or customer retention. This poses a serious business and scholarly issue on the return on investment (ROI) of influencer marketing and its actual effects on consumer decision making.
The complexity of consumer behaviour in the digital space is one of the major issues. Although influencer marketing usually implies enhanced brand recognition and interaction, these factors do not always translate into real purchases. Consumers can engage with the influencer material by liking, sharing, or commenting, however this does not assure them of conversion into buying behaviour. Such disconnection creates a distance between the consumer intention and actual behaviour, and it may not be easy to determine the actual success of the influencer strategies by the marketers (Dzreke and Dzreke, 2025). Moreover, the existence of several influencing variables, e.g., price sensitivity, brand reputation, and the alternative product choice, also complicates the correlation between influencer marketing and making a purchase.
The other key issue is connected to the trustworthiness and authenticity of influencers. The Source Credibility Theory states that the perceived reliability and knowledge of the speaker is critical to the success of any message. Nevertheless, as influencer marketing has become increasingly commercial, consumers have become quite skeptical of sponsored content, questioning the true nature of the influencer endorsements. Such scepticism may diminish the level of trust and decrease the persuasive effect of influencer campaigns. Moreover, the growing overcrowding of advertising material on such platforms as Instagram has caused information saturation, which complicates the process of the consumer discriminating between real recommendations and sponsored content.
Besides, although literature has been conducted on influencer marketing and consumer attitudes, no studies have been conducted to capture the interaction of key variables, including social media engagement, trust, brand perception, and influencer credibility, to affect actual purchase behaviour, especially in the context of the UK fashion retail. A lot of the current literature is based on purchase intention and not the actual consumer behaviour, which generates a disparity between the knowledge about a theory and its practice. The constraint limits the scope of business in its formulation of effective and evidence-based marketing strategies.
Thus, the fundamental research issue to be tackled by the study is the paucity of clarity regarding the manner and the degree to which Instagram influencer marketing affect consumer buying behaviour within the UK fashion retail sector. This study aims to fill the gap of consumer engagement and the real purchasing behaviors, and in the process, the study addresses how trust, credibility, and brand perception affect consumer behavior by focusing on the example of Boohoo. The study is critical to both academic studies and managerial practice since it will furnish a perspective on whether influencer marketing is effective in a highly competitive and digitally-oriented market place (Ismail et al., 2025).
[bookmark: _Toc226018526][bookmark: _Toc231296949]1.3 Aim and objectives
Aim
To analyse the influence of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail sector, focusing on the case of Boohoo.
Objectives 
· To examine the role of social media marketing in the UK fashion retail industry.
· To evaluate how Instagram influencer marketing affects consumer awareness and brand perception.
· To analyse how influencer credibility and content impact consumer purchase behaviour.
· To explore the relationship between social media engagement, trust, and purchase intention.
[bookmark: _Toc226018527][bookmark: _Toc231296950]1.4 Research questions
How does Instagram influencer marketing influence consumer purchase behaviour in the UK fashion retail sector?
Sub-Questions
1. How does social media marketing influence consumer awareness of fashion brands?
2. What role do Instagram influencers play in shaping consumer attitudes towards fashion products?
3. How does social media engagement affect consumer trust and purchase intention?
4. How does influencer marketing impact brand perception and consumer decision-making?
[bookmark: _Toc226018528][bookmark: _Toc231296951]1.5 Focus and Scope of the research
The study is aimed at investigating how Instagram influencer marketing impacts consumer buying behaviour in the UK fashion retail industry, and Boohoo is used as a case study. Particularly, the research is aimed at investigating the impact of influencer-based content on Instagram on the main consumer-specific variables, including awareness, trust, brand perception, engagement, and, eventually, purchase decisions. Focusing on Instagram as the leading channel, the study recognizes the superiority of this platform in visual marketing and the relevance with younger groups of consumers, specifically Generation Z and Millennials, that are highly active on social media and that are highly dependent on digital content.
The research will be confined to the UK fashion retail market, which is among the most digitally sophisticated and competitive markets in the world. It is a geographical focus to enable a more contextualised interpretation of consumer behaviour in a certain economic and cultural context. The research primarily focuses on online fashion retail brands since such companies are highly dependent on the digital marketing strategy and influencer partnerships to attract their target audiences (Zhang et al., 2025). In this regard, the case of Boohoo is a reasonable choice because of its good online representation and the use of influencer marketing campaigns to market its products.
Conceptually, the study explores a number of important variables that are core to consumer behaviour in the digital space. These are credibility of the influencers, the quality of the content, the social media interaction (likes, comments, and shares), consumer trust, brand perception, and buying intention (Zhang, 2023). Theoretical viewpoints that guide the study include Source Credibility Theory and Social Proof Theory, which can be used to understand the influence of the features of the influencer and social validation processes on consumer attitudes and behaviours. The combination of these variables in the study will help in creating an in-depth study on the channels by which influencer marketing influences consumer decision-making.
Nevertheless, the study is limited in scope intentionally to make it feasible and analytical. There are no other social media platforms discussed in the research (including Tik Tok, Facebook, or YouTube) or offline marketing strategies or other aspects of the fashion supply chain. Further, the research is based on consumer insights as opposed to organisational or influencer insights. The results are thus limited to Instagram based marketing in UK fashion retail setting and may not be entirely generalisable to other industries and geographic location (Taj et al., 2025).
In general, the study is expected to deliver a detailed and narrowed scoping of the topic of Instagram influencer marketing and its effects on consumer buying behaviour with a rich contribution to academic literature and practical marketing strategy formulation in the digital fashion retailing environment.
[bookmark: _Toc226018529][bookmark: _Toc231296952]1.6 Relevancy of the research
The applicability of the study is that it is highly correlated to current trends in digital marketing and practical value to businesses that deal with fashion retailing. Over the last few years, the number of social media sites is growing swiftly, basically altering the way companies interact with customers, moving past the conventional advertisement approach and towards more interactive and customised communications. Instagram influencer marketing is one of such strategies, which is especially prevalent in the fashion industry where visuals and lifestyle representation play a critical role in influencing consumer preferences (Vidani et al., 2023). Due to this, the effectiveness of influencer marketing is of great relevance in both academic research and managerial choice.
Academically, the study is important as it will fill critical gaps in the current literature on the relationship between social media marketing and consumer behaviour. Although the idea of brand awareness and purchase intention has been widely researched in the past, the extent of empirical knowledge regarding the direct impact of influencer marketing on the real-life consumer buying behaviour, particularly in the UK fashion retail setting, remains insufficient. This study is more detailed and theoretically based, combining factors influencer credibility, social media use, trust, and brand perception (Wang et al., 2025). The use of theories like the Source Credibility Theory and the Social Proof Theory also adds to the academic significance of the study by connecting the knowledgeable marketing techniques with the established consumer behaviour theories.
Practically and management-wise, the study is of great value to fashion retailers who would like to maximize their online marketing efforts. The company like Boohoo invests much in influencer partnerships to market products and connect to the target markets. Nevertheless, in the absence of a clear insight into the effect of these strategies on consumer buying decisions, firms might not be in a position to make effective resource allocation or quantify on investment. This study offers information about what makes an influencer marketing campaign successful, which allows managers to develop more focused, authentic, and effective promotion campaigns (Trehan et al., 2025).
[bookmark: _Toc226018530][bookmark: _Toc231296953]1.7 Research Contribution to the existing knowledge
The study can enrich the current body of literature on digital marketing and consumer behaviour by offering a narrow study of the Instagram influencer marketing in the UK fashion retail market. Though some past studies have been conducted on social media marketing and influencer strategies, few studies have been conducted that consider the actual consumer purchase behaviour and not purchase intention (Bouaddi et al., 2025). The research fills that gap by providing a more in-depth insight into the manner in which influencer marketing can be translated into actual consumer behavior.
One of its important contributions is that it provides an integrative approach, which is a combination of influencer credibility, content quality, social media interactions, consumer trust, and brand perception in the same framework. This research investigates the collective effect of these variables on making decisions unlike other studies which mostly discuss them individually. Theoretical views like the Source Credibility Theory and Social Proof Theory are also in its support, which adds to its scholarly significance (Ceylan and Hayran, 2025).
The research is also valuable because it fills the literature gap on the fashion retail situation in the UK and analyses Boohoo as a case study. This offers real-life insights on the mechanism of influencer marketing strategies.
All in all, the study contributes to the existing knowledge through the provision of a more in-depth and context-based insight into the impact of Instagram influencer marketing on consumer purchase behaviour, as well as offering a reference point towards future studies in this field.
[bookmark: _Toc226018531][bookmark: _Toc231296954]1.8 Overview of the structure of your dissertation

