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Abstract

The purpose of this dissertation is to investigate the impact of influencer advertising on customers' buying behaviour. The study demonstrates the great impact of influencers on market trends and the tendency of people to trust their recommendations. It also shows a higher level of consumer trust in social media influencers than in traditional radio and television advertising. In addition, celebrity endorsements increase and encourage consumer brands` engagement. However, there is variation in customer preferences depending on their demographics. This study provides recommendations for both celebrities and brands to strategically support their advertisers based on their image and audience, as well as tailoring to different demographics. Limiting factors such as sample size and cultural factors exist in research. For more extensive data, a cross-cultural study is suggested involving participants from a larger number and more diverse cultures.
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Chapter 1:  Introduction

1.1  Background of the research

The development of technologies has a strong contribution to human communication. Without a doubt, one of the most significant factors is the advent of the Internet, which has not only improved the way people communicate but also improved the relationship between business and customers (Dukic, et al., 2019). Nowadays, the business environment is more competitive and the whole world is a potential market. The Internet enables the development of all businesses from small to giant companies. 
Since the market exists advertisers have used celebrities` influence to control brand perception, and people have been influenced by celebrities, friends and family recommendations. 
The same concept has been developed within the digital marketing industry. Today, influencers in social media have a great impact on the awareness of a given brand. They can be both celebrities and ordinary people who have built a large number of followers on social media (Watkins, 2021). According to (Erdogan, 2010) the use of celebrities as part of a marketing strategy is a common practice for large companies investing significant funds in their marketing.
To attract customers and increase their engagement with the product, influencers and companies should also study the factors that affect customer behaviour. Marketing has a responsibility to convince customers to buy the product even if firstly they are not attracted to it. Research shows that is difficult to predict customers` behaviour, even for experts in the field (Gajjar, 2013).
 In today`s high-tech age, it is very difficult for customers to make choices, because they have access to a large range of products, also they can compare the prices of different brands, as well as choose the method of payment and whether to shop online or from physical stores. Precisely because of this, it is very important for the companies and the influencers with whom they have a partnership, to present the product in a way that can convince the customer that their product is the best one.
This study aims to investigate the influencers' impact on consumers' buying behaviour by examining the factors that influence consumers to purchase a product and their propensity to trust celebrities on social media.

1.2  Research problem

Celebrity endorsements on social media have become one of the most valuable assets for companies (Hund & McGuigan, 2019). Social media is a space where fame seems more and more accessible to ordinary people, therefore this has created many new celebrities in the media space. It is discussed whether social media influencers are more likely to influence consumers than traditional celebrities and whether partnering with an influencer can have a negative impact on a brand`s image. These discussions will be part of the research topic.
According to a study by (Gräve, 2017) celebrities are more successful when the brand wants to reach a larger audience and different groups of customers while social media influencers would be more effective in focusing on one specific group. Because celebrities are famous among a larger number of people while influencers are followed by a specific group.
Another aspect of this study is to investigate the use and potential abuse of influencers in social media. Today, influencers are a huge part of companies` public relations strategies, therefore the question arises about the ethics and to what extent it is suitable for public relations strategies. It is believed that if the brand chooses an influencer with a bad reputation or unethical behaviour, it will also negatively affect its image.
The last aspect of this research is the factors that affect customers` buying behaviour and whether should influencers adapt to them.

The Gap in Literature Regarding the customer`s buying behaviour.

Although the impact of influencers is one of the most discussed topics in marketing today, when it comes to customer behaviour information can never be completely comprehensive. Even experts in the field fail to predict with absolute accuracy what the user`s behaviour would be like. Also, this topic is relatively new, and in-depth research is still being done on the importance of influencers in companies` marketing strategies.

1.3 Significance of the Research

Many of the brands are choosing influencers and celebrities when it comes to advertising campaigns for their products. Nowadays, this is one of the most common ways of advertising. 
This study would be of great importance for marketing agents when preparing their marketing strategies to consider all the factors that would affect the image of the brand and to make the most informed decisions. 
Also, this study would be important for consumers to have a clear idea of what are the factors that affect their decisions and how to interpret the information they receive from influencers.
1.4 Research Aim and Objectives

1.4.1 Research Aim

This study aims to analyse what is the influence of celebrities on the purchasing behaviour of customers on social media, to what extent consumers tend to trust this type of advertisement, the type of influencers (social media famous people/celebrities) and the relationship between brand recognition and influencers. Through deep analysis, this research aims to provide valuable information for both companies as well as consumers.

1.4.2 Research Objectives

The objectives of this research are:

· Identifying the characteristics of influencers that make them effective.

· Analysing the types of influencers, categorising them based on their target market, how they reach at what level they engage their audience, and how much they influence it.


· Assessment of the level of trust the audience has in them as well as the factors that contribute to this.

· Analysis of how different social media affect influencer effectiveness as well as the role of audience engagement metrics such as comments, likes and shares.


· Study of the effects of influencers on the buying behaviour of consumers by tracking the decision-making processes.

· Comparison of influencer advertising with traditional one.


· Exploring ethical issues in influencer advertising such as transparency and effectiveness.

1.5 Research questions

The research questions will be as follows:
1) What are the factors affecting customers` buying behaviour?

2) How does Influencers' advertising impact customers' buying behaviour?


3) Are the customers more likely to trust when they already know the brand?

1.6 Chapter overview

Chapter 1 Introduction to the topic
Chapter 2 Literature Review 
Chapter 3 Research Methodology 
Chapter 4 Data Analysis and Discussion 
Chapter 5 Conclusion 









Chapter 2 Literature Review

2.1 Introduction to the chapter

Social media influencers are digital content creators (Duffy, 2020). These are people with a large number of followers, working in partnership with various brands and sponsors. 
Companies' marketing strategies are increasingly looking for innovative advertising methods to attract consumers as well as to improve brand image. Therefore understanding influencer marketing and how it affects the consumer is of great importance in fast-paced business environments.
Many books, websites and workshops devoted to this topic are proof of the rapid development of this type of advertising.

2.2 Social Media Influencer

There is an obvious marketing relationship between brand, media, audience, and celebrity. A brand represents the identity of a product. To promote the brand and to make it recognizable to more customers, companies pay for advertising. Adding a celebrity or influencers to that ad changes the dynamic because a human brand can incorporate its audience into the product audience (Khamis, et al., 2016). 
According to (Khamis, et al., 2016) self-branding involves individuals developing a public image for commercial gain. The central idea of self-branding is that people (influencers) benefit from having a public identity and audience. 
(Belanche, et al., 2021) believe that influencers are a new category of opinion leaders who are defined as both celebrities and friends. This category of celebrities has emerged with the rise of social media opportunities.
According to (Kim & Kim, 2021) influencers promote products in their content, and consumers are not always able to distinguish their commercial intentions. Their posts are mostly based on situations from their personal lives, making them seem natural and genuine. Also, the paid partnership is not always obvious, which can confuse the user that the product promotion is not for a commercial purpose. 
(Lou, et al., 2022) said that social media influencers are ordinary internet users who have a large number of followers on their blogs and/or social media, creating valuable content and showing moments of their personal lives. They monetize their content through sponsorship.
Influencers can be divided into three groups according to the followers they have. They are divided into micro-influencers with up to 10 000 followers mainly on social media, and meso-influencers from 10 000 to 1 million followers, these are people who work full-time as professional influencers, also called “web celebrities” and macro-influencers who are people with over a million followers, these are the world`s celebrities (Rahman, 2020). 
The above shows how important social media influencers are in marketing strategies today. They become one of the most successful advertising campaigns.

