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[bookmark: _Toc224819630]1. Introduction 
[bookmark: _Toc224819631]1.1 Background and Context
Over the past few years, the fashion industry has experienced a major shift because of the spread of digitalization and the increased use of social media. Zara UK, and other brands capitalize on the younger generation with higher tech abilities to connect with younger consumers who dedicate much of their time to online platforms, specifically, influencers on Instagram, Tik Tok, and YouTube (Smith and Anderson, 2021). 
The UK fashion industry has experienced heightened competition in the marketing environment and consumers have moved towards ethical purchasing, personalization and experience purchasing. Influencer marketing is consistent with these trends since more consumers are starting to consider the recommendations of people who seem to them as credible and relatable (Wang and Kim, 2022). 
[bookmark: _Toc224819632]1.2 Problem Statement
Regardless of the popularity of influencer marketing, there is a deficit of empirical studies to investigate the direct impact of the marketing tactic on consumer purchase intention in the UK fashion retail setting. Although research across the world shows that credibility of the influencers and consumer engagement are positively correlated (De Veirman et al., 2021), the influence of the UK-specific impacts, especially with the fast-fashion brands such as Zara, is not explored fully.
Numerous marketing programs are based on assumptions of influencer effectiveness with no quantitative outcomes of consumer behaviour. It is a weakness that restricts the capability of retailers to optimize investment in campaigns, recognize the influential attributes in making a purchase, and improve the marketing ROI(Lou and Yuan, 2021; Sokolova and Kefi, 2022; Campbell and Farrell, 2023; Chopra et al., 2024). 
[bookmark: _Toc224819633]1.3 Research Aim
This paper seeks to analyze how influencer marketing is likely to affect consumer purchase intention and specifically for Zara in the United Kingdom.
[bookmark: _Toc224819634]1.4 Research Objectives
· To explore the idea and place of influencer marketing in the fashion industry.
· To examine Zara strategies of influencer marketing in the UK market.
· To explore the relationship between influencer credibility, trust and engagement and consumer purchase intention.
· To identify how influencer marketing affects consumer purchasing behaviour.
[bookmark: _Toc224819635]1.5 Research Questions
· What is the significance and extent of influencer marketing strategies used in the UK fashion industry?
· What are the marketing strategies being adopted by influencers for Zara in the UK?
· What is the impact of influencer credibility and trust on consumer purchasing in Zara UK?
1.6 Significance of the Study
This study has scholarly and practical contributions. Two, academically, it broadens the literature on influencer marketing because it examines the relationship between influencer credibility, trust, and consumer purchase intention in the fashion industry in the UK (Lou and Yuan, 2019). In practice, it gives Zara UK marketing managers the insights into the effect of influencer characteristics (authenticity, engagement rate, and relatability) on consumer intention to purchase.
The knowledge of such dynamics can allow the brands to create more successful campaigns, to strategically set marketing budgets, and to create stronger customer-brand relationships. In addition, the conclusions will help fashion retailers to strategize using data to improve their competitive edge in the dynamic UK market (Dwivedi et al., 2021; Nafees et al., 2023; Kim and Kim, 2024).
[bookmark: _Toc224819636]1.7 Brief Research Methodology
It will be conducted using a quantitative research method to determine the relationship between the influencer marketing variables and consumer purchase intention. The research will employ an online survey questionnaire to the target respondents of Zara UK consumers who know about social media fashion influencers. Convenience sampling will be used to choose about 100 to 120 respondents between the ages of 18 and 35 because these are the age groups most engaged in the social media consumption sector (Hair et al., 2022; Saunders et al., 2023).[image: research onion]
The methodology for this research adopts the Research Onion Model of Saunders et al. (2019). The philosophy for this study is interpretivism, which is a qualitative method as it interprets the meaning of the phenomenon, and the research approach is deductive. The strategy employed is the case study method, which is a mono method. The time horizon is cross-sectional. Thematic analysis will be adopted as the technique and procedures of data collection.
The credibility of influencers and consumer trust, the levels of engagement and the purchase intention will be measured using a Likert scale in survey questions. The process of data analysis will consist of descriptive statistics, correlation analysis, and regression analysis that will be supported using SPSS or Microsoft Excel (Hair et al., 2022). 
[bookmark: _Toc224819637]1.8 Dissertation Structure
1. Introduction, background, problem statement, aim, objectives, research questions, significance and methodology overview.
2. Literature Review - Literature gaps, theoretical frameworks as well as previous studies.
3. Methodology Research design, sampling, data collection and analysis methods.
4. Findings Expected Findings.
5. Limitations - Mitigation and constraint.
6. Timeframe - Research schedule and milestones.
7. Conclusion -Summary of relevance and methodology.
8. References- List of referred works by the Harvard style.
[bookmark: _Toc224819638]2. Literature Review
[bookmark: _Toc224819639]2.1 Theoretical Frameworks