[bookmark: _Toc231217420]Figure 1: Dissertation Structure
Source: (Self-Developed)
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Source Credibility Theory: Demonstrates the impact of influencer credibility, experience, and beauty on attitudes and consumer buying behaviour.
Social Proof Theory: Implicates that consumers are subject to the behaviour and recommendations of others, so influencer recommendation is more convincing.
Theory of Planned Behavior: Describes the influence of attitudes, subjective norms and perceived control on the purchase intentions and behaviours of consumers.
Elaboration Likelihood Model: Explains that consumers process the content of influencers by using deep (central) or surface-level (peripheral) processes.
AIDA Model: Shows how influencer marketing draws Attention, develops Interest, instills Desire and causes consumer Action (purchase).
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[bookmark: _Toc226018534][bookmark: _Toc231296957]2.1 Overview
The literature review is a critical analysis of current scholarly and business literature on social media marketing, influencer marketing, and consumer purchase behaviour in the fashion retail industry and specifically used to analyse Instagram as a leading digital platform. The rise of social media has shifted the historical marketing methods into more interactive and consumer-centric methods, with influential individuals playing a major role in the formation of brand images and consumer behavior. Some of the major themes discussed in this chapter are the application of social media marketing to increase consumer awareness, the role of Instagram influencers in consumer attitudes, the significance of engagement and trust in purchase intention. Using theoretical approaches like Source Credibility Theory and Social Proof Theory, the review identifies the role of credibility, authenticity, and social validation in influencer marketing efficacy. Moreover, it analyses the impact of these factors in combination on brand perception and consumer decision-making. This chapter reveals the main gaps in the literature, especially the lack of emphasis on actual purchase behaviour and the UK fashion retail environment, thus being a powerful basis upon which the current research is based.
[bookmark: _Toc226018535][bookmark: _Toc231296958]2.2 Theme 1: Social Media Marketing in the UK Fashion Retail Industry
The integration of social media marketing into promotional tactics in the UK fashion retail sector has taken root due to the fast digitalisation of consumer behaviour and consumption of social platforms like Instagram (Venciute et al., 2023). Old-fashioned marketing platforms such as television and print media are slowly being overtaken by digital platforms which enable the brand to interact with consumers in a more interactive, immediate and personalised way. The social media offers a viable means of staying visible, relevant, and responsive to consumer needs, as trends in the fashion industry are currently changing rapidly and product life cycles have a short duration in the UK, which is highly competitive (Zhang et al., 2026). The visual character of Instagram is especially important because it allows brands to present products in the formats of images, videos, and stories that improve brand storytelling and aesthetic value.
The fact that social media marketing will raise consumer awareness is one of the main advantages of this marketing. The more the consumers are exposed to branded content, advertisements, and influencer collaborations, the more they get acquainted with fashion brands and their products. This is the repetition which enhances brand recall and recognition particularly among younger consumers like Generation Z and Millennials who are very active on social media (Akter, 2023). Also, social media enables direct communication between the brand and the consumer, and this opens up possibilities to engage through likes, comments, shares, and messages. The two-way communication promotes better relationships, customer experience, and enables brands to know more about consumer preferences and expectations.
Moreover, social media marketing allows developing aspirational and lifestyle-focused content, which is especially efficient when it comes to persuading the consumer in the realm of fashion industry. Products are usually displayed in real life situations by the brands, which match with the existing trends and lifestyles, and thus are more attractive and closer to the reality. This effect is explicable by the Social Proof Theory, which argues that people tend to follow those behaviours or preferences that are approved by other people (Dhiman and Bhati, 2025). Consumers are always exposed to peer reviews, influencer endorsements, and user-generated content on social media, which are all part of the process of forming their brand and product attitudes.
Nevertheless, social media marketing has a number of challenges to fashion retailers despite its benefits. The growing amount of content on channels such as Instagram has led to the saturation of the content, thereby making the brands harder to find consumer attention. Moreover, platform algorithm changes have decreased the organic reach, meaning that brands are increasingly depending on paid promotion to ensure their visibility. Another increasing issue is consumer scepticism whereby audiences are increasingly becoming more sensitive to marketing strategies and are doubting the validity of promotional materials (Hansopaheluwakan et al., 2025).
All in all, social media marketing has been a potent instrument in the UK fashion retail sector and its success is pegged on whether the brands can produce authentic, engaging and relevant content that appeals to the target audience and adjusts to the dynamic nature of the digital environment.
[bookmark: _Toc226018536][bookmark: _Toc231296959]2.3 Theme 2: Consumer Awareness and Brand Perception in Fashion Marketing
The consumer awareness and brand perception are key success factors in the fashion retail sector especially in a digitally oriented world where consumers are constantly bombarded with information and advertising. Consumer awareness is the level of recognising and remembering a brand, its products and values attached to the brand whereas brand perception is the level at which individuals perceive and judge a brand according to their experiences, beliefs and interactions (Anugrah, 2025). Social media marketing, in particular, has a crucial function in the UK fashion retail industry, where awareness and perception are formed through the regular exposure to visually attractive and strategically selected content on platforms such as Instagram. Images, videos and influencer collaborations are used by fashion brands to share their identity, values and product offerings, therefore creating an impact on how consumers perceive them in a very competitive market place.
Repeated exposure to brand-related material to a large part drives the development of consumer awareness. Research indicates that the high exposure to social media content, advertisements, and influencer promotions leads to better brand recall and familiarity, which increases the likelihood of consumers using the brand in their purchase decisions. Visual appeal plays a crucial role especially in fashion marketing where people are attracted by beautiful content that communicates the latest trends and lifestyle (Rozen et al., 2025). This visual interaction does not only help in raising awareness but also plays a role towards developing positive brand perceptions. As an example, when people are constantly exposed to a high level of quality and attractive content, they will tend to correlate the brand with style, quality, and desirability.
The credibility and relatability of the sources that promote the brand also influence brand perception. The role of influencers in this process is a presentation of products in the actual settings, providing styling tips, and sharing personal experiences. This makes it seem real and approachable which is not typically the case with traditional advertising. Such influence can be explained using the Social Proof Theory, which implies that consumers are likely to develop their opinions depending on the behaviour and the recommendations of others. By the influencers promoting a fashion brand, their followers have better chances to positively perceive the brand and form positive attitudes towards its products (Hu et al., 2025). Likewise, the brand perception and emotional attachment are further supported by the similarity in brand messaging and consistency with consumer values, such as sustainability, inclusiveness, or affordability.
Nevertheless the association between brand awareness and brand perception is not a straightforward one. A high level of awareness does not always translate into favorable perception, and negative reviews, mixed messages, or perceived unauthenticity might harm the image of a brand. What is more, the gradual commercialisation of social media has resulted in a rising consumer scepticism, where viewers are becoming more discerning of content that is excessively promotional or fake. Consequently, fashion brands need to address their online presence with a lot of care to make sure that more visibility can be converted into positive perceptions (Sharma and Taneja, 2025).
In general, the consumer awareness and the brand perception are closely related to each other and are crucial in the determination of consumer behaviour in the fashion marketing. Social media is an effective instrument in the development of these factors, however, it hinges on how well the brands are able to provide genuine, consistent and interesting content that appeals to the target market (Chowdhury et al., 2024).
[bookmark: _Toc226018537][bookmark: _Toc231296960]2.4 Theme 3: Role of Instagram Influencers in Shaping Consumer Attitudes
Instagram influencers have become a significant force in the consumer attitude creation in the fashion retail industry especially because they are able to produce relatable, engaging, and eye-catching content that makes their followers connect with it. In contrast with conventional celebrities, influencers tend to be seen as more real and more relatable, which enables them to establish closer emotional bonds with their fans. On the one hand, in the scenario of fashion marketing, influencers often post personal styling, product reviews, and lifestyle posts so that consumers can visualise the way fashion products can be incorporated into their lives (Evrianti et al., 2025). Such communication is important in shaping the attitude of consumers since it makes the product appear real and aspirational thus increasing their appeal and desirability.
Instagram influencers are effective in influencing consumer attitudes because they are viewed as credible and trustworthy. The Source Credibility Theory suggests that consumers will be influenced by sources that are perceived to be knowledgeable, trustworthy and attractive. The influencers that constantly generate high-quality content and show transparency in their endorsements will be more likely to win the trust of their followers, which positively influences consumer attitudes towards the promoted brands (Durmaz et al., 2023). Also, influencers usually interact with their followers directly via comments, live shows, and interactive content, which further improves their relationships and makes them more compelling.
In addition, Instagram influencers can also be involved in attitude formation due to social validation processes. Their recommendations in many cases are a form of recommendation and this may affect the perception of a product or brand by the consumers. This is explicable by the Social Proof Theory, which states that people are more likely to conform their views and actions to others particularly in ambiguous circumstances (Sharma and Sanu, 2025). Consumers might think of the endorsements of certain fashion products as quality, trendy or socially accepted when they see influencers endorsing such products and this interpretation will result in more positive attitudes.
Nonetheless, there are certain limitations to the impact of Instagram influencers. This has raised questions of authenticity as more and more consumers are becoming conscious of paid collaborations and sponsored content because of the growing commercialisation of influencer marketing. This knowledge may result in scepticism and this may decrease the power of influencer endorsements (Haque et al., 2023). Moreover, too much exposure to influencer promotions can lead to reduced influence, since consumers will view this kind of content as monotonous or too promotional.
In general, Instagram influencers are influential in the development of consumer attitudes in the fashion retail business by incorporating credibility, relatability, and social influence. The success of any marketing tool is their capability to build meaningful relationships with consumers, and this is possible, though their success relies on how they remain authentic and trusted in an ever-saturated digital space (Turlapati et al., 2024).
[bookmark: _Toc226018538][bookmark: _Toc231296961]2.5 Theme 4: Influencer Credibility, Content Quality, and Consumer Behaviour
The aspect of influencer credibility and the content quality are the decisive parts that will render the outcome of influencer marketing in consumer behaviour in the fashion retailing industry. Credibility is the degree of an influencer being viewed as reliable, informed, and genuine, whereas content quality is connected with the applicability, originality, and visual attractiveness of the content posted on social networks like Instagram. When applied to fashion marketing, these factors are crucial to the perception of promotional messages and persuasion to use or buy a product by consumers (Kim et al., 2025). Credibility and well-written content which is high may increase the consumer trust and increase brand perception and eventually purchase behaviour.
The importance of influencer credibility can be explained well through the Source Credibility Theory that indicates that persuasiveness of a message is determined by the perceived expertise, trustworthiness, and attractiveness of the source. Influencers who are perceived as authentic and open in their promotions have a higher chance of positively affecting consumer attitudes and behaviours (Hood et al., 2024). As an example, influencers should give genuine reviews, demonstrate use of the product or experience with it in order that consumers can view their advice as genuine and not as being purely promotional. Such a perception of authenticity makes the scepticism less and makes the consumers more likely to believe the message of the influencer, thus affecting their purchasing behaviour.
Besides credibility, the quality of content is also vital in drawing the attention of the consumer and inviting interaction. The fashion industry presents a high-quality content that may involve the use of attractive images, styling, and captions that are informative and add value to the viewer. Not only such content adds aesthetic value to the product, but also allows the consumer to know more about its functionality, usage, and its applicability to their lifestyle. Interest and desire are some of the major stages of consumer decision making that can be aroused by engaging and well-presented content (Kanaveedu and Kalapurackal, 2024). Moreover, regular and quality content builds the personal brand of an influencer, and it increases his/her credibility and impact in the long run.
Nevertheless, influencer credibility, content quality and consumer behaviour are not always directly related. The rise in the number of sponsored content has resulted in a rise in consumer awareness and scepticism, especially when the endorsement is excessively commercial or not transparent (Pratama and Nelloh, 2025). Even the quality of content in such situations might not affect the consumer behaviour in case of an inauthentic influencer. Moreover, overpromotion might result in content exhaustion and lack of engagement, as well as decrease the overall effectiveness of influencer marketing.
In general, the credibility of the influencer and content are two closely related variables that influence consumer behaviour in the fashion retail industry to a very large extent. Although credible influencers and interesting content can be very effective to influence decisions of trust and purchase, their effectiveness lies in their ability to remain authentic, transparent, and relevant in a digital environment that increasingly becomes competitive and saturated (Maurine, 2023).
[bookmark: _Toc226018539][bookmark: _Toc231296962]2.6 Theme 5: Social Media Engagement, Consumer Trust, and Purchase Intention