2.3 Customers' buying behaviour.

Consumers are people engaged in activities related to the purchase of goods and services. There is general agreement that consumer behaviour is primarily about the act of purchasing. The search for information related to the purchase decision and the choice of supplier are also part of consumer behaviour (Ajzen, 2008). 
Before purchasing a product, the consumer can search for additional information on the websites about the product, ask friends` opinions and relatives as well as read reviews of other consumers on various websites, thus research tends to narrow down the consumer`s choice to a significant extent fewer brands.
Customers make purchasing decisions based on various factors such as their personality, location and preferences. The study of customer behaviour helps to understand why a good or service is preferred over another. By studying customers` behaviour, companies can better understand their needs, therefore can prepare more successful marketing strategies and have the opportunity to increase their sales (Editorial, 2023).
Common buying behaviours are:
Habitual – In this behaviour customers very quickly decide on their purchases. The decision is based on price or brand recognition.
Complex – This behaviour is observed in consumers when purchasing an expensive product. They spend considerable time researching features, reading reviews from other users, and consulting with their friends and family.
Variety Seeking – This type of behaviour is seen in consumers who frequently buy the same product and want to diversify by trying another similar one. They are quite often inclined to make a purchase based on advertisements to determine how the advertised product differs from the one they already use.
Impulsive – In this type of behaviour, the consumer does not consider their purchase. Quite often it is based on advertisements from influencers or a recommendation from friends and family.
Analytical – This type of behaviour is seen in customers who tend to do extensive research before purchasing a product. They spend considerable time researching the given product and the benefits they would have after purchasing it.
Numerous factors influence buyer behaviour. Behaviour refers to the selection, consumption and purchase of goods and services. Different processes are involved in consumer behaviour, first, the consumer determines what he wants to consume, and then he estimates the money he could spend. The factors that influence consumer behaviour are marketing, social, cultural, personal, and psychological (Anisha & Kalaivani, 2016). 
Marketing factors include all parts of the marketing mix such as product, price, promotion, and place.
The personal factors that influence a user`s decision are age, gender, social status, income, education etc.
Psychological factors influencing customer behaviour are learning, attitude, motivation, and beliefs.
Social factors also have a strong impact on consumer behaviour. These factors are family and circle of friends, as well as social status.

2.4 Digital Marketing vs Traditional Marketing

2.4.1 Digital Marketing Definitions

According to (Forghani, et al., 2021) digital marketing is known as a modern marketing activity that involves the use of various web media such as emails, websites, social networks etc. It implements digital technologies in the entire marketing process for attracting and retaining new customers, building a good image of the company, as well as ensuring communications with customers.
Digital marketing is also defined as achieving marketing goals using digital media, data, and technology (Chaffey, 2019). 
(Sokolova & Titova, 2019) interpret the concept of digital marketing as the use of techniques and practices of traditional marketing to manage the relationships of companies with customers through electronic devices.




2.4.2 Similarities between Digital and Traditional Marketing

The main similarity between them is the set goal of reaching a larger number of consumers and increasing sales volume to be more profitable. However, digital marketing reaches more customers than traditional one.
A significant similarity is that both digital and traditional marketing are driven to send a clear message to the consumer about the product features and why it is better than others in the market. Through the message they send to customers, influencers tell their stories and impressions of the given product using videos, photos, and other types of posts. In this way, they dare to customize the product according to the needs of the users and thereby engage their audience.

2.4.3 Differences between Digital and Traditional Marketing

The two types of marketing have similarities in the purpose for which they are used, but they also have significant differences (Arunprakash, N, et al., 2021).
Focus – Traditional marketing is focused on the corporate, hence the product, while digital marketing is focused more on consumers and their needs (Arunprakash, N, et al., 2021). 
Communication – The differences in the way of communication between traditional and digital marketing are also one of the essential differences between them. Traditional marketing uses traditional methods of advertising such as radio, television, emails, and newspapers. etc., while digital marketing uses media platforms such as Facebook, Instagram, TikTok etc. In traditional marketing, communication is one way from businesses to consumers, while in digital marketing companies can interact with consumers (Gelashvili, 2021).
Content – In digital marketing, it is possible to give more information about the given product, while in traditional marketing the information is limited (Gelashvili, 2021).
Cost – The cost of digital marketing is significantly lower compared to traditional marketing, making it more affordable for businesses.
On the one hand, traditional marketing is more reliable for advertising than digital because it is much easier to ignore social media or YouTube ads than TV or radio ads, on the other hand, digital advertising has proven a greater impact and attracted younger customers and people who spend more time in social media (Steve Johnson, 2022).
 The advantage of digital marketing is that it can use all the techniques of traditional marketing in combination with digital technologies.
According to the study of (Maurya, 2021) traditional marketing is a more conservative way of advertising while digital marketing is the marketing mode of modern times.

2.5 Matchup Theory

The matchup theory shows the relationship between endorsers` congruence with the product and source credibility. In their study (James Lynch & Schuler, 1994) said the choice of spokesperson, model and guarantor of advertising is one of the most important decisions in marketing. The advertiser can tell a lot to the customer through the advertisement such as the features of the product, what are its benefits and others.

2.6 The social influence theory

The social influence theory was formulated by Herbert Kelman in the 50s. It explains the conditions under which social influence causes a change in people`s attitudes or behaviour. The guiding principle of the theory is that attitude is a product regulated by social values, norms and rules. According to the theory influence has different effects on people and that acceptance depends on the characteristics of influencing individuals. Herbert Kelman defines social influence as a change in behaviour in the social environment caused by a person or group of people (Davlembayeva & Papagiannidis, 2024).
In the context of influencer marketing, influencers are figures in social media whose endorsements and recommendations shape customers' perceptions, attitudes and purchasing decisions. Social influence theory seeks to clarify the dynamics in the relationship between influencers and their followers, emphasising the various psychological mechanisms that influencers use.
Authority and expertise – Influencers are perceived as an authority on social media, their authority lends credibility to their recommendations, causing customers to trust them and decide to purchase the product or service they are promoting.
Social evidence – Influencers often demonstrate their personal experience of using the advertised product, thereby confirming its effectiveness.
Reciprocity and gratitude – Users sometimes feel a sense of admiration for the influencer for the content they upload to their profiles, and this is the reason they mimic the influencers` buying behaviour and also buy the same products.


2.7 Schramm`s model

The most frequently taught and used theory of communication is the one proposed by Wilbur Schramm in the late 40s. It offers a clear view of the communication process and explains many of the problems that have arisen. Shramm`s model considers communication as a process that takes place between a receiver and a sender. The receiver has a method to send feedback to confirm that the message has been delivered. However, some factors could affect or even change the message, they are called noise and interference. Noice can erase part of the message, while interference is another type of message that confuses the receivers. 
Since messages can be coded, they must be translated and composed of symbols understandable to the user. Therefore that feedback is very important because the sender can be sure that the receiver has received and understood the message correctly (Blythe, 2009).
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Figure 1 
Source: https://sk-sagepub-com.ezproxy.uwtsd.ac.uk/books/key-concepts-in-marketing/n46.xml 

The concept of feedback is of utmost importance to the impact of influencers on customer buying behaviour because it highlights the effectiveness of influencer marketing communication. Feedback in the form of comments, reactions and messages has reached their audience and allows them to gauge their opinions and reactions, which ensures influencers that their content resonates with their followers. By encouraging and responding to the feedback of influencers, companies can tailor their content entirely to audience needs and preferences. Thus, chain communication and feedback play an important role in maximizing the impact of influencers within.