Several theories of marketing and communication theories are the basis of influencer marketing, which explains the response of consumers to social media endorsement. The Source Credibility Theory assumes that the perceived competence, trust, and appeal of a communicator can impact the persuasion and attitude of the audience to a brand greatly (Ohanian, 2019). When applied to influencer marketing, the latter is perceived as consumer authenticity, competence, and relatability, which further translate into purchase intention. 
The Trust Theory also helps to supplement this framework since it explicitly states that consumer trust lies at the heart of the online marketing situation. Since online shopping does not allow consumers to see the product with their own eyes, trust in the influencer mediates the usefulness of marketing messages (Lim et al., 2021). 
Even though both the CSR Pyramid by Carroll (2016) and the Stakeholder Theory (Freeman, 2018) are used mainly in the research of corporate social responsibility, they also have a role to play in the context of ethical partnerships by influencers. 
[bookmark: _Toc224819640]2.2 Consumer behavior and ethical Consumption.
In the fashion industry, consumer behavior has changed as ethical consumption and value-based buying decisions have been on the increase. Studies also prove that consumers tend to respond more favorably to brands that portray authenticity, transparency, and congruence with their personal values (Casaló et al., 2020). The process is mediated by influencers who make relatable and credible recommendations that appeal to consumer beliefs.
Ethical issues, including sustainable production and labor, have gained more and more significance in the environment of fast-fashion stores such as Zara UK. The consumers also want to find influencers who emphasize these values, which gives them an honest review of the product or displays responsible brand behavior (Lim et al., 2021). 
[bookmark: _Toc224819641]2.3 Research on Influencer Marketing Effect.
A number of empirical research studies have proved the strong impact of influencer marketing on consumer behavior. According to De Vermin et al. (2021), the perceived expertise of social media influencers and their authenticity have a significant positive effect on consumer intent to purchase promoted products. 
In spite of these discoveries, the literature on this subject is UK-specific. The majority of research concentrates on influencer engagement rates or the number of followers as opposed to determining the outcomes of consumer behavior directly. It is especially so in the case of Zara UK, where influencer campaigns are widespread whereas there is little empirical evidence to connect influencer traits to purchase intention. (Djafarova and Bowes, 2021; Sokolova and Kefi, 2022; Campbell and Farrell, 2023).. 
[bookmark: _Toc224819642]2.4 Loyalty, Willingness to Pay and Brand Perception Evidence of Influence.
Influencer marketing is not only associated with short-term buying intentions but also with brand performance in the long-term. It has been proven that the authorization of familiar and trustworthy influencers helps to raise brand loyalty, encourage consumers to spend high prices, and gain brand recognition (Lee et al., 2020). 
In the case of fast-fashion companies such as Zara UK, which have a highly competitive environment with the trends changing fast, influencer marketing will act as a differentiating tool that will keep the consumer interested in the company. Through association with influencers, who are contributing to the style, values, and credibility, Zara will be able to enhance consumer-brand relationships and maintain loyalty, despite the high intensity of competition (Wang and Kim, 2022).
[bookmark: _Toc224819643]2.5 Research Gaps
Although literature is becoming increasingly more substantial, there are also some gaps:
1. Insufficient empirical studies on Zara in the UK -Majority of the existing studies are based on international contexts or generic fashion brands and the findings cannot be generalized to the context of the UK consumer behavior (Djafarova and Bowes, 2021; Nafees et al., 2023).
2. Minimal discussion of the credibility of influencers versus the trust of consumers -There are not many studies that directly examine the way perceived expertise and authenticity of the influencer are directly related to consumer trust and purchase intention (Sokolova and Kefi, 2022; Kim and Kim, 2024).
3. Very little research relates engagement measures to real purchase intention. There is a general tendency to study metrics like likes, comments, and shares in isolation from behavioral consequences (Campbell and Farrell, 2023; Chopra et al., 2024).
The proposed study will fulfill the function of helping Zara UK by filling these gaps and providing valuable practical information, besides advancing the body of knowledge on influencer marketing performance, consumer trust, and consumer engagement in the fashion sector.
[bookmark: _Toc224819644]3.Methodology
[bookmark: _Toc224819645]3.1 Research Design
The proposed study will be based on a quantitative research design to investigate the correlation between influencer marketing variables, such as credibility, trust, and engagement, and consumer purchase intention. Quantitative approach is an appropriate choice since it enables the researcher to quantify the variables, test a hypothesis, and draw statistical conclusions (Creswell, 2018). In particular, this design allows for determining the trends in the perceptions of the consumers and how these perceptions affect the purchasing behavior. Through the structured surveys, where the questions are standardized, the study will have a high level of consistency, reliability, and comparison with other respondents. (De Veirman et al., 2021; Lim et al., 2021).