Social media interaction, consumer trust, and purchase intention are the constructs that are closely related to each other and have a significant influence on defining the success of digital marketing efforts in the fashion retail sector. The degree of interaction between users and online content is the social media engagement, which involves likes, comments, shares, and the direct communication with brands or influencers (Pan et al., 2025). Engagement is high, which shows that consumers are interested and emotionally engaged, so this can have a profound impact on the perceptions of consumers in relation to a brand and brand products. When it comes to Instagram marketing, engagement can be used as one of the indicators of content performance, as it shows the extent to which the content appeals to the target audience and makes them participate.
The involvement is especially necessary when it comes to developing consumer trust, which is an essential element in the development of purchase intention. Consumers get to know the influencer and the brand posts and therefore develop a feeling of familiarity and relationship when they engage with this kind of content regularly, and this can result in trust. The explanation of this relationship is the Social Proof Theory because consumers tend to perceive high-engagement levels (with many likes or positive comments) as a sign of popularity, credibility, and acceptance (Zuhri et al., 2025). Consequently, they will have increased confidence in the brand or influencer of such content. Adequacy in trust is also established when the influencers reply to comments, give truthful feedback, and ensure transparency in their communications which makes them more authentic and trustworthy.
Consumer trust is a very important factor that impacts purchase intention that is the probability of a consumer to consider purchasing a product. Consumers trust a brand or an influencer, so they are less likely to have perceived risk and uncertainty when buying the product being advertised because they are more convinced of the quality and value of the promoted product. The relationship is consistent with the principles of Theory of Planned Behavior, in which trust may affect the attitudes and perceived behavioural control, which in turn may affect the intentions and actions (Pegan and Verginella, 2024). Trusted influencers can be used in the fashion retail environment to encourage consumers to transition between interest and purchase consideration.
Nevertheless, there is no necessarily linear relationship between engagement, trust, and purchase intention. The high engagement may not always translate to high trust and buying behaviour, especially when the engagement is shallow or as a result of being entertained instead of being interested in the product (Hanifa et al., 2025). Also, more consumer awareness of sponsored content can be translated into scepticism, thereby undermining the connection between engagement and trust. Thus, though social media usage is a significant source of trust and intention to purchase, it depends on the authenticity, relevance, and transparency of the information.
All in all, social media interaction serves as a stimulus in developing consumer trust which consequently has a great effect on purchase intention. Brands and influencers in an extremely competitive fashion retail sector need to consider a more meaningful and authentic interaction to translate engagement to trust and eventually to consumer purchasing behaviour (Pooja and Kannaa, 2024).
[bookmark: _Toc226018540][bookmark: _Toc231296963]2.7 Theme 6: Influence of Instagram Influencer Marketing on Consumer Decision-Making
Influencer marketing through Instagram has a major role in determining consumer decision making process in the fashion retailing industry because it affects how consumers identify need, compare alternatives and make final decisions on purchasing products. Influencers are major mediators between the brand and consumers in a highly visual and fast-paced digital world, making the introduction of the product easy to understand and desire by relatable and aspirational presentation. Influencers offer consumers with the information needed to decrease the level of uncertainty and evaluate the appropriateness and attractiveness of fashion products through curated posts, styling demonstrations, reviews, and recommendations (Koay and Lim, 2025). This is especially the case in an online retail scenario where consumers have no physical interaction with a product and instead have to heavily depend on online materials in order to make their selection.
The effects of Instagram influencers in decision-making can be explained in terms of various psychological and behavioural processes. First, influencers dictate consumer preferences by emphasizing the certain products, trends, and styles, which helps decrease the number of options consumers have. This simplifies the process of decision-making and simplifies the process of consumers identifying preferred decisions. Secondly, influencer endorsements help create perceived value of the product by linking products to attractive lifestyles, social stature or the latest fashion trends (Raišutytė, 2024). This is in accordance with Social Proof Theory where consumers are subjected to the opinion and behaviour of other people especially those they like or have a connection to (Abid et al., 2025). When a product is promoted by the influencer, consumers can perceive it as a quality and social acceptance indicator, which is more likely to buy the product.
In addition, trust and credibility play a crucial role in the decision making process. The Source Credibility Theory suggests that people tend to believe and respond to messages relayed by sources that they believe to be credible and well informed. The more influencers are authentic, transparent, and consistent in their content, the more effective they are in influencing consumer behaviors since their recommendations are seen as authentic and not mere commercial ones. Also, Instagram has interactive functionalities, including comments, polls, and direct messaging, which enable consumers to interact with influencers, ask questions, and seek reassurance, which continue to aid in their decision-making process (Syed et al., 2025). 
Nevertheless, the influencer marketing is not effective without limitations in influencing consumer decisions. The trend of sponsored content and paid partnerships has also caused a rise in consumer scepticism and this could lower the effectiveness of influencer endorsements. In addition, influencer content may be over-saturated and, as a consequence, can lead to decision fatigue, when consumers are overwhelmed with the amount of information and cannot make a choice. Influencer marketing may not have much influence in such situations (Demir and Gür, 2025).
On the whole, the influence of Instagram influencer marketing on the consumer decision-making is significant as it informs customers, lessens their uncertainty, and forms the perceptions of value and desirability. Its success however lies in the persuasiveness of the influencers, the authenticity of the content and the capacity to retain consumer faith in a more competitive and commercialised digital world (Rizwan and Qamar, 2023) .
[bookmark: _Toc226018541][bookmark: _Toc231296964]2.8 Theoretical framework
2.8.1 Source Credibility Theory
The credibility of the source is another theory that is based on the source credibility theory because it describes why the effectiveness of communication is often defined by the perceived credibility of the source that conveys the message. When it comes to the Instagram influencer marketing, the credibility is usually determined in three major dimensions, which are trustworthiness, expertise, and attractiveness (Ryding et al., 2023). Perceived to be honest, knowledgeable and relatable, the influencers will have a better chance of convincing consumers and influencing their attitudes towards the products being promoted. This is especially applicable in the fashion retail sector where visual appeal and personal recommendation has a great impact on consumer perceptions.
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[bookmark: _Toc231217421]Figure 2: Source Credibility Theory
Source: (ResearchGate, 2024)
In this study, we use the theory to examine the role of influencer credibility in the development of consumer trust and ultimately the effect on purchase behaviour. It is more probable that authentic influencers that are transparent and consistent deliver content will decrease consumer scepticism and increase their acceptance of the message. Nevertheless, the growing commercialisation of influencer marketing has cast doubts on authenticity with consumers increasingly becoming conscious of paid promotion. This implies that credibility is not fixed and can be affected by perceived intentions of endorsements. Thus, the theory allows the study to critically analyse whether influencer attributes actually fuels consumer behaviour or whether their efficiency is on the decline in a saturated digital landscape.
2.8.2 Social Proof Theory
According to Social Proof Theory, people are more likely to conform to the actions, behaviours and opinions of other people, especially in a situation that might be described as uncertain or lacks adequate information. This theory is very applicable in online platforms like Instagram where consumers are continually bombarded with indicators of social validation, such as likes, comments, shares, and influencer endorsements. These signs are promoters that help in the formation of product popularity, credibility, and desirability.
The Social Proof Theory is applied in the framework of this study to explain the impact of influencer marketing and engagement metrics on consumer awareness, trust, and purchase intention. Seeing influencers promote fashion products together with the high level of engagement, consumers tend to view the products as socially acceptable and fashionable. It can greatly mitigate the perceived risk and activate the purchase decisions. Nonetheless, the theory also mentions the possible limitations since high engagement does not necessarily mean actual consumer interest or trust. The effects of social proof can be undermined by artificial influx of engagement numbers or repetitive advertising messages, which will be counterproductive. As a result, this framework can offer a more critical interpretation of the functioning of the social validation mechanisms in the context of influencer marketing and their real impact on consumer behaviour (Hsu and Nawapon, 2025).
2.8.3 Theory of Planned Behavior
The Theory of Planned Behavior (TPB) offers an overall framework to interpret the impact of the attitudes, subjective norms, and perceived behavioural control on behavioural intentions and actual behaviour. When applied to consumer behaviour, the theory implies that external stimuli to the consumer do not exclusively influence purchase decisions but are influenced by internal psychological processes.
The paper uses TPB to investigate the impact of Instagram influencer marketing on consumer purchase intentions and behaviour toward the UK fashion retail industry. The content of the influencers is able to influence consumer attitudes by making products appealing and relatable (Shahid and Ikram, 2024). Simultaneously, subjective norms are affected by the social pressures and expectations, especially when consumers see other people or influencers who use specific brands. The intention is further translated into actual purchase behaviour depending on perceived behavioural control e.g. affordability or ease of access to products.
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[bookmark: _Toc231217422]Figure 3: Theory of Planned Behaviour
Source: (Expert Program Management, 2019)
Notably, TPB will allow filling a major gap in research that has been identified in this research, which is the disjunction between the purchase intention and actual behaviour. Although influencer marketing can have a beneficial effect on attitudes and intentions, other external and personal factors might not allow consumers to make a purchase. As such, the theory offers a critical perspective to examine the reasons why consumers intend to purchase as well as the reasons why they might or might not act on the intentions.
2.8.4 Elaboration Likelihood Model
The Elaboration Likelihood Model (ELM) is a model that describes how people process persuasive information in two different pathways: the central pathway and the peripheral pathway. The central route is the one that entails a deep and thoughtful processing of the information, as the consumers consider the quality, relevance and credibility of the message. Conversely, the peripheral route is based on the superficial information like attractiveness, popularity, or emotional appeal instead of analyzing the details.
As far as Instagram influencer marketing is concerned, this model comes in handy when analysing the way consumers perceive influencer content (Shetty and Lobo, 2023). To illustrate, the highly fashion involved or product information seeking consumers are more inclined to process content via the central route, emphasizing on the product information, reviews and authenticity. Conversely, less engaged consumers can be guided by peripheral information, like attractiveness of influencers, the number of followers, or the beauty of posts.
In this research, ELM is applied to examine the decision-making process of consumers in relation to content or superficial features of the influencer. Whereas informative and high-quality content can result in healthier and more sustainable and rational buying behaviour, dependence on peripheral cues can lead to impulsive or short-term behaviour. Also, the growth in the amount of influencer content can create cognitive overload, which shifts the consumers to peripheral processing. Thus, the model offers a great idea of the efficiency of influencer marketing strategies, and it is crucial to give a balance between informational and emotional appeal in digital marketing messages (AlFraihat et al., 2025).
[bookmark: _Toc226018542][bookmark: _Toc231296965]2.9 Expected Outcomes
It is projected that the impact of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail industry will be highly positive depending on how these theoretical frameworks will be applied (Tang and Raheem, 2023). The credibility of the influencer and the quality of the content will probably increase consumer trust, whereas interaction with the social media will strengthen the brand perception and intention to buy. It is also expected that the consumers who perceive influencers as reliable and familiar to them will be more inclined to form positive attitudes towards the brand and make purchase decisions. Generally, the research is likely to prove that the synergistic impact of credibility, social validation, and engagement is an important factor in influencing consumer behaviour (Mufti, 2025).
[bookmark: _Toc226018543][bookmark: _Toc231296966]2.10 Conceptual Framework
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[bookmark: _Toc231217423]Figure 4: Conceptual Framework
Source: (Self-Created)
[bookmark: _Toc226018544][bookmark: _Toc231296967]2.11 Summary 
The chapter has critically reviewed the available literature on social media marketing, Instagram influencer marketing and consumer purchase behaviour in the UK fashion retail sector. The review has pointed out that the social media networks help in building consumer awareness and brand perception by creating images and interactive content that is visually stimulating. It also discussed the immense role of Instagram influencers in shaping consumer attitudes that credibility, authenticity, and the quality of their content should be prioritized to elicit consumer reactions. It was also revealed through the analysis that the social media activity is rather important in the establishment of consumer trust, which subsequently affects the purchase intention and decision-making. Theoretical approaches like the Source Credibility Theory, the Social Proof Theory and the Theory of Planned Behavior offered a good basis in explaining the connections between the main variables. Also, the conceptual framework depicted the interrelationship between influencer credibility, content quality, engagement, trust, and brand perception in influencing consumer purchase behaviour. The chapter, in general, has noted major gaps in the existing literature, especially the insufficient attention to actual consumer behaviour in the UK context, which explains the necessity of the given study and provides a good foundation of the research methodology.
[bookmark: _Toc231296968]2.12 Research questions
How does Instagram influencer marketing influence consumer purchase behaviour in the UK fashion retail sector?
Sub-Questions
1. How does social media marketing influence consumer awareness of fashion brands?
2. What role do Instagram influencers play in shaping consumer attitudes towards fashion products?
3. How does social media engagement affect consumer trust and purchase intention?
4. How does influencer marketing impact brand perception and consumer decision-making?