2.8 Benefits and consequences of Influencer`s impact

Influencer marketing has become one of the main digital marketing strategies, especially for retailers. They believe this strategy is significantly more effective in increasing their profit (Ki, et al., 2020). According to a study (Linqia, 2019) 86% of marketers have used influencers as part of their advertising campaigns. This strategy brings many benefits to the business, but it is not without its drawbacks. For this, companies need to make well-thought-out decisions about their advertising campaigns and carefully and cautiously consider partnering with celebrities on social media.
Social media influencers are an obvious subset of digital content creators. They are divided into three groups of micro-  meso- and macro-influencers (Boerman, 2020). They mainly show their content on various platforms like Facebook, Instagram, Tik-Tok and YouTube.
There is a close relationship between influencers and celebrities. Celebrities are recognised as influencers. However, influencers` audience is based on their interests. Therefore, when companies choose to advertise their products through influencers, they are targeting a specific niche of consumers. Also, influencers have better communication with their followers than celebrities because they have constant communication with their audience.
According to (Lou & Yuan, 2019) one of the benefits of influencer advertising is increased brand recognition. Because influencers present their content in an entertaining way that would intrigue their followers much more. In this way, the brand becomes more recognizable to the audience.
Using influencers for advertising comes with its risks. One of the risks is the image of the influencer, if he tends to give false information to his audience, they will not trust his advertisement. Therefore, they would not trust the brand and would be highly prejudiced.
Not choosing the right influencer with the right audience would also have a negative effect. If the audience`s attention is focused on one area and the advertised product is in a completely different one, it will not attract followers.
If the celebrity is involved in a scandal or has negative publicity, this can reflect on the brand image. Therefore, marketers need to make an informed decision about which influencer would be the best fit for a successful marketing campaign.



2.10 Literature Gap

In various sources, you can find information about how to be a successful influencer and attract more audience, but there is a lack of information when it comes to scandals that negatively affect the image of famous people and how this affects the trust of customers. Deeper research in the field is necessary for influencers to have clear information about the consequences of their actions and to be able to preserve and grow their existing followers.
Another very important aspect is the authenticity of the advertisements presented by the influencers. Although some studies pay attention to this aspect, there is very little information on this issue. In the future, it would be necessary to do a significantly larger number of studies on the topic because this would increase the trust of consumers in the brand promoted by the influencers.
The topic of how influencers reach more cross-cultural consumers is also of great importance in achieving successful marketing campaigns, but again there is a lack of research. More investigations into this issue would help influencers reach a larger number of followers not only domestically but also abroad.
Many of the studies mention the positive impact of influencers on customers' behaviour, but almost nowhere mention the existing negative. Research on the negative influence of influencers on the audience is of utmost importance to customers, as they can be largely misled.

2.10 Conclusion

The topic of the impact of influencers on customer behaviour is very extensive and discussed nowadays, and many sources and studies can be found on it. Some models and theories could help to better understand celebrity influence and how it succeeds in brand representation, However, some topics are extremely important, but there is still a lack of in-depth research on them. In the future, it is expected that the topic will be more and more discussed, and the research will be more extensive.






Chapter 3 Research Method and Methodology

3.1 Introduction

The data for this research is collected mainly from the opinions of people in the United Kingdom and Bulgaria. The main method of data collection is through a survey because it is one of the most reliable methods to collect a large amount of information in a short period. Additional information was provided from different sources such as books, journals and articles.

3.2 Dissertation methodology

3.2.1 Research Philosophy

Research philosophy refers to the beliefs and assumptions associated with the study. There are three main types of research philosophy: ontology, epistemology, and axiology (Saunders, et al., 2019). The philosophy used for this study is ontology. It refers to assumptions about the nature of reality and is based on the views and perceptions of the object of study (Saunders, et al., 2019). The choice of research philosophy is crucial for any research. 
Ontology is best suited to the purpose of this study because it provides a basis for understanding the real relationship of influencers with consumers and allows us to explore their interaction. This type of philosophy encourages the real study of various aspects of their relationship such as social, cultural, psychological, and economic factors that shape it. Also, ontology promotes the study of specific contexts in which influencers` interactions with customers occur, such as different demographics, cultural backgrounds, and social media platforms.

3.2.2 Research Paradigm

A research paradigm is a framework that guides the conduct of research based on people`s philosophies and their assumptions about the world and the nature of knowledge. There are two types of paradigms positivism and interpretivism (Jill Collis, 2013).
The research paradigm that will be used in this study is positivism. It arises from the natural sciences and assumes that social reality is unique and objective, relying on the experiences of research participants.
3.2.3 Research Approach

A research approach is the overall strategy or methodological framework that guides the entire research process. It covers various elements such as theoretical perspective, research design, data collection methods and their analysis. There are two opposing approaches deductive and inductive.
For this research the approach that is used is deductive. It is reasoning occurs when a conclusion is based on a logical set of theories (Saunders, et al., 2019). The deductive research methodology of this study aims to formulate hypotheses based on already existing theories focusing on the influencers` impact on customers` buying behaviour.

3.2.4 Research methodology

Research methodology refers to the specific techniques and instruments used to collect, analyse, and interpret information. Research methods are quantitative, qualitative, and mixed. The quantitative method is associated with information represented by numerical data, while the qualitative method is associated with information represented by words, images, and others. The quantitative method is often defined as a synonym for information generated through surveys and presented through graphs or statistics (Mark N.K. Saunders, 2015).
This research follows a quantitative method to analyse the collected data from the survey. Information collected from participants will be provided using statistical and graphical techniques. The quantitative method is appropriate for this study because it can provide a deeper and more comparative analysis.

3.2.5 Research Strategy

The research strategy used to collect data for this study was the use of a survey questionnaire (can be found in Appendix). It is a research design to collect data by asking a series of questions (Duignan, 2016). The questions included in the survey cover the demographic data of the participants, as well as their preferences and impressions of the impact of social media influencers. This method was chosen because in this way it increases the possibility of surveying a larger number of participants, it also allows the easier and faster synthesis and analysis of the obtained information. The target population for this survey is mainly students and people from the United Kingdom and Bulgaria. However, the survey also included participants from the Netherlands, The United States, Singapore and other countries,
3.2.6 Type of Investigation

Investigation serves as the foundation of any research upon which knowledge is built. There are two main types of investigation primary and secondary. 
In this dissertation, both are included. However, the focus is mainly on conducting the primary research among participants mainly from the United Kingdom and Bulgaria via survey.