[bookmark: _Toc224819646]3.2 Sampling
The target audience will include the UK population aged between 18 and 35 who are energetic subscribers of fashion influencers and who have bought from Zara. In the online survey, a convenience sampling method will be used because it is practical and efficient, as it will be used to reach a given population of consumers. Convenience sampling can be considered as limiting the generalizability, but it will guarantee that the individuals sampled have pertinent experience related to influencer marketing and Zara purchases, and their feedback can be applied directly to the research goals (Etikan et al., 2016). The anticipated sample size will be about 100-120 respondents, which will be large enough to have any meaningful descriptive and inferential statistics but can be controlled due to time and resource restrictions. 
[bookmark: _Toc224819647]3.3 Data Collection
The structured online survey shall be used in data collection through the tools, including Google Forms or Qualtrics. The survey questions will be Likert-scale questions (15) assessing perceptions of the credibility of the influencer (expertise, trustworthiness, authenticity), consumer trust, interest in influencer content (likes, comments, shares), and intent to purchase. A structured questionnaire will guarantee the standardization of the responses, provide an opportunity to analyze the results statistically, and reduce bias of the interviewer (Bryman, 2016). 
[bookmark: _Toc224819648]3.4 Data Analysis
Data that will be collected will be analyzed using SPSS software. The analysis will include a number of steps:
1. Descriptive statistics (mean, median, mode) to present the results of the participants and see the general tendencies in the perceptions of influencers and purchase intent (Hair et al., 2022).
2. Correlation analysis to test the relationship between influencer credibility, trust, engagement, and purchase intention, and find the strength and direction of relationships (Saunders et al., 2023).
3. Regression analysis to determine the predictive effect of influencer marketing variables on consumer purchase intention, which will give a clue on the factors that contribute the most to the buying decisions (Chopra et al., 2024)..
This descriptive and inferential statistics combination will enable the researcher to provide answers to the research questions of the study in a clear and rigorous manner.
[bookmark: _Toc224819649]3.5 Ethical Considerations
Ethics will be kept at an extremely high level during the study. The respondents will be informed to give informed consent to fill the survey as they will know the aim of the study, the process involved and their right to quit at any point. The answers will be anonymous and the information will be stored safely according to the GDPR regulations. No personal information will be gathered and the findings will be reported in generalized terms to avoid the possibility of identifying the individuals. (Saunders et al., 2019).
[bookmark: _Toc224819650]4. Expected Findings
The research is expected to show a strong positive impact of influencer marketing on the consumer purchase intention of Zara UK. In particular, influencers with a credible, trusting, and authentic image are supposed to raise consumer confidence in the advertised products, which fits the premises of the Source Credibility Theory (Ohanian, 2019). 
Moreover, the engagement measurements (likes, comments, and shares) will probably have a positive correlation with the purchase intention. The heavy engagement is an indicator of popularity and is seen as a sign of reliability, which prompts the consumer to be more serious about the products promoted (Lim et al., 2021). 
It is expected that the results will be useful to Zara UK to optimize influencer campaigns. The results of the identification of the most effective influencer attributes in driving the purchase intention allow Zara to efficiently allocate marketing resources, optimize the targeting approach, and optimize the return on investment. 
[bookmark: _Toc224819651]5. Limitations
This study has a number of possible limitations that can lead to limitations to generalizability and depth of the results. To start with, the 100-120 participant sample size is quite small and confined in a geographical location to the United Kingdom and cannot be considered representative of the diversity of the consumers of Zara in the global market. Consequently, the results can mostly be typical of the attitudes and behaviors of the UK consumers who are in the 18-35 age group (Saunders et al., 2023).
Second, convenience sampling may be biased, with respondents choosing to do it themselves and be already interested in fashion influencers. This may tend to overrepresent consumers who happen to be more active on social media and more open to influence marketing and may distort the findings(Etikan and Bala, 2022).
Third, time limits do not allow longitudinal monitoring of actual purchase behavior in a long period of time. The study, therefore, is based on self-reported intentions and this might not be parallel to actual purchasing (Chopra et al., 2024).
To alleviate these weaknesses, the research will be triangulated by relating the survey results with the literature available on influencer marketing and consumer purchase intention (Hair et al., 2022). 
[bookmark: _Toc224819652]6. Timeframe
A realistic timeline ensures the research is conducted systematically and completed within the allocated period. The study is divided into six main phases: literature review, survey design and pilot, data collection, data analysis, draft writing, and final review. Each phase is scheduled to allow sufficient time for thorough completion, while maintaining flexibility for unexpected delays(Saunders et al., 2023; Hair et al., 2022).
	Phase
	Duration