[bookmark: _Toc227666090][bookmark: _Toc231296969]3.0 Chapter 3: Research Methodology
[bookmark: _Toc227666091][bookmark: _Toc231296970]3.1 Introduction
This chapter introduces the methodological approach that is going to be taken to explore the effect of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail industry and specifically Boohoo. This section, based on the research problem and literature gaps identified in the preceding chapters, determines how the study will be systematically structured to investigate the intricate relationships between credibility of influencers, social media use, consumer trust, brand perception and actual purchasing behaviour. The methodology has been organized according to the Saunders Research Onion with a logical flow of philosophical assumptions to data collection and data analysis methods. Since the object of the research is to understand consumer perceptions and behavioural reactions, but not to test causal relationships, a qualitative research design using the analysis of secondary data is chosen. The method will allow a thorough analysis of available scholarly and industry sources to find patterns and create a significant implication of how influencer marketing strategies are employed in the UK fashion industry, which is fast-paced and digitally-driven. The chapter also supports all the methodological decisions with regard to the research aim and objectives and ascertains the alignment, validity and the academic rigour. It also indicates the steps that were used in data collection and thematic analysis making it all transparent and reproducible. Moreover, ethical aspects, including the references to credible sources, plagiarism, academic integrity are touched upon, and the critical reflection on methodological constraints is made. In general, the chapter forms the basis of making sure that the research conclusions are valid, logically developed, and can research findings can be applied to academic knowledge and practical marketing approaches in the field of Instagram influencer marketing.
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[bookmark: _Toc231217424]Figure 5: Research Onion
Source: (ResearchGate, 2021)
[bookmark: _Toc227666093][bookmark: _Toc231296971]3.2 Research Philosophy (Interpretivism)
This research paper will take the interpretivist research philosophy to find out the impact of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retailing industry, and in particular Boohoo. Interpretivism is based on the premise that reality is socially constructed and subjective, i.e. the human behaviour, perceptions and decision-making processes cannot be perceived as objective alone. The philosophical position is especially pertinent to the present study because it is aimed at the perception of how consumers perceive the content of the influencers, build trust, and make buying decisions in the ever-changing online landscape. In contrast to positivism that focuses on quantifiable information and hypothesis testing, interpretivism can be used to explore the meanings, experience, and contextual influences that influence consumer behaviour in a deeper manner (Throne, 2024).
The reaction of the consumer in terms of influencer marketing is not just caused by quantifiable aspects but is largely affected by the psychological and social aspects like perceived credibility, relatability, emotional appeal, and social validation. They are also subjective and differ in different people and thus an interpretivist approach would be more appropriate in explaining the complexity of consumer decision making. The research is based on the analysis of available literature, as the credibility of influencers, social media interactions, and perception of the brand are viewed in the context of the overall effect of these factors on buying behaviour. This is in line with interpretivist focus of seeking to understand phenomena based on the views and interpretations that are contained within existing sources of knowledge.
Moreover, the qualitative type of secondary research design is appropriate to adopt the interpretivist philosophy since this research requires the analysis and synthesis of the already published studies and industry reports. It is in this manner that the researcher is able to understand patterns, relationships, and meanings across a variety of sources, instead of basing it on numerical data or statistical generalisations (Hazari, 2024). This method will allow a more detailed and holistic explanation of the role of Instagram influencer marketing in the UK retail fashion setting. It also enables the study to delve into the bigger socio-cultural and digital aspects that shape consumer behaviour, which are paramount in a highly visual and interactive platform such as Instagram.
Interpretivism further supports the study to fill the literature gap identified, in the sense that there is a narrow scope on the actual consumer purchase behaviour as compared to the purchase intention. The research sheds more light into the perceptions and reactions of consumers to influencer marketing tactics by explaining existing findings and theoretical models like the Source Credibility Theory and the Social Proof Theory. On the whole, the interpretivist philosophy helps to make the study more rich and complex, thus helping to make the concept of influencer marketing in the contemporary fashion retail environment more holistic and contextual.
[bookmark: _Toc227666094][bookmark: _Toc231296972]3.3 Research Approach (Inductive Approach)
The current research takes the form of inductive research design in order to understand how Instagram influencer marketing can affect consumer buying behaviour in the UK fashion retail industry, specifically Boohoo. Inductive approach is typified by the derivation of insights and theoretical knowledge based on the observed data as opposed to hypothesis testing. This method is particularly suitable in this study because it aims to examine intricate correlations among variables, including influencer credibility, consumer trust, social media activity, and brand perception that cannot be easily measured and would have to be analyzed using an interpretive method (Bernard, 2025). The study does not start with a fixed theoretical framework; instead, patterns and themes can be discovered by analyzing the existing literature, thus offering a flexible and inquisitive way to conceptualize the problem of the research.
The interpretivist research philosophy that informs this study is closely associated with the selection of an inductive approach. As consumer behaviour in terms of influencer marketing is determined by subjective perceptions, emotional reaction, and social influences, the approach that will enable the interpretation of meanings and experiences instead of measuring variables is needed. The analysis of secondary qualitative data helps the research to identify recurring themes and conceptual relationships in the existing academic studies and industry reports. The themes are then synthesised to come up with a holistic view of the influence Instagram influencer marketing has on consumer purchase behaviour in the UK fashion retail sector.
Additionally, the inductive method helps in the exploratory aspect of the research objectives, which are aimed at investigating the interaction of various factors in affecting consumer decision-making. Since the gaps in the literature are evident, especially when it comes to the shift between purchase intentions into actual purchase behaviour, an inductive approach will enable the researcher to develop new insights and even lead to a contribution to the theory. It allows the study to rise beyond the surface level observations and reveal some deeper trends that might not have been explicitly covered in the previous study (Thompson, 2025).
Further, the inductive approach is flexible thereby aiding in the accommodation of different points of view and results of various sources. Since the research is based on secondary data, it uses an extensive variety of academic articles, reports, and theoretical debates. Such diversity of information demands a method that is capable of combining and interpreting different perspectives which can be done through induction. The research is more authentic and contextually based since it allows the conclusions to be drawn based on the data, as opposed to a predetermined set of assumptions.
[bookmark: _Toc227666095][bookmark: _Toc231296973]3.4 Research Strategy (Secondary Research Strategy)
The current research takes the form of inductive research design in order to understand how Instagram influencer marketing can affect consumer buying behaviour in the UK fashion retail industry, specifically Boohoo. Inductive approach is typified by the derivation of insights and theoretical knowledge based on the observed data as opposed to hypothesis testing. This method is particularly suitable in this study because it aims to examine intricate correlations among variables, including influencer credibility, consumer trust, social media activity, and brand perception that cannot be easily measured and would have to be analyzed using an interpretive method (Rosa et al., 2025). The study does not start with a fixed theoretical framework; instead, patterns and themes can be discovered by analysing the existing literature, thus offering a flexible and inquisitive way to conceptualize the problem of the research.
The interpretivist research philosophy that informs this study is closely associated with the selection of an inductive approach. As consumer behaviour in terms of influencer marketing is determined by subjective perceptions, emotional reaction, and social influences, the approach that will enable the interpretation of meanings and experiences instead of measuring variables is needed. The analysis of secondary qualitative data helps the research to identify recurring themes and conceptual relationships in the existing academic studies and industry reports. The themes are then synthesised to come up with a holistic view of the influence Instagram influencer marketing has on consumer purchase behaviour in the UK fashion retail sector.
Additionally, the inductive method helps in the exploratory aspect of the research objectives, which are aimed at investigating the interaction of various factors in affecting consumer decision-making. Since the gaps in the literature are evident, especially when it comes to the shift between purchase intentions into actual purchase behaviour, an inductive approach will enable the researcher to develop new insights and even lead to a contribution to the theory. It allows the study to rise beyond the surface level observations and reveal some deeper trends that might not have been explicitly covered in the previous study.
Further, the inductive approach is flexible thereby aiding in the accommodation of different points of view and results of various sources. Since the research is based on secondary data, it uses an extensive variety of academic articles, reports, and theoretical debates. Such diversity of information demands a method that is capable of combining and interpreting different perspectives which can be done through induction (Bakardzhieva, 2025). The research is more authentic and contextually based since it allows the conclusions to be drawn based on the data, as opposed to a predetermined set of assumptions.
[bookmark: _Toc227666096][bookmark: _Toc231296974]3.5 Methodological Choice (Qualitative Method)
The current research project takes a qualitative research design in order to determine the impact of Instagram influencer marketing on consumer buying decision in the UK fashion retail industry, and, specifically, Boohoo. Methodological choice can be defined as the choice of qualitative, quantitative, or mixed methods as a crucial factor in defining how data is gathered, analysed, and interpreted. The qualitative approach is the most suitable in this study since the aim of the study is to gain insights into subjective experiences, perceptions, and meanings related to influencer marketing and not quantify the relationships in numerical terms (Lynch et al., 2025). The psychological and social influences on consumer behaviour in a digital environment include trust, credibility, emotional involvement, and brand perception, which need to be explored and interpreted in-depth.
The qualitative method will allow the researcher to study the interpretation of the content that is created by influencers on such websites as Instagram and the impact of these interpretations on attitudes and purchasing behavior. The qualitative research, in contrast to the quantitative one, enables a more profound and more detailed perception of the complex phenomena because the former is characterized by statistical analysis and hypothesis testing. This is especially necessary in terms of influencer marketing, where the responses of consumers are affected by the context, personal experiences, and social interactions. The study can determine the main themes and trends by processing textual data of the literature that is available in the academic and industry reports in order to explain the connection between consumer purchase behaviour and influencer marketing.
Moreover, the qualitative approach is quite consistent with the interpretivist research philosophy and inductive approach used in this research. Since interpretivism focuses on subjectivity of reality and the need to comprehend human experiences, qualitative research offers the right instruments to interpret these aspects. The inductive approach also justifies this decision by enabling insights to develop out of the data as opposed to having to be limited to preset hypotheses (Anyakora et al., 2024). The research uses thematic analysis to synthesise the results of various sources to construct an elaborate knowledge of how elements like credibility of influencers, social media interactions, and consumer confidence interact to affect buying behaviour.
The other benefit of the qualitative methodological choice is that it is applicable in the secondary data analysis. Qualitative methods help in interpreting and synthesizing different opinions and results as the research is based on the literature (Ali et al., 2024). This will allow the researcher to critically analyse past research and to produce new information that can be added to the current body of knowledge. Also, the qualitative research offers flexibility in analysis, as the researcher can adjust themselves to the evolving themes and venture into new patterns in the data.
[bookmark: _Toc227666097][bookmark: _Toc231296975]3.6 Time Horizon (Cross-Sectional Study)
The current research assumes a cross-sectional time frame to understand the impact of Instagram influencer marketing on the consumer purchase behaviour in the UK fashion retail market with specific reference to the Boohoo. Cross-sectional time horizon is where the data is collected and analyzed at one point in time as opposed to a prolonged period (Hao and Jiang, 2025). The methodology suits the present study because it aims at examining available literature and the modern information regarding influencer marketing and consumer behaviour, without monitoring the evolution of changes over a period of time.
The cross-sectional design corresponds with the qualitative and secondary character of the study as it allows the researcher to get a picture of the existing trends, patterns, and relationships in the digital marketing environment. Since the social media platforms like Instagram keep on changing rapidly, consumer behaviour and marketing strategies are also undergoing constant changes (Alejziak and Szczechowicz, 2026). Thus, by examining the latest and topical literature, the study can mirror the existing situation in the influencer marketing practice and its effects on consumer decision-making. It is especially significant in the field of fashion retailing, where the trends are extremely dynamic and the preferences of consumers change quickly.
Additionally, the cross-sectional methodology increases the plausibility of the study, since it enables effective data gathering and analysis within the tight time constraint of the dissertation. In contrast to longitudinal studies, which involve repeated observations with time, cross-sectional design is instant, and it gives the immediate understanding of the research problem. It is however recognised that this method might not be able to capture long-term behavioural changes or changing trends (Minh, 2025). Regardless of this constraint, the cross-sectional time horizon will be suitable in achieving the aims of the research, since it gives a narrow and pertinent analysis of the instagram influencer marketing and its impact on consumer purchase behaviour in the prevailing environment.
[bookmark: _Toc227666098][bookmark: _Toc231296976]3.7 Data Collection (Secondary Data Collection)
Overview of Secondary Data Collection: This study uses secondary data to examine Instagram influencer marketing and consumer purchase behaviour in the UK fashion retail sector, focusing on Boohoo.
Search Protocol: A clear search protocol was prepared to identify databases, search terms, selection criteria and quality checks before collecting sources.
Academic Database Searches: Academic literature was collected from Google Scholar, ScienceDirect and other journal databases to ensure reliable scholarly evidence.
Search Terms Used: Search terms included Instagram influencer marketing, consumer purchase behaviour, UK fashion retail, Boohoo, influencer credibility, trust and purchase intention.
Industry and Practitioner Sources: Industry reports were used to provide current market insights into influencer marketing, fast fashion and online consumer behaviour.
Inclusion Criteria: Sources were included if they were recent, credible and directly related to influencer marketing, consumer trust, engagement or fashion retail (Gerber et al., 2026).
Exclusion Criteria: Sources were excluded if they were outdated, irrelevant, non-academic, unsupported, or focused on unrelated industries or platforms.
Source Screening Process: Titles, abstracts and full texts were reviewed to select sources that clearly supported the research aim and objectives.
Quality Assessment of Sources: Each source was assessed for relevance, credibility, recency and contribution to understanding consumer behaviour and influencer marketing.
Organisation of Collected Data: The selected data was organised into themes such as credibility, engagement, trust, brand perception and purchase behaviour.
Summary of Data Collection Process: Overall, the structured secondary data collection process helped build a reliable evidence base for the dissertation analysis (Manik et al., 2024). 
[bookmark: _Toc231296977]3.8 Inclusion and Exclusion Criteria
	Criteria Area
	Inclusion Criteria
	Exclusion Criteria