3.2.6.1 Primary research

Primary data is original data generated for the research project. This data may include transcripts of interviews conducted as well as survey questionnaires. Data can be presented using numbers, text, images and more (O'Gorman, 2015).
The main research of the dissertation is based on survey results. The questions there are carefully selected to elicit responses and insights from the survey audience. The primary research method helps to obtain specific data based on which different hypotheses, related to the impact of influencers on customers` buying behaviour, can be tested.
Primary research has many benefits. For example, in specificity of research, through the creation of surveys, specific questions can be asked, the answer to which could not be found in other surveys. Also, influencer marketing is constantly evolving at a very fast pace, which requires timely and up-to-date information, creating a survey allows access to timely information about users` viewpoints and beliefs. Also, primary research allows the testing of hypotheses generated from secondary sources, which can confirm or refute them.
Despite all the advantages, primary research also has its disadvantages. This type of research requires a lot of resources such as time, effort, and money, especially when the goal is to have as large a sample as possible. The overall processing of primary research data can be a stumbling block as it requires a considerable amount of time, which is limited considering project schedules.

3.2.6.2 Secondary research

Secondary data is data collected from other sources such as books, journals, articles, and others. These can be used to supplement the data collected from the primary research (Adams, et al., 2014).
One of the advantages of secondary research is that it is significantly more cost-effective than primary research. They save time and resources by analysing already existing data. It also allows access to a larger set of data from different sources, which is the difference with primary research which mainly focuses on a few hypotheses to investigate. Using secondary studies, data obtained from primary research is validated. 
By focusing on primary research through a survey and supplementing the data obtained with secondary research. The information of this study could be expanded considerably and comparisons could be made between the researched data and those already available in various other sources.

3.2.7 Time Horizons

There are two types of time horizons Cross-Sectional and Longitudinal. Cross-sectional most often uses the survey system and describes the spread of a phenomenon, as well as is characterized by the fact that the investigation was conducted in a relatively short period (Saunders, et al., 2019).
 Given the topic of this study, how influencers impact customers` buying behaviour, and the time available, a cross-sectional study will be utilized.

3.3 Sampling

Sampling is a process or technique by which a sample is selected to determine parameters or characteristics of the entire population (Adams, et al., 2014). This is a key aspect of research because it allows for efficient data collection without the need to examine each person in the population individually. Various techniques can be used, such as random sampling, stratified sampling, systematic sampling, and others, depending on the purpose of the study. This study will use random sampling techniques.

3.3.1 Sample size

Sample size refers to the number of observations and individuals participating in the study. Determining an appropriate sample size is critical to ensuring the reliability and validity of research findings.
To gather as many perspectives as possible on how influencers affect customers buying behaviour, approximately fifty participants will be interviewed. The goal is to collect as many points of view as possible from different participants. However, some practical considerations should be taken into account such as time and resources, which could have an impact on the sample size.
3.3.2 Sample type

Participants from different ages and nationalities will be included in this study. This choice was made to avoid any kind of bias and to extract the most reliable information. The purpose of the research is to investigate how influencers affect customers' buying behaviour of different age groups and to find out when they have a stronger influence.

3.3.3 Sampling method

For the research strategy and logistics of data collection, the sampling method that will be used is random sampling. The characteristic of this method is that any unit can be selected to be part of the required sample for the survey (Adams, et al., 2014).
Participants in this study were randomly selected, which allowed for a larger number of community groups to be covered and to avoid subject bias. In this way, the research can present more reliable data and statistics. Also, random sampling ensures the fairness of this study by giving everyone a chance to be included in it, as it does not discriminate against any group of individuals. It also minimizes the possibility of confounding data that is obtained from only one selected group. This allows for extensive and authentic research into how influencers affect customers buying behaviour.

3.4 Data collection method

Data collection for this research is primarily survey-based. For the compilation of the survey, Microsoft Forms was used for the convenience of the participants as well as for easier and faster data analysis.

3.4.1 Questionnaires

The strategy of using a questionnaire is to collect the same type of information for each sample participant by asking them the same questions (Blaxter, 2010). 
As mentioned above the primary data of this study will be obtained from a survey. For this reason, the questionnaire is a key component in this dissertation because it allows for the collection of systematic responses and insights from the target audience. The questionnaire will be carefully designed to ensure maximum clarity and accuracy. 
The designed survey consists of multiple-choice questions and rating scales. This type of question will allow for thorough analysis and interpretation of the information received.

3.4.2 Response rate

The response rate is an important indicator for this survey, as it determines the reliability of the presented results. For this reason, an attempt will be made to cover the maximum number of participants, as well as to increase their engagement. Each participant will be familiar with the topic and purpose of the study as well as be assured that his participation will be completely confidential.

3.5 Data Analysis

In the context of research that focuses on the influencers` impact on customers` buying behaviour, the process of analysing the data is of great importance in representing the opinions and responses of the participants.
Data processing and analysis include collecting all the information from the completed questionnaires and categorizing.

3.5.1 Data Visualization

Since the method of gathering information for this study is quantitative, the information obtained will be in numbers. The data will be presented using tables and graphs made in Microsoft Excel. With their help, the interpretation of the received data will be easier and more understandable.

3.5.2 Overcoming obstacles

This study which aims to investigate how influencers affect customers` buying behaviour is expected to encounter difficulties typical of this type of research. For the information to be as authentic as possible it was necessary to find a solution to each of the problems that arose. 
Two main research problems are encountered in conducting this type of study. One is the participation rate, and the other is confidentiality (McNeill, 2005).
The potential bias due to non-response is one of the potential problems. To address this issue, I have sent reminder messages to participants who have already accessed the survey. 
The second problem that could arise is the truthfulness of the participants` answers since quite often people refuse to share their beliefs and opinions publicly, that is why the survey is completely anonymous to extract as much authentic information as possible.

3.6 Research Ethics

Ethical considerations are paramount in the conduct of this research, it is committed to and adheres to the highest ethical standards throughout all its phases. The preservation of the personal information of each participant is of primary importance, therefore the survey is completely anonymous, and any data received is strictly stored, and only authorized staff will have access to it.
Another very important aspect is informed consent. Each survey participant was provided with information about the nature of the survey and their role in it. They are also informed that their participation is completely voluntary, and they can withdraw at any time without consequences. 
Also, this research seeks to quarantine the integrity of the results obtained, regardless of whether they support the original hypothesis or not.
In addition to this, the research will adhere to the principles of impartiality. Every single participant will be given due respect, and all forms of bias and discrimination will be avoided in the selection of the sample that will participate in the study.
All ethics forms for this research can be found in the Appendix.

3.7 Conclusion

To investigate the influencers` impact on customers` buying behaviour, survey-based research will be conducted. The result obtained will be reinforced with a secondary study using existing literature. The completed survey includes 30 questions, and about 50 participants are planned to take part in it. The obtained results will be presented in the form of graphs to make the information clearer and more understandable. This research will be conducted with all ethical principles.

Chapter 4 Data Analysis and Discussion

4.1 Introduction

The survey was sent to more than 50 people, of which 33 participated in the study. The participants are of different ages and backgrounds. 
The questionnaire consists of 30 questions, the first five are related to the demographic characteristics of the participants, and also include questions to determine social media usage and engagement with influencers and their impact, the tendency of users to trust them, the ethical responsibilities of influencers, as well as the factors determining consumer behaviour.

4.2 Demographic questions

Question 1 What is your age?
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As can be seen from the results of the first question, the people who took part in the survey are mainly between the ages of 25 and 34 years, the number of participants in this age group is 17, which is 53% of the total number. 30% are the participants between the ages of 18 and 24 years, followed by those between 35 and 44 years – 15%. People between the ages of 45-54 are only 3% of those participating in the survey.
Based on these results, it can be said that people between the ages of 18 and 34 are much more interested in the topic of influencer marketing.
Question 2 What is your gender?