	Literature Review
	2 weeks

	Survey Design & Pilot
	1 week

	Data Collection
	3 weeks

	Data Analysis
	2 weeks

	Draft Writing
	4 weeks

	Final Review & Submission
	2 weeks



This structured schedule allows sequential progression, ensuring adequate time for data quality checks, ethical compliance, and iterative refinement of findings and analysis.
[bookmark: _Toc224819653]7. Conclusion
Influencer marketing has proven to be a key instrument in the fashion industry such as Zara UK in that it allows the company to interact with the consumers much more closely and affect their decision-making process. The paper is aimed at filling a significant gap in the literature as it aims to examine how influencer credibility, consumer trust, engagement, and purchase intention relate to each other within the specific case of the UK fashion industry. The research has methodological rigor, as it uses a structured quantitative design by means of surveys and a strong statistical analysis, and ensures ethical principles, such as informed consent, anonymity, and data management that complies with the GDPR (Hair et al., 2022; Saunders et al., 2023). The projected results will be useful to the marketing strategy of Zara in order to maximize influencer relationships, improve customer confidence, and maximize the ROI. Academically, the research will support the Source Credibility Theory and engagement models in a practical context of a fashion establishment in the UK as a contribution to the research on influencer marketing and consumer behavior. In general, this study highlights the strategic value of credible and relatable influencers, which, to a large extent, influence brand perception, loyalty and purchase intention (Djafarova and Bowes, 2021; Sokolova and Kefi, 2022). 
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