	Topic relevance
	Sources related to Instagram influencer marketing, consumer behaviour, UK fashion retail, Boohoo, trust, engagement, brand perception and purchase intention.
	Sources unrelated to influencer marketing, fashion retail, consumer behaviour or the UK retail context.

	Source type
	Peer-reviewed journal articles, academic books, credible industry reports and reputable online sources.
	Non-academic blogs, opinion pieces, unsupported websites and sources without clear authorship.

	Publication date
	Recent sources, mainly published within the last five to ten years, were prioritised.
	Outdated sources were excluded unless they were important theoretical or foundational works.

	Geographical focus
	Sources focusing on the UK fashion retail sector or studies relevant to UK consumer behaviour.
	Sources focused only on unrelated countries or markets with no relevance to the UK context.

	Platform focus
	Sources discussing Instagram, social media marketing and influencer marketing.
	Sources focused only on unrelated platforms such as gaming, offline advertising or non-social media marketing.

	Academic quality
	Sources with clear methodology, credible publication background and relevance to research objectives.
	Sources with weak evidence, unclear methodology, commercial bias or limited academic value.


[bookmark: _Toc231217447]Table 1: Inclusion and Exclusion Criteria
[bookmark: _Toc231296978]3.9 Quality Assessment
The quality of sources was assessed through relevance, credibility, recency and academic value. Peer-reviewed journal articles, academic books and reliable industry reports were prioritised because they provide stronger evidence for analysing Instagram influencer marketing and consumer purchase behaviour. Sources with weak evidence, unclear
[bookmark: _Toc227666099][bookmark: _Toc231296979]3.10 Data Analysis Techniques (Thematic Analysis)
The research utilises a thematic analysis as the main method of data analysis to investigate the impact of Instagram influencer marketing on consumer purchase behaviour in the UK fashion retail sector with special reference to Boohoo. It follows a deductive thematic approach of analysis, i.e. the analysis is informed by the pre-identified themes based on the literature review and theoretical framework. These themes are credibility of the influencers, quality of content, social media interaction, consumer trust, brand perception and purchase behaviour, which makes them in line with the objectives of the research (Hughes and Schwartz, 2024). Data familiarisation is the first step in the process as the appropriate journal articles, academic papers, and industry reports are read carefully to obtain a clear picture of the existing findings. The next thing that follows is coding in which key ideas and other important data are identified and classified based on the proposed themes systematically. It then codes the data and sorts it into larger thematic patterns to enable the researcher to compare and synthesise the information of various sources (Guerrero Puerta and Lorente García, 2024). 
[bookmark: _Toc227666100][bookmark: _Toc231296980]3.11 Ethical Considerations
Ethics is very important in making sure that the research is carried out in an upright, transparent and scholarly manner. Since the research is purely secondary data, it does not entail any direct contact with human subjects, but ethical guidelines are still crucial in gathering, interpreting, and reporting information. The study is based on reliable and peer reviewed literature sources including journal articles, books, and industry reports. All sources are duly credited by using Harvard reference so that original authors are given credit and plagiarism is prevented. Moreover, the researcher is objective and unbiased in his/her analysis of the literature and does not want to selectively present the results or misinterpret them to fit the preconceived ideas. All the information applied in the study is publicly accessible and ethically available, and it is being in line with the requirements of academic research (Vasudevan, 2024). In addition, care is exercised not to distort the results of other studies that have been done in the past, hence upholding academic integrity. Although due to the use of secondary data, there are few concerns of confidentiality, any sensitive data provided by reports is treated with respect. Generally, the ethical principles increase the credibility, trustworthiness, and academic validity of the research.
[bookmark: _Toc227666101][bookmark: _Toc231296981]3.12 Research Limitations
Although the study has its strengths, there are a number of limitations that should be noted. The main constraint is that the use of secondary data limits access to real-time consumer insights and firsthand views. The quality, the scope and the availability of the available literature may be different among sources and this may be biased depending on the findings. Also, given the lack of primary data, it is difficult to determine the direct causality between Instagram influencer marketing and the actual consumer purchase behaviour. Although the research draws in-depth interpretative information, the findings might not be completely generalised outside the UK fashion retailing environment and the case study of Boohoo (Arif et al., 2024). The other limitation is that it uses a cross sectional method, which only records the data at a given time and fails to consider the variations of consumer behaviour over time especially in the fast changing digital marketing scenario. Moreover, the dynamism of social media, like Instagram, implies that tendencies and strategies can evolve rapidly, which can have an impact on the long-term applicability of the results. Nonetheless, the study exhibits rigour due to the use of credible sources and systematic analysis, which means that the findings are meaningful and valuable in academic terms.


[bookmark: _Toc227666102][bookmark: _Toc231296982]4.0 Chapter 4: Data Analysis
[bookmark: _Toc227666103][bookmark: _Toc231296983]4.1 Introduction
Thematic analysis (Braun and Clarke) is used for analysing the secondary qualitative data in this chapter. Themes establish the findings for Instagram influencer marketing, such as influencer credibility, content quality, engagement, trust, brand perception and consumer purchase behaviour in the UK fashion retail industry on Boohoo. These findings are organized in a structured manner in order to connect the methodology and the discussion.
[bookmark: _Toc227666104][bookmark: _Toc231296984]4.2 Overview of Data Set
The data sources for this study are secondary qualitative data such as peer-reviewed journal articles, academic publications and credible industry reports. These sources are concerned with Instagram influencer marketing, consumers' behaviour, brand perception, trust, engagement and buying behaviour in the UK fashion retail sector. The data chosen was relevant, credible and recent to provide reliable findings. This structured data set offers strong foundation for themes to be identified with the help of the Braun and Clarke's (2004) thematic analysis.
	Step
	Process
	Application in this Study

	Step 1
	Familiarisation with data
	The selected journal articles, academic sources and industry reports were read carefully to understand key ideas on Instagram influencer marketing and consumer behaviour.

	Step 2
	Generating initial codes
	Important points were coded, such as influencer credibility, content quality, engagement, trust, brand perception and purchase intention.

	Step 3
	Searching for themes
	Similar codes were grouped together to form broader themes linked to the research objectives.

	Step 4
	Reviewing themes
	The themes were checked against the collected data to ensure they were relevant, clear and supported by evidence.

	Step 5
	Defining and naming themes
	Final themes were named clearly, such as social media awareness, influencer credibility, engagement, trust and purchase behaviour.

	Step 6
	Producing the report
	The final themes were presented and analysed in Chapter 4 to explain how Instagram influencer marketing influences consumer purchase behaviour.