[image: A white background with black numbers

Description automatically generated]

The participants who took part in the study were 23 Women which is 70% of the total number and 10 Men which is 30% of the total number.

Question 3 Are you married?
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The result of the third question shows the majority of the participants are not married, and only 23% are married.




Question 4 What is your current employment status?
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According to the results of the fourth question, most of the participants of this study are full-time employed, they are 59% of the total, followed by part-time 24%, opportunity seekers 18% and none retired take part in the study.

Question 5 How many children do you have?
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The answers to this question show that the greater number of participants do not have children, that is 62% of the total number, we observe an equal number of participants with one or two children which are 18% each and only 3% have 3 children. 
According to these results, we can conclude that people without children have more free time to take part in this type of research, as well as engage with content created by influencers.

4.3 Social media usage and influencer engagement

Question 6 How much time do you spend on social media platforms?
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All respondents use social networks and spend over an hour a day. Almost half of surveyed participants say they spend more than 3 hours a day on social media, and 35% (12 participants) say they spend between 2 and 3 hours per day on social media. 
In contrast, no participant does not use social media or spends less than an hour on it.
From these results, we can conclude that nowadays social media occupies a significant place in our life and time.










Question 7 Which social media platform do you use?
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In the 7th question, the participants shared that they use different media platforms. The most common of these is Instagram which 27 participants say they use. Followed by Facebook, which 25 participants use, and YouTube, which 23 participants say they use. The smaller number of participants shared that they use TikTok (16 participants) and Twitter (6 participants). Two reported using each of the listed social media and two reported using other than listed.

Question 8 How often do you follow influencers on social media?
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The largest group of participants 35% shared that they follow influencers` content occasionally, and 23% said they follow influencers` content from time to time.
In contrast, 20% of respondents reported not following influencer content, and only 2% said they actively follow influencers on social media.
Interestingly, 100% of participants use social media, and only 2% of them share that they actively follow influencers on social media. However, the results of this question show that the larger group engages with and follows influencer content. 
The contrast here comes from the high number of people who say they don`t follow influencer content when they spend time on social media. In conclusion, it can be said that influencers largely affect customers, but there is also a solid number of users on whom they have no impact.

Question 9 Which social media platform do you most frequently encounter influencer content on?
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As it became clear from question number 7, the majority of users use Instagram, therefore the largest number of users share that they most often come across influencer content on Instagram. 10 people shared that they most often find influencer content on YouTube, 9 on Facebook and 7 on TikTok.
From the results obtained, it follows that influencer content can be found on any social media and can engage users on all platforms. However, Instagram is the most frequently used media.



Question 17 How often do you engage with, or view content shared by influencers?
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‘Frequently’ was the most noted answer, with 41% of respondents saying they frequently engage with influencer content but not always. This means that a significant part of the time users spend on social media is spent viewing influencer content. 
A large percentage of respondents also said ‘Occasionally’ which is 29%.
18% said ‘Infrequently’ and 9% ‘Never’.
The smallest percentage are those who answered ‘Always’ 3% of the total number.
Based on these results, it can be said that the majority of users are highly engaged with the featured influencer content but other important factors engage their time on social media.











4.4 Influencers impact on purchasing decisions

Question 10 How much do recommendations from people from your circle (friends, family etc.) influence your buying decisions?
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35% of survey participants rated the influence of the people around them on their purchase decision as ‘Moderate’. Therefore there is a degree of influence from friends and family but there are other important factors that have a significant impact on their decisions.
18% of people say they are not influenced in any way by the people in their circle. They make decisions based on several other factors, these people are not inclined to buy a product or service based on a recommendation from other people.
12% of people are ‘Significantly’ influenced by the recommendations of their environment. With them, it can be said that there are also other determining factors, but mainly their purchases are based on recommendations.
10% of people say they are ‘Neutral’. For them, it can be said that depending on the purchase, they may or may not be influenced by recommendations. And only 6% share that they are ‘Slightly’ influenced by recommendations. These people would be inclined to purchase a product or service based on a recommendation, but less often. Rather their purchases are influenced by other factors.







Question 11 What type of product or services are you more likely to purchase based on influencers` recommendations? (more than one option is possible) 
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64% (1 out of 3 – fashion or beauty) of the participants said that the products they most often buy based on the influencers` recommendations are ‘Fashion’ and ‘Beauty’.
18% Buy health products or services, and 16% share that they buy technology based on influencers` recommendations.
2% said that influencers affect them to buy other types of products.

Question 12  Would you be more likely to purchase a product if an influencer provides a discount code or specific offer?
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15% said they would be much more likely to buy a product if the influencer provided a special offer or promo code, 11% said it would not affect their decision, and 8% said they were not sure. 
Therefore, if influencer offering a special offer or promo code would significantly increase the sales of the product or service being offered.

Question 16 Do you find influencer advertising more relatable and authentic than traditional advertisements?
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44% of participants find the influencers` advertising more authentic than traditional one, which means that they are more likely to trust influencers than other type of advertisements.
In contrast, 38% shared that they do not find the influencers` advertising more authentic, so we can say that these people are not likely to trust influencers and they will not buy a product based on their advertising.
6% shared that they are not sure. These people are likely to buy products or services that are advertised by influencers and by the traditional method, but also some of them can be influenced neither by influencers` marketing nor traditional ones.

Question 20 Would you be more likely to purchase a product if an influencer provided evidence of its use in their own life?
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54% of participants said that they would be more likely to purchase a product or service if influencers provided evidence that they use it in their own lives. 29% said that this will not affect their decision, and 18% shared that they are not sure if it affect them or not. In this case, it can be said that if influencers provide evidence for using the product or service in their own lives it could increase the sales and their marketing strategy will be more successful.

Question 29 Have you ever bought a brand you did not like just because of an influencer`s recommendation?
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Around 2 out of 3 say they have not bought a brand they did not like just because an influencer recommended it. This means that the larger group of consumers would not change their opinion of brands.
18% said they did it, which means they tend to change their mind and buy a product of a brand because of an influencer recommendation. Therefore using influencer marketing brands have the opportunity to attract new customers or those who were disappointed in the past.
21% of people say they are not sure if they have ever ordered a brand they did not like because of an influencer`s recommendation.












4.5 Trust and authenticity of influencers

Question 13 Influencers play a crucial role in introducing me to a product or trend?
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More than half of survey participants are ‘Agree’ or ‘Strongly agree’ that influencers have a crucial role in introducing them to new products or trends. This means that the majority of people tend to try a new product if it is featured by the influencers.

Question 14 Influencers` opinions are reflective of popular trends in the market.
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Most of the participants shared that they agree with the statement that the opinion of the influencers determines popular trends. Therefore, the market is largely driven by the recommendations and opinions of celebrities on social media.

Question 15 Influencers have a strong influence on my purchasing decision.
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From the analysis of Question 15 can be said that there are different opinions on the issue of the influencers` impact on customers` purchasing decisions. While some participants are convinced of the power of influencers, others are sceptical or neutral. This variety of beliefs means that the influencers` impact on customers` buying decisions may vary between individuals.