[bookmark: _Toc231217448]Table 2: Braun and Clarke's 6-Steps
[bookmark: _Toc227666105][bookmark: _Toc231296985]4.3 Analytical Approach
The research uses a deductive thematic analysis method to systematically analyze the data obtained. The analysis is guided by predefined themes that are based on the reviewed literature, which include credibility of the influencer, social media usage, consumer trust, brand perception and purchase behaviour (Bana and Shahreen, 2024). It will entail the coding of the appropriate data on the targeted sources, categorizing them into thematic groups, and determining the recurring patterns. This systematic procedure promotes conformity, openness, and adherence to research aims, which makes it possible to present the findings in a clear and logical manner, without interpretation.
[bookmark: _Toc227666106][bookmark: _Toc231296986]4.4 Thematic Analysis Findings
[bookmark: _Toc227666107][bookmark: _Toc231296987]Theme 1: Instagram Social Media Marketing and Consumer Awareness
The use of social media marketing especially on Instagram is very instrumental in increasing consumer awareness in the UK fashion retail market, especially in companies like Boohoo. From the literature reviewed, there is a clear message that Instagram is highly visible and interactive platform that lets brands showcase their products through pictures, videos and stories to increase their visibility to the intended audience (Tiwari et al., 2024). The frequent and regular contact with the brand content, including the work done with influencers, promotion and user generated content, results in better brand recall and brand recognition. As it can be seen, consumers with high exposure to fashion content on Instagram tend to get to know brands, products and trends (Cuadrado García, 2026). The exposure is particularly advantageous for the younger generation of consumers, such as Gen Z and Millennials, who actively seek inspiration and product ideas from social media platforms. Instagram also allows direct engagement between consumers and brands via likes, comments and sharing, making the brand's awareness more strongly felt.
The algorithmic effects of the platform also enhance the reach of content because popular posts or those that have a high number of followers are promoted and the brand name will be seen by even more people than the immediate followers (Pegan and Verginella, 2024). In addition, influencer marketing improves awareness since it uses the existing follower base of influencers to enable brands to reach niche and targeted audiences more efficiently. Styling demonstrations and lifestyle representations are also forms of visual storytelling, which also heightens awareness by making products more relatable and desirable. Nevertheless, the statistics also reveal that the growing amount of content on Instagram results in information overload in which consumers are bombarded with various competing messages, which may water down brand presence. Nevertheless, quality and regular content is one of the primary sources of consumer awareness (Christy, 2025). On the whole, the results indicate that social media marketing in Instagram plays a key role in raising consumer awareness through brand exposure, recognition, and providing an ongoing engagement in the digital fashion retail setting.
[bookmark: _Toc227666108][bookmark: _Toc231296988]Theme 2: Instagram Influencer Marketing and Brand Perception
Influencer marketing is identified as one of the factors affecting brand perception in the UK fashion retail sector (e.g. Instagram marketing by brands like Boohoo (Mufti, 2025)). The data reveals the characteristics of influencers as mediators between brands and consumers, as well as their attitudes towards brands in relation to the prepared content, their own endorsements, and the representation of the brands in their lifestyle. Fashion products are usually contextualised in real-life situations by influencers, i.e., in everyday clothes or style tutorials, and it helps consumers visualise how they can use them and make them a part of their own lives (Migkos et al., 2025). This presentation type contributes to creating good brand associations like being trendy, quality and desirable. Additionally, in the literature, it has been pointed out that content produced by influencers is perceived as more genuine and more relatable than traditional advertising and thus positively improves brand perception. Furthermore, when the influencer identity matches the brand image, it is crucial to shaping consumer perceptions in a positive way, as consumers are more likely to respond positively to the congruence between the influencer identity and brand positioning (Akin-Odukoya et al., 2025). 
The strong interactions with posts by influencers such as likes and comments also enhance a brand perception, giving social validation cues, which denote popularity and approval. However, it is also evident from results that too commercial and too promotional content can also negatively affect how people perceive brands as they are more skeptical of paid partnerships. The fact that there are more than one influencer of similar products can also diminish the brand identity uniqueness. Despite such challenges, a continuous and well-planned influencer collaboration can contribute to building a strong and positive brand reputation (Nwori and Uchegbulam, 2025). On the whole, the evidence indicates that influencer marketing plays a big role in influencing brand perception through the impact it has on how consumers perceive brand identity, credibility, and value in the competitive fashion retail market (Almashaleh and Valilai, 2025).
[bookmark: _Toc227666109][bookmark: _Toc231296989]Theme 3: Influencer Credibility, Authenticity and Content Quality
The two key elements that affect consumers' response to Instagram marketing in the UK fashion retail sector are the credibility of the influencers and the quality of the content, particularly when the brand is Boohoo. Credibility has a strong link with trustworthiness, the expertise of the source, and authenticity, all of which can contribute to the effectiveness of influencer endorsements (Riaz et al., 2025). If influencers post honest reviews, use the product in question, and disclose on their post, they are more likely to come across as credible and can more easily get consumers to have positive reactions to their posts. Rather, the visuality of content, the relevance and in-formativeness of content posted on Instagram are associated with the quality of content. High-quality photos, engaging captions, and well-crafted styling presentation render the content more engaging and likely to capture consumer interest and engagement. Quality images, engaging captions, and well-designed styling presentation are more likely to gain consumer attention and interest in the content. The results reveal that consumers are better reacting to the content that seems genuine and corresponds to their personal preferences and lifestyles. 
In addition, frequent quality content builds the influencer brand, helping to establish their credibility in the long run. The statistics also highlight how much consumers are aware of sponsored content's promotion, which can also lead to a lower sense of authenticity if not approached with care (Adaba et al., 2025). Too commercial or repetitive content may result in decreased involvement and cynicism in consumers. In addition, the differences between the influencer's activity and the product being promoted can be negative to the credibility. However, among the difficulties credibility and quality of content are the most important factors to convince consumer attitudes and involvement (Nazarie et al., 2025). Overall, the findings suggest that credibility of the influencers and quality of their content will be the determining factors affecting consumer perceptions and reactions in Instagram marketing programs.
[bookmark: _Toc227666110][bookmark: _Toc231296990]Theme 4: Social Media Engagement and Development of Consumer Trust
The involvement in social media has been found to be one of the key elements that determine the formation of consumer confidence in the setting of Instagram influencer marketing in the UK fashion retail industry, especially in brands like Boohoo. Engagement means the relations between users and the content such as likes, comments, shares, direct communication (De Courcy, 2025). The data analysed shows that the high levels of engagement are the signs of the consumer interest and emotional involvement that helps to build the trust towards the influencers and brands. Consumers can also see steady interaction between the influencer posts and it acts as a sign of popularity and credibility and this reinforces their perception of trustworthiness (Fernandes, 2025). 
Also, interactive communication, like commenting or having a discussion, enhances the bond between influencers and their followers and creates a sense of connection and authenticity. It is also found that user generated engagement, such as positive comments and reviews, also increases the trust by offering further authentication by other consumers (Ghimiray, 2025). The information however, indicates that not every engagement results in trust as shallow engagements due to entertainment value may not result in substantial trust relationships. Moreover, artificial interaction, including bought likes or comments, can adversely affect trust in the case of its discovery by consumers. Nevertheless, authentic and regular interaction is a major tool in the creation of consumer confidence in online marketing setups. In general, the results emphasize the fact that the social media activity can serve as a crucial factor when it comes to the formation of consumer trust as a result of the influencer marketing activity, as it affects the perception and reaction of consumers towards the promotion (Rachmawati, 2026).
[bookmark: _Toc227666111][bookmark: _Toc231296991]Theme 5: Consumer Trust as a Driver of Purchase Intention
Consumer trust is one of the most influential determinants that impact the purchase intention of consumers in the UK fashion retail sector and is also found to be influential in the Instagram influencer marketing of brands such as Boohoo (Zhang et al., 2025). The study findings revealed that trust reduces the consumers' perceived risk and uncertainty while purchasing online and thus improves their intentions and thoughts to purchase the product promoted. The results of the study indicate that trust reduces the perceived risk and perceived uncertainty that consumers feel while purchasing online, which enhances the intention and thoughts of consumers to purchase the products promoted. 
Also, social proof mechanisms (positive feedback, high engagement levels) strengthen trust and is a sign that a product is popular and accepted. The data also demonstrates that trust is a mediating variable between purchase intention and influencer marketing, i.e. the efficiency of influencer campaigns to a large extent is determined by the extent of trust developed with the audience. But the results suggest that trust is not enough to have purchase intention because price, brand reputation, and personal preferences are also involved in decision-making (Isler, 2025). Moreover, more awareness of sponsored content can decrease trust in the case when consumers consider endorsements as a total commercial deal. In spite of these shortcomings, the evidence at large indicates that consumer trust is an important factor in the formation of purchase intention since it increases confidence in the influencer and in the brand. This association highlights the need to exercise authenticity and credibility in influencer marketing practices (Zhang et al., 2026).
[bookmark: _Toc227666112][bookmark: _Toc231296992]Theme 6: Instagram Influencer Marketing and Actual Consumer Purchase Behaviour
The marketing of Instagram influencers is revealed to play a significant part in consumer buying behaviour in the UK fashion retail market, especially with Boohoo. The analysed data shows that influencer marketing influences various points of the consumer decision making process such as the awareness, interest, evaluation, and eventual purchase decisions (George et al., 2025). The influencers are vital in showing how products can be used in a relatable and aspirational setting where consumers can visualise and evaluate how to use the products. This eliminates doubts regarding online purchases and makes it easier to make decisions (Lai, 2025). The results also demonstrate that the influencer endorsement can help to develop positive attitudes towards products, which can increase purchase consideration. 
Moreover, the existence of engagement (likes and comments) also gives social validation which further justifies the purchase decisions. Nevertheless, the evidence shows that the connection between influencer marketing and the actual purchase behaviour is not necessarily a direct one, since the consumers might consume the content and not purchase anything (Msosa et al., 2025). Final decisions may be affected by factors like price sensitivity, alternative choices and individual preferences. Moreover, the growing commercialisation of influencer marketing can result in distrust, thus making it less effective. Irrespective of all these challenges, the net effect of the evidence shows that Instagram influencer marketing is a key element in influencing consumer purchase behaviour by positively influencing perceptions, reducing uncertainty and influencing decision-making (Do, 2025).
[bookmark: _Toc227666113][bookmark: _Toc231296993]4.5 Summary of Key Findings
The analysis outlines some important trends as to how Instagram influencer marketing impacts consumer purchase behaviour within the UK fashion retail industry, specifically of Boohoo. The results indicate that social media marketing is more effective in increasing consumer awareness by providing constant exposure and imagery. Influencer marketing contributes a lot to the development of brand perception where products are presented in a familiar and desirable setting. Also, the credibility of influencers and the quality of content become the important aspects that affect consumer attitude and engagement (Tahir and Aamir, 2025). The use of social media is observed to improve the element of consumer trust, which subsequently influences purchase intention. The evidence also shows that although trust has a positive relationship with purchase intention, the shift to consumer purchase behaviour is driven by various factors. In general, the results indicate that there is an organized interdependence between the variables of awareness, perception, credibility, engagement, and trust and purchase behaviour.
[bookmark: _Toc227666114][bookmark: _Toc231296994]4.6 Chapter Summary
This chapter has introduced the results of the thematic analysis of the secondary qualitative data, which correspond to the research objectives of the study. It critically discussed major themes such as social media marketing, influencer marketing, credibility, engagement, trust and consumer purchase behaviour in the UK fashion retail setting. The results have been reported in structured and objective form without interpretation, in such a way that it is clear and transparent in the analysis process (Lama, 2025). The chapter creates a clear connection between the research questions and the patterns identified in the literature by grouping the data into specific themes. The findings can be discussed as the good ground to the further discussion chapter, where it will be interpreted and examined critically.


[bookmark: _Toc231296995]5.0 Chapter 5: Discussion
[bookmark: _Toc231296996]5.1 Discussion on Key Findings
This study has given an in-depth insight into how Instagram influencer marketing influences consumer buying behaviour in the UK fashion retail industry, specifically in the case of Boohoo. The discussion depicts that social media marketing is a key element in increasing consumer awareness by providing continuous exposure, visual storytelling and interactivity. Instagram being a visual platform allows the brands to convey the value of a product, and this enhances brand recall and recognition among the consumers, especially the younger consumers (Oyewumi, 2026). The results also reveal that influencer marketing has a significant impact on brand perception through displaying products in a relatable and aspirational situation through which it affects how consumers judge fashion brands.
Moreover, the paper notes that influencer credibility and quality of content are two key determinants of consumer reactions. Reliability of influencers is developed through trustworthiness, authenticity, and expertise, whereas the quality of the content improves engagement and interest. The use of social media appears to be a vital determinant of establishing consumer trust since the regularity and positive feedback generates a feeling of familiarity and confirmation. This trust, in its turn, mediate in the formation of purchase intention (Panwar et al., 2026). Nevertheless, the results show that, as much as trust has a positive impact on intention, it does not necessarily lead to actual purchase behaviour because there are other factors like price sensitivity and personal preferences that affect the purchase behaviour. All in all, the findings indicate that awareness, perception, credibility, engagement, trust, and purchase behaviour are complex and interrelated and are influenced by a complex range of psychological and social processes and are not necessarily powered by a direct linear route.
[bookmark: _Toc231296997]5.2 Discussion of Findings in Relation to Research Questions
The analysis of research findings based on the research questions shows that influencer marketing on Instagram has a complex effect on consumer behaviour in the UK fashion retail market. When answering the first research question about the role of social media marketing in the consumer awareness, the results suggest that Instagram is a strong tool in creating awareness because it is a visual and interactive platform. Both the abundance of brand-related content, influencer associations, and user-created content help build product awareness among consumers towards fashion brands (Kilonzo et al., 2026). This means that the awareness does not just occur as a by-product of the passive exposure but is constructed through repetitive exposure and visual stimulation, hence the need to have a consistent presence on the internet in the competitive markets.
When it comes to the second research question, which is the role of Instagram influencers in influencing consumer attitudes, the results indicate that influencers play the role of an intermediary between brands and consumers. Marketing messages are more relatable and convincing because they are able to showcase products within the personal and lifestyle context. This shows that consumers are not just influenced by the product but also the way it is conveyed. Influencers help create a positive perception of the brand by identifying with the brand image, thus increasing emotional appeal and perceived authenticity.
The third research question is how the use of social media influences consumer trust and purchase intention. The results indicate that engagement, including likes, comments, and interactions, is important to build trust by socially validating and strengthening credibility. The consumers will perceive the high levels of engagement as a sign of popularity and reliability, which will lower the perceived risk and inject more confidence in buying decisions (Zhang et al., 2026). Nevertheless, the results also show that engagement is not enough to ensure trust, especially in the situation when it is viewed as shallow or created artificially. This underscores the essence of genuine engagement in building meaningful relationships with consumers.
Lastly, when answering the fourth research question, which is the role of influencer marketing in the perception of the brand and consumer decision-making, it was found that influencer marketing affects various decision-making stages, which include awareness, evaluation and consideration of purchase. The influencers lessen the uncertainty in that they showcase how to use a product and give recommendations, which helps in making informed decisions. Nonetheless, the process of intent to purchase and actual purchase is affected by extrinsic factors like price and substitutes. This indicates that the role of influencer marketing as a strong, not exclusive, determinant of consumer behaviour has a bigger context of individual and market-related factors.
[bookmark: _Toc231296998]5.3 Discussion in Relation to Theoretical Framework
The research results gave significant backing of the theoretical models of the study as well as some subtle information on how they are applied in influencer marketing in Instagram. The results highly support the Source Credibility Theory because the influencer trustworthiness, expertise and authenticity are found to have a significant role in consumer attitudes and behaviour. Influenced by perceived credibility, consumers tend to trust and follow the recommendations of those influencers and this is why it is vital to continue to be transparent and consistent in influencer marketing practices (Huang, 2026).
On the same note, the Social Proof Theory is confirmed by the fact that engagement and social validation contribute to the creation of consumer perceptions. The results indicate that likes, comments, and favorable feedbacks are some of the cues that consumers use to determine the popularity and reliability of products. This behaviour demonstrates the psychological need of people to follow other people in their opinion and behaviour especially when they are in a situation of uncertainty. Nevertheless, the paper also notes a shortcoming of this theory that not all types of social proof result in trust, particularly when consumers sense that the engagement is coerced or fake.
The findings partially support the Theory of Planned Behavior, specifically when it comes to the effect of attitudes and perceived social norms on purchase intention. The experiment validates the hypothesis that the positive attitudes towards the influencers and brands alongside the social validation lead to the formation of purchase intention. Nevertheless, the disjuncture between purpose and actual action implies that the perceived behavioural control and the environment, including financial limitations and individual preferences, are more important than previously thought (Aryan and Aryan, 2026). This implies that the theory offers a valuable concept in the explanation of intention, but might not be as comprehensive as the complexity of real buying behaviour in online contexts.
The findings are also representative of the Elaboration Likelihood Model as the content of influencers is processed by consumers in both central and peripheral routes. Detailed information and high-quality content promote deeper cognitive processes, whereas attractiveness and popularity of influencers are peripheral cues, which impact decision-making. The presence of these processing paths suggests the intricacy of consumer reactions to influencer marketing and the significance of informational and aesthetic content to balance in the creation of content.
[bookmark: _Toc231296999]5.4 Comparison with Existing Literature
This study mostly concurs with the available literature on social media marketing and influencer behaviour with the addition of new information regarding the connection between engagement and actual purchase behaviour. In line with past research, the study confirms that marketing of social media improves consumer awareness and brand perception by enabling repeated exposure and visual communication. The effect of influencers on consumer attitudes is also substantiated by the current literature where relatability and authenticity have been highlighted as crucial factors influencing consumer behaviour.
Nevertheless, the research builds upon the current literature by shedding light on the weaknesses of influencer marketing in transforming the engagement into the real purchase behaviour. Although purchase intention is the subject of many studies, the results show that not every intention leads to action as there are other factors that affect buying behavior, including price and personal preferences (Queen et al., 2026). This helps to develop a more refined perception of the consumer behaviour, implying that influencer marketing is not supposed to be regarded as a direct impulse leading to a purchase but a segment of a larger decision-making process.
Moreover, the results dispute the notion that a high level of engagement is unconditionally associated with trust. Although that in the past, engagement has been mostly linked to desirable results, the study proves that the nature and genuineness of engagement are crucial predictors of its success. It underscores the importance of engaging in a more critical assessment of engagement metrics in the determination of influencer marketing campaign success.
[bookmark: _Toc231297000]5.5 Explanation of Key Patterns and Unexpected Findings
These trends in the conclusions can be attributed to the combined effects of psychological, social, and contextual elements that shape consumer behaviour. The closeness between influencer credibility and consumer trust is explained by the growing significance of authenticity in the digital space, where consumers are bombarded with the mass amount of promotional materials. Consequently, consumers use credible sources to sieve the information and minimize uncertainty.
The weak conversion of engagement into actual purchase behaviour is an unexpected finding of the study. Although the interactions are high, consumers do not necessarily make a purchase, which is understandable by the existence of extrinsic limitations (financial constraints and substitutes) (Mehboob et al., 2026). Also, the rising sensitivity to sponsored content has resulted in heightened scepticism, which can diminish the influence of influencer endorsements.
The other significant trend is the decreasing efficacy of excessively commercialised content. Consumers are increasingly more critical and will find it easier to react favorably to genuine and relatable messages. This implies that influencer marketing can only be based on visibility and reach; however, it is also determined by perceived sincerity of the message.
[bookmark: _Toc231297001]5.6 Contribution to Knowledge and Literature Gap
This study contributes immensely to the current body of literature by filling a gap that lacked in the literature on the relationship between purchase intention and actual consumer behaviour through Instagram influencer marketing. Whereas past researchers have mostly considered intention as their main variable, this research gives empirical evidence on what drives intention to change to behaviour (Ferreira et al., 2026). As the variables influencer credibility, engagement, trust and brand perception are incorporated into one framework, the research provides a deeper insight into the consumer decision-making process.
The research also adds to the literature by offering context-specific study of fashion retail industry in the UK with particular reference to Boohoo. This increases the applicability of the results and gives effective suggestions to the businesses within the same markets. Moreover, the study sheds some light on the shortcomings of using engagement metrics as the sole tool, and the significance of authenticity and trust in positive results.
[bookmark: _Toc231297002]5.7 Practical Implications (Managerial Relevance)
The research results of this study have significant implications on fashion retailers and marketers who want to maximise their influencer marketing efforts. To begin with, brands must focus on the credibility and authenticity of their partners since these criteria have a strong impact on consumer trust and behaviour (Tennin et al., 2026). By cooperating with influencers who share the values and target audience of the brand, it is possible to make marketing campaigns more effective.
Secondly, the quality of the content matters, which implies that the brands are to spend money on producing graphic and entertaining content that will be appealing to consumers. This involves delivering informative and relatable content that can stimulate further interest and promote emotional aspects (Gamage et al., 2026). Moreover, brands need to look at creating authentic relationships with consumers instead of superficial measures of engagement.
Lastly, the result points out the importance of a comprehensive marketing process that takes into account factors other than influencer marketing like pricing and product differentiation. Although influencer marketing has the potential to increase awareness and intention, it ought to be combined with other marketing approaches to facilitate purchase behaviour (Çağlıyor, 2026).
[bookmark: _Toc231297003]5.8 Limitations of the Findings
There are some limitations in the interpretation of the findings of this study. Secondary data restricts the possibility to obtain real-time consumer insights and can create bias depending on the choice of sources. Moreover, the qualitative character of the study limits the externalisability of the results as it is context-specific to the UK fashion retail sector and to Boohoo (Xie et al., 2026).
The study is also cross-sectional in nature hence cannot be used to analyse the behaviour change in consumers over time especially in a fast paced digital world. Moreover, the lack of primary data does not allow determining causal connections between the variables, which can influence the strength of the conclusions.
[bookmark: _Toc231297004]5.9 Chapter Summary
In this chapter, the research findings have been critically interpreted against the research questions, theoretical framework, and the already existing literature. The article has identified the intricate correlation between Instagram influencer marketing and consumer purchase behaviour and the roles of credibility, engagement, trust, and brand perception. The results have both theoretical and practical implications as they help fill the main gaps in the literature and offer insights into the efficacy of influencer marketing strategies. In general, the chapter shows that although influencer marketing is an effective instrument, the effect it has on consumer behaviour is conditioned by a series of interdependent aspects, and a versatile and strategic approach to digital marketing is necessary.