Question 18 Does the credibility of an influencer impact your likelihood of trusting and acting on their recommendations?
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Most of the survey participants shared that to a large extent, the credibility of the influencer was crucial in whether they would trust influencers` recommendations or not. Therefore, the more quality and credible content an influencer presents to their followers, the greater their influence on them.

Question 19  Do you believe that influencers use the products they advertise?
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The majority of survey participants said they were sceptical or unsure whether influencers were using the products they were promoting in their own lives. 
In contrast, only 21% of respondents believe that influencers use these products.
From the analysis done, can assume that most people think that influencers promote products only for commercial purposes and not for personal impressions.

Question 22  Have you ever been disappointed by a product you purchased based on an influencer`s recommendation?
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.
Almost half of the participants said they had been disappointed with a product they ordered because of an influencer recommendation, and the other half said they had never experienced such a situation.




4.6 Ethical consideration and influencer responsibility

Question 25 Have you ever unfollowed an influencer because you felt their product recommendations were not genuine? 
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It is observed that a significant number of participants have unfollowed influencers as a result of fake recommendations, this shows the increasing commitment of people to the authenticity and trust of influencers.
However, it should be noted that many of the people said that they have never unfollowed an influencer for this reason, or do not recall such instances. This shows the difference between people's perceptions regarding the authenticity of recommendations. 

Question 26 Do you believe that influencers have a responsibility to promote products or services that align with their values?
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The majority of people believe that influencers promote products that align with their values and understandings, this shows the tendency of more and more people to trust the authenticity of the content presented to them on social media. 
However, some people are sceptical and do not believe in this statement, while others express uncertainty. This means that there are a significant number of people who are reluctant to trust the recommendations of influencers.

Question 27 Do you tend to trust recommendations from micro-influencers (those with a smaller number of followers) more than those from macro-influencers (those with a larger number of followers)? 
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More than half of the people surveyed said they were more likely to trust micro-influencers than macro. It can be assumed that people consider celebrity advertising to be inauthentic because they are more likely to offer non-threatening advertising, while micro-influencers are supposed to largely advertise products that they use in their daily lives. However, it should be mentioned that 36% are more inclined to trust celebrities more than micro-influencers. Hence difference is observed in people`s perception of authenticity again.

Question 28 Do you believe that influencers have a better understanding of consumer preferences compared to advertisers who follow traditional advertisements?
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Over 2 out of 3, people tend to believe that influencers understand consumer needs better than traditional advertisements. This suggests an advantage for influencer marketing in understanding consumer needs and preferences. It can include personalization that encourages a deep relationship with the audience.
In contrast, 45% hold the opposite view, believing that traditional advertisements are more adept at understanding consumer needs. This fact highlights people`s scepticism towards influencers.

4.7 Customer behaviour and decision-making

Question 21 Are you more likely to trust an influencer`s recommendation if it is for a brand you are already familiar with?
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The majority of people admit that they are more likely to trust the influencer and buy a product or service based on the influencer`s recommendation if they already know the brand, however, some people say that this has less or no impact on their decisions

Question 23 How much importance do you place on the number of followers an influencer has when considering their recommendations?
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The recognition that a majority of respondents consider the number of followers an influencer has to be important lends importance to social proof. In this way, we can assume that they get proof of the authenticity of the content and the trust in the influencer.
The other point of view of the majority of participants is that the number of followers is not decisive for them, it shows that there are several other factors that they take into account such as content quality, alignment with perceived values and others.

Question 24 How likely are you to research a product recommended by an influencer before making a purchase?
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Analyzing the results of this question, it is clear that more than half of the participants say they are more likely to research a product that is recommended by an influencer. Significantly fewer people said they were reluctant or never researched a product based on an influencer`s recommendation.

Question 30 What factors affect your decision to buy a product or service?
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According to the result of the analysis of this question, it is clear that price is the most important factor determining the purchase decision of consumers. Many people point to brand image, and recommendations from other people and others, which makes it clear that the consumer`s decision is not based on just one factor, but a complex of many and varied factors.

 4.8 Discussion of findings

The findings in this study are based on primary and secondary research. 
The primary research was done in the form of a survey containing 30 questions, in which 33 people took part. People participating in the survey are aged 18 to 54, of which 23 are women and 10 are men.
Participants reported that they spend from 1 to more than 3 hours per day on social media, which is indicative of people`s engagement with social media platforms.
People cite Instagram, Facebook and YouTube as their most frequently used social media, citing Instagram as the platform where they most frequently receive influencer content.
It is clear from the research that the buying behaviour of consumers is influenced by many different factors. However, the majority of people cited price, brand image and recommendations from friends, family and influencers as determining. 
Many people share that they are more likely to buy a product if an influencer provides a discount code for the product.
More than 60% of people who took part in the survey say that they are more likely to purchase the product if influencers provide evidence that they use the product in their lives. Therefore a very important aspect of this study is the matchup hypothesis. It reflects the relationship between the influencers and the products they advertise. According to (Michael A Kamins & Gupta, 1994) the increased similarity between the speaker (influencer) and the brand creates the feeling of a more favourable feeling about the product. In support of this hypothesis, the results of the survey show that a good relationship between an influencer and a product can significantly increase sales. More than 70% of participants say they tend to trust an influencer if they already know the brand they are promoting, nearly half say they`ve been interested in a product promoted by an influencer and done additional research about the products, and 18% shared they even bought a brand they did not like because it was promoted by an influencer. These results show the importance of the connection between influencers and brand promotion.
The social influence theory helps to a large extent to explain how people around us influence us. It is defined as a change in behaviour caused by a person or group of people (Davlembayeva & Papagiannidis, 2024). Influencers have great social influence among people, as they are often accepted to a certain standard. Often the products they promote are of interest to people who perceive them as an example of behaviour or as a benchmark. In support of this theory, 30% of people participating in the survey shared that influencers have a large impact on their purchase decisions, and more than 70% believe that influencers have a decisive role in market trends.
In addition to this, there are another group of people that also influence the decisions of a large part of users, and these are people from their circle (friends and family). Almost half of respondents say that recommendations from people around them have a strong influence on their purchase decisions.
Another very important aspect of influencer impact on customer`s buying behaviour is feedback. This enables the influencer to understand how far the information has reached customers and how they understand it. Scramm`s model explains how information flows from the sender (influencers) to the receiver (their audience) and vice versa. The model is a framework that considers communication as a process that takes place between the sender and the receiver bilaterally.
Feedback is important for the influencers to have clarity as to what extent they affect their followers, it is expressed through messages, likes, comments and others. This makes it possible for users to gain clarity about the authenticity of the influencer`s content.
The number of followers an influencer has is one of the feedbacks he receives from his audience, it is generally accepted that the more followers he has, the better his content is received by the audience. More than a quarter of those polled said that the number of followers is indicative of how authentic an influencer`s content is.
More than half of participants believe that influencers understand the needs of customers more than traditional advertisements, presumably due to the easier feedback they can give to the influencers in the form of comments and likes, while with traditional advertising feedback is significantly more difficult.

4.9 Conclusion

In summary of this study, can conclude that influencers have a great impact on the decisions made by consumers. The authenticity of the content they present is how they build trust with their followers. It is of the utmost importance to build trust with their audience that they adhere to ethical principles and disclose sponsorships, as well as prioritize consumer needs. However, there is still scepticism among people when it comes to a recommendation from an influencer. It can be said that the influencers are expressed differently according to people`s understandings. Some are significantly more likely to trust, while others remain sceptical and would not trust their recommendation.


Chapter 5 Conclusion

5.1 Introduction 

This study was based on in-depth research into consumer buying behaviour, the factors that influence them, and what impact influencers have on people`s purchasing decisions. For this purpose, primary and secondary research was conducted. The results obtained are varied and prove that a different approach is required for each target audience.

5.2 Summary of Findings

The findings made in this study are indicative of the fact that each person is an individual and if for some a given approach is successful, for others it may turn out to be a complete failure. There are also differences in people`s perceptions. Some of them accept authenticity in one way, others in another. That is why the influencer needs to select products that are relevant and meet the interests of his audience. 
There is also an increasing focus on the transparency and truthfulness of the content presented by influencers, as audiences are highly sensitive to fake content. The public expects influencers to disclose when they have a financial or material relationship with the brand they are promoting. This transparency is of great importance in building trust between influencers and their followers. There is also significantly more interest in the product when influencers provide proof that they have used it themselves.
Failing to disclose sponsorships or provide fraudulent content can undermine an influencer`s authority and greatly reduce users` trust in them.
In addition to influencers' impact, some other factors strongly influence people`s purchasing decisions. Many of the survey participants cited price as a driving factor. Some of them report that they are even more likely to purchase a product or service if a discount code is provided. 
Other factors mentioned by the participants are the brand image and recommendations from friends and family. 
The purchase decision is formed by many factors that should be taken into account when preparing the marketing strategy.



5.3 Recommendations

The findings made in the above sections reveal the power of influencers` impact on customers` buying behaviour. 
Companies can increase their sales by taking advantage of influencer attention, to mitigate the potential risk they should consider several aspects:

5.3.1 Recommendations to the Companies 

· Section of influencers – Companies should carefully select the influencers that will be part of their marketing strategy. Influencers` values, demographics, audience and content should fully match the brand image and target audience. 
To minimize the risk of mismatch and improve marketing campaign effectiveness, companies should select influencers whose followers fit their ideal customer`s profile.

· Authenticity and Transparency – Authenticity and transparency are essential for influencers, this way they maintain the trust of their followers. Companies should select influencers who disclose sponsorship and maintain the authenticity of their endorsements. In this way they ensure that more people would trust the influencer when recommending their product, otherwise, companies risk the audience remaining sceptical of them.

· Diversification of strategy -  With time, trends and customer preferences change, therefore including only influencers in marketing strategies carries for the companies great risks. Marketers should diversify their strategies as this reduces their dependence on influencers and minimizes future risks of possible difficulties. 

· Monitoring and guidance -  Companies should provide clear information about their content expectations to ensure alignment with brand values and the messages they want to convey to consumers. Monitoring the content can help identify any irregularities, thereby reducing risks to the company`s reputation.

5.3.2 Recommendations to the Influencers

· Authenticity and transparency – To be successful, influencers should earn the trust of their followers. In this way, they will have a greater impact on their audience and they will listen to his recommendations, therefore marketing strategies will be more successful. To attract a larger audience, influencers should ensure that the content they present is truthful and authentic. Transparency in the content offered and disclosure of sponsorship is mandatory. Otherwise, they risk undermining their authority and suffering negative consequences for them.

· Investigate the auditory – Influencers should know the characteristics of their audience in order to be aware of their preferences, values and demographics to provide interesting and valuable content for them. In this way, they will engage their audience and achieve significantly more followers and will be more successful.


· Selection of the product that they recommend – Product selection is important for influencers to avoid negative attitudes or disinterest from their followers. They should carefully study the features of the product they are going to advertise. If they endorse a product that does not align with the audience`s values and preferences, or present false features, influencers risk losing the trust of their followers as well as tarnishing their reputation.

· Attention to feedback – To improve the relationship with an audience, influencers should pay attention to the feedback they receive. Moreover, they should encourage their followers to provide one in the form of comments, messages, shares and more. This way, they can gauge how successful their advertisements have been and to what extent it has influenced their audience.

5.4 Limitations of the Study

Despite the in-depth analysis and valuable information provided in this study, it is important to mention the obstacles and limitations encountered. These limitations indicate that more research needs to be done on the topic to provide significantly more accurate information about the influencers` impact on customers` buying behaviour:

· Sample size –The number of participants in the survey is small, which does not allow for analyzing a larger number of opinions and making the study more extensive. Expanding and diversifying the sample would help with more diverse responses as well as including more diverse participants, this would help with more diverse and accurate results.

· Demographic characteristics -  The small number of participants also leads to less diversity in the demographic characteristics of the participants. Therefore, the opinion of participants worldwide cannot be determined. To provide a clear and accurate investigation of the influencers` impact on customers` buying behaviour, it is necessary to have a much greater diversity in the demographic characteristics of the participants.

· Time limitation – Since the topic of the influencers` impact is vast, which includes the collection of opinions from many more participants, their analysis, as well as the studies of already existing literature. These processes would take a longer period. The time constraints that have been set are one of the prerequisites for limited and not-so-diverse information.

5.5 Conclusion

Despite the limitations and difficulties encountered this study provides valuable information about the factors that influence customers, also enabling companies to understand when influencers should be included in their marketing campaigns and when they are not an appropriate advertising method. It is recommended that more studies be done on the subject in which a larger sample of people is concluded, to take into account more points of view and analyze more factors. Since influencer marketing is relatively new, further research is highly recommended.
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Terms of Glossary

Customer buying behaviour – A decision that people make to buy a product or service.

Digital Marketing – The way brands connect with their customers using the Internet and other forms of digital communication.

Matchup theory – It represents the relationship between the product`s compliance with the endorser and the credibility of the source.

Schramm`s model – It is a frame showing the interactive exchange of information between a sender and a receiver.

Social media influencers – These are social media users who have a large number of followers. They create content to increase engagement with their audience.

Social media platform -  Online platforms that allow people to create, share and exchange content with others.

The social influence theory – It shows how an individual`s behaviour changes under the influence of other people.

Traditional marketing – Any form of marketing that does not use online media to reach its audience.
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11. What types of products or services are you more likely to purchase based on influencers’
recommendations? (more than one option is possible)
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16. Do you find influencer advertising more relatable and authentic than traditional advertisements?
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20. Would you be more likely to purchase a product if an influencer provided evidence of its use in their own
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29. Have you ever bought a brand you didn't like just because of an influencer's recommendation?
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13. Influencers play a crucial role in introducing me to a product or trends?

3%

@ Sstongly agree 1 15%
® Agree 16
@ Neither agree nor disagree 10
@ Disagree 5
30%
@ Sstongly disagree 1

3%

48%




image21.png
14. Influencers' opinions are reflective of popular trends in the market.

@ strongly agree 4
21%.
® Agree 21
@ Neither agree nor disagree 7
@ Disagree 1
@ stongly disagree 0

3%

12%

64%




image22.png
15. Influencers have a strong influence on my purchasing decision.

9% 3%
@ Sstrongly agree 1
©® Agree 9
27%
@ Neither agree nor disagree 10 30%
@ Disagree 10
@ Sstongly disagree 3
30%




image23.png
18. Does the credibility of an influencer impact your likelihood of trusting and acting on their
recommendations?

18% 21%
@ Absolutely 7

@ somewhat 15

e
@ ndifferent 3
@ Ssightly 2 9% '

@ Notatall 6

45%




image24.png
19. Do you believe that influencers use the products they advertise?
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22. Have you ever been disappointed by a product you purchased based on an influencer's recommendation?
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25. Have you ever unfollowed an influencer because you felt their product recommendations were not
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26. Do you believe that influencers have a responsibility to promote products or services that align with their
personal values?
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27. Do you tend to trust recommendations from micro-influencers (those with a smaller number of followers)
more than those from macro-influencers (those with a larger number of followers)?
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28. Do you believe that influencers have a better understanding of consumer preferences compared to
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30. What factors affect your decision to buy a product or service? (more than one option is possible)
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Dear Survey Participants,

Before starting this survey, we kindly ask you to read the following details:

This survey is part of a dissertation project conducted by Maria Etova at the
University of Wales Trinity Saint David - London. The primary goal of this research
is to investigate the influencers’ impact on customers’ buying behaviour.

Your participation is entirely voluntary, and we assure you that all responses will
be kept strictly anonymous and no personal information will be collected.

All data collected will be securely stored and accessed only by authorised
personnel. Once the study is concluded, all data will be promptly deleted to
uphold confidentially.

Your survey responses will not be shared with third-party applications,
organisations, or individuals.

The time estimated required to complete this survey is approximately 10 minutes.

We appreciate your time and cooperation!

Thank you!
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olas of any olher paricpan goups: = | =
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Paricipant numbers and source

Provide an esimate of the expected number of patcpants. How wil you dent particpants and

how wil ey be recruted?

0

How many particiants are
G 50 particpants

"

Who il the partcipants be? | Aduls over the age of 18

2

How wil you identfy the
participants?

1l share with poople who are my fiends and family and | il
ask them 1o share the urvey wib othe peopl.

Tnformation for paricipants:

B

Wil you descrbe T ain r6search procedures 1o paricpants
advance. so tha they are informed about whal 1o expect?

w

Wil you el particpants tha thr particpaton is voluntary?

s

Wil you obtain wrten consent for partcipation”

16

Wil you explai 1o paricpants at refusal o pariipats e
research wil not affect thei reatment o ecucation (i eievanty?

7

7o research i observational, wil you ask partipants for e
consent 1o being observed?

18

Wil you tl partcipants thal rey iy wihdraw rom e research at
any ime an for any reason?

10

Wi questonnaires, wi you Give paricpars 16 6980 of g
questions they do not want o answer?

Wil you tf participants thal i data v e Treated wit Tl
confidentialty and that_ i publshe t wil not b idenable a thers?

2

Wil you debie parlcipants at the end of el partcpalion, in away.
appropriae o he type of esearch undetaken?

8le|e|s|ole|o=|s
o|lo|o|o|ofo|o|s|o
o|lo|o|o|e|o|s|o|o

1{NO to any o above questions,please give an explanation

Information for partcipants:

Wil participants be paid?

Is specialst elecrical o other equipment o be used with particpants?

“re ere any fnancial o oier Ierests o e Ivestgator o
Univrsity arising from ths study?

Wil research actuly invalve delberaiely meleading pariEpants T
any way.or the partal o ful conceaiment o the specile stucy ams?

o|o[ools

a|a|s|als
o|o|o|ofe

BlY |8 |5®

I YES 10 any question,please provide ful deais
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'SECTION H: Data Protection and Storage.

Do the research acivy Involve personal data (as defined by the Genoral
Dala Protection Regulatio 2016 “GOPR” and the Data Protecton Ac12018 | YES
“DPAY?

“Personal Gata” rmaans any TWarmaton aling 1o an e ed o et
natural person (data sutyect). An entfable natural person s one who can
e identfied diectl orndiecty, n patcuar b reference to an ientlier

such as 2 name, an derifcation number, location data, an oniine denteror | B

1o ane or more factors specfc o the physicl, physiobgical, genetc. mertal,
economic, cultral o social enty of tha natural person. Any vided or audo

recoreings of patcipants s considered 0 be personaldata.

I YES, provide a description of the data and explain why tis data needs 1o be collected:

Doos Iinvolve specialcategory data (as defned by the GDPR)? ves

Special aregory GaTs"eans s8I persoRa] B3 ConRIG o O 35
to e ita sutjots'—

(a)racil o atic arign
{6) potica spmons.

{c) robiousbees o cthr btefs o  smiar nture,
() membersipof s rado union (wii the meaning f e Trade Union and Labeur | B3
"Ralaons (Consoldaten) 4t 1992)

(6) physial o mental et or conditon.
0 sexual i,

(g genstes.
) Bometo dta (as use o 1D puposes).

IYES, provide a descripton of the special catogory data and expiain why this daa needs

colected

obe

Wi Gata from the research acivty (colloctod dat, Grafts of e thosis, or | VES,
matorials for publication) be stored in any of the following ways?

Manual fles (Le. i paperform)?.

University computers?

Private company computers?

Home or other personal computers?

Laplop computers/ CDs/ Portable disk dives/ memory sicks?

“Cloud” storage or webstes?

“Oifor—spociy.

o| o= of of of o

8|8 0|8l 8 = 5

For af slored data.explain e reasures n place 1 ansure 1 securty o 1o Gala colecied, data

‘confidentaity, inciuding detais of backup procedures, password potection, encrypton,
anonymisatin and pssudonymisation:
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Data Protection

Wil he research acil imvolve any of the folowing aciviies: ves

B

Electronic ransler o datan any form?

"

Sharing of data wih cthers at he Unlversly outsde of the immedias research
team?

s

Sharing of data wih cther organisatons?

0

Exportof data outside the UK o importing of data rom outside the UK?

[

Use of personal addresses, postcodes, faxes, emals o telephone numbers?

T

Publcation of data that might alow idontficaton o ndiiduals?

10

o|o|o|ofo|o|o

Use of data management system?

Data archving? o

2

1 YES 10 any question, please provide fuldetas, explining how this wil be conducted i
‘accordance with the GOPR and Data Prolection Act 2018) (and any intematinal equivalents,
‘where appropriate):

Listall who wil have access 1o the data generated by the research actly:

The researcher and authorsed stafl

i who wil ave conol o, and act a5 CUsioaan(s) o, 4 generalod By 11 research actviy.

“Give detals of data storage arrangements, niuding secury measures i place 0 polect o data.
‘where data wil be stored. how ong for, and in what form. Wl data be archived 50 how and If
not why not

The data wil be stored ina older with a password on my laptop.

Flease ndicate f your data Wi be sored T The UWTSD Research Daia Rsposiory (e
itos researchata uutsd ac ud ) I so please explain. (Most rolevant fo academic staf)

“Coriim thatyou have ead the UWTSD gudance on 4ata ranagemert (506

26 | pips s owisd ac uibraryresearch-data-management)) ves | @
“Corim fratyou are aware Tral you eed 1o Koep al Gata untl e your

27 | research has completed o the end ofyour funding ves |
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SECTION I : Declaration

“The Informaiion which | have provided Is corect and completa 1o e bestof my Knowiedge. | have.
attompted to ident any risks and Issues related 1o the research actiy and acknowledge my.
‘obigations