[bookmark: _Toc231297005]6.0 Chapter 6: Conclusion
[bookmark: _Toc231297006]6.1 Conclusion
The findings of the paper show that the influence of Instagram influencer marketing on the consumer buying behaviour in the UK fashion retail market is very massive and multifaceted. It was also discovered that social media marketing proved to be very useful in creating awareness to consumers since it was capable of being constantly exposed and even seen in addition to interacting. This confirms that social media such as Instagram are not only promotional tools, but also valuable spaces where the consumers can learn about the brand and interact with it. It is also impacted by the influencer marketing, which helps to create a brand perception with relatable and aspirational content to enable consumers to have emotional associations with the brands.
Among the key results of the research is the fact that credibility of the influencer and the quality of the content are valuable predictors of consumer responses. They are more realistic, open and informed and these aspects can be used to increase consumer trust and that positively influences consumer attitudes towards promoted products. Social media usage is also applicable in the context of building trust due to the social validation and boosting credibility. 
It is interesting to note that the study indicates that trust is a major factor that influences purchase intention but it does not always translate into actual purchase behaviour. The external forces such as price sensitivity, personal choice and preference of alternative product are very crucial in the final decision making. This supports the argument that influencer marketing is an important and not the only determinant of consumer behaviour that operates within a broader decision-making context. Altogether, the work offers the answer to the major question by demonstrating that consumer buying behaviour as an outcome of the complex of awareness, perception, credibility, engagement, and trust, but not a direct cause, is influenced by the marketing of Instagram influencers.
[bookmark: _Toc231297007]6.2 Limitations of the Study
Although the study offers some useful insights, it has a number of limitations that must be taken into account when interpreting the results. The use of secondary qualitative data is one of the major weaknesses since it limits the access to the real-time consumer opinions and personal experiences. The results are thus reliant on the quality, scope and relevancy of available literature which could present potential bias or contradictions (Rizomyliotis et al., 2026). The lack of primary data also restricts the possibility of studying the behaviour of individual consumers in-depth and the possibility to establish direct causal associations between influencer marketing and purchase behaviour.
The other weakness is that it uses a cross-sectional research design, which only measures data at a given time. Because of the dynamism of the social media platforms and consumer behaviour, the results might not be an accurate representation of the long-term trends or shifts in the practices of influencer marketing. This applies especially to the sphere of Instagram, where algorithms, the format of content, and user interaction trends are evolving all the time.
In addition, the research is geographically restricted to fashion retail industry in the UK and uses Boohoo as a case study. Although this offers good contextual clues, it also restricts the generalisation of the results to other industries or regions. The behaviour of the consumers can differ dramatically in the different cultural and economic backgrounds, so the findings are supposed to be discussed in the frames of the given study.
[bookmark: _Toc231297008]6.3 Recommendations for Future Research
Based on the limitations observed, a number of recommendations can be made on future study on the same. To begin with, primary data collection techniques like surveys, interviews, or experiments can be included in future research to obtain more in-depth information about consumer perceptions and behaviours. This would enable the researchers to investigate the connection between purchase behaviour and influencer marketing in a more direct manner and give more empirical evidence.
Secondly, longitudinal research might be performed to understand the changes in consumer behaviour and influencer marketing approach over time. This kind of research would offer a more dynamic perspective of the effectiveness of influencer marketing in the long term and would capture consumer attitude increase and decrease and consumer engagement patterns (Hindocha, 2026). This is especially significant in the dynamic digital marketing world, where consumer behaviour is constantly re-defined as trends and technologies evolve.
They can also widen the scope of research of the UK fashion retail sector to other industries or foreign markets in future. Comparative analysis across regions or industries would give a more global view of the impact of cultural, economic, and social aspects on the success of influencer marketing. Moreover, future studies may examine new types of influencer marketing, including micro-influencers, virtual influencers, or AI-generated content to learn how these may affect consumer trust and behaviour.
[bookmark: _Toc231297009]6.4 Final Reflection and Conclusion
To sum it up, this research offers a detailed insight into the importance of Instagram influencer marketing in influencing consumer buying behaviour in the UK fashion retail sector. The study emphasises the significance of credibility, authenticity, and engagement in changing consumer perceptions and choices, and acknowledges the weaknesses of influencer marketing in making real purchases (Singh, 2026). The study fills the gap between purchase intention and behaviour to provide a more subtle perception of the effectiveness of digital marketing.
These results have significant implications on theory and practice, as they have proven that influencer marketing is not an individual solution but a component of a bigger and more organized marketing approach. To practitioners, the study highlights the importance of focusing on authenticity and meaningful relationship in influencer collaborations, in addition to other aspects including pricing and product value. To scholars, the analysis offers a basis to conduct more studies on the dynamics of consumer behaviour within digital space, which are quite complicated.
Finally, the research highlights the dynamic aspect of marketing in the digital era and the increased power of social media sites in consumer decision-making. Although the concept of influencer marketing has great potential to enable the brand to reach the consumer, its success has become possible on the basis of the capacity to foster trust, be genuine, and respond to evolving consumer demands (Banerjee, 2026). This study consequently helps in understanding better the inclusion of digital marketing strategies in enhancing meaningful and long-term results.
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The study seeks to address the effect of Instagram influencer marketing on consumer purchasing behaviour in the UK fashion retail industry, especially Boohoo. Social media and, specifically, Instagram have become vital instruments that fashion brands use to communicate with consumers and advertise products with the help of influencers. Influencers produce what consumers feel to be genuine and relatable, and this may impact consumer behavior in terms of attitude and purchasing actions. This research aims to get to know whether influencer marketing approaches can in any way result in consumer purchase behaviour shifts, as opposed to raising awareness or interest only. It is going to examine how purchase intentions are affected by influencer credibility, trust, and social media engagement. The study is of value to companies because it offers understanding of the efficacy of online marketing plans, and aids firms to optimize their associations with influential people. It is also knowledge contribution to the academic field as it fills the gaps in understanding the relationship between influencer marketing and the real consumer behaviour in the UK fashion industry.


	4
	Research Question

How does Instagram influencer marketing influence consumer purchase behaviour in the UK fashion retail sector?



	5
	Aims of Research Activity
· To analyse the impact of Instagram influencer marketing on consumer purchase behaviour.
· To evaluate the role of influencer credibility and content in shaping consumer attitudes.
· To examine the relationship between social media engagement, trust, and purchase intention.


	6
	Objectives of Research Activity

· To examine the role of social media marketing in the UK fashion retail industry
· To analyse how influencer marketing affects consumer awareness and brand perception
· To investigate the role of influencer credibility in influencing purchase behaviour
· To explore how engagement and trust impact consumer decision-making



	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.

The study will be qualitative because it will use secondary data as its primary source of information to analyse the effect of Instagram influencer marketing on consumer purchasing behaviour in the UK fashion retail industry. The data will be obtained in a very broad scope of the existing scholarly and industrial sources to be able to have a complete grasp of the subject matter. Peer-reviewed journal articles, academic books, conference papers, and reliable online databases, including Google Scholar, ScienceDirect, and university library materials will be the main sources of data. Besides the academic literature, the study shall also include the industry reports, market analysis documents and publications of recognised organisations that give insights into the trends of social media marketing, influencer strategies, and consumer behaviour within the fashion retail industry. The research will use an analytical method to identify and sample the literature based on major themes that will address the research objectives. The relevant studies will be searched using keywords like Instagram influencer marketing, consumer purchase behaviour, social media engagement, brand perception, and fashion retail industry. They will be limited to very recent and reputable materials that have mostly been published within the past five to seven years to ensure that the data is up to date and represents the latest trends and changes in digital marketing. The chosen literature will be thoroughly examined and categorised into thematic groups in which the researcher will draw compelling insights that will be associated with credibility of the influencer and consumer trust, level of engagement, and purchase intention.

It will be done through reading, summarising and classifying the findings of various studies in order to define patterns, similarities and differences in the current research. As a method of data organisation, thematic analysis will be applied to categorise the obtained data into major themes, which will contribute to learning how the work of Instagram influencers affects consumer behaviour. The method will enable the researcher to establish a relationship between various variables including exposure to social media, attributes of influencers, and consumer decision-making models. No primary data will be gathered and hence there will be no direct contact with participants. No personal or sensitive data will be collected, no questionnaires, interviews, or observations will be used in the study. Consequently, the problem of participant consent, anonymity and confidentiality is minimised. Nonetheless, the ethical aspects will be also considered since all the secondary data will be referenced and cited in keeping with the Harvard referencing style. The researcher will also make sure that information has been properly documented and that there is no misrepresentation and bias in the reporting of findings. The information gathered will be safely kept in digital format in password-protected devices and cloud storage systems to maintain the integrity and accessibility of data. The researcher will ensure a well-organised record of every source that will be used to facilitate transparency and replicability of the research. On the whole, this data collection approach will result in a wide and thorough scope of the available knowledge of influencer marketing and consumer behaviour and allow the researcher to respond to the research aims with a useful approach and uphold ethical research practices.



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☒

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Not applicable. The paper does not use human subjects.

	11
	Who will the participants be?

	
Not applicable. The study uses only the secondary sources of data like academic journals, books, and industry reports.

	12
	How will you identify the participants?
	Not applicable.




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☒

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☒

	15
	Will you obtain written consent for participation?
	☐
	☐
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☒

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☒

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	There are no direct risks to participants as the study does not involve human participants or primary data collection. However, there is a minimal risk of misinterpretation of existing research findings.
	The researcher will ensure accurate representation of sources, critical evaluation of literature, and proper referencing to avoid bias or misinterpretation.


	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	The study does not involve sensitive or personal topics, as it relies entirely on publicly available secondary data.

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Potential risks include data misinterpretation, academic misconduct (e.g., plagiarism), and bias in analysis.
	The researcher will follow strict academic integrity guidelines, use plagiarism detection tools, and apply systematic analysis methods.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Potential reputational risk if ethical standards are not followed.
	Compliance with UWTSD ethical guidelines, proper citation, and adherence to research integrity policies.


	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	No environmental risks are associated with this study.
	Not applicable as no physical or environmental procedures are involved.



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

Not applicable, as there are no participants.

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.

Not applicable, as no human participants are involved.

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.

All data used in the research will be sourced from publicly available academic and industry materials. Proper referencing will be maintained to ensure academic integrity.



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐

	☒


	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

Not Applicable

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐

	
☒


	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



Not Applicable



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 
All data will consist of secondary sources such as academic articles and reports. These will be stored securely on password-protected personal and university systems. No personal or sensitive data will be collected. All files will be organised systematically, and access will be limited to the researcher. Data will be retained until completion of the dissertation and then securely deleted.



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.
All data consists of publicly available sources and will be handled in accordance with GDPR principles. No personal data will be processed.

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

· Researcher
· Supervisor


	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

Principal researcher

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

Data will be stored securely on password-protected devices and cloud storage and deleted after project completion.

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

Not Applicable





SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Pavan Makwana
	Date: 20/03/2026


	2
	Supervisor:
	Shahrukh Irfan
	Date: 25/03/26

	3
	Signature:
	[image: ]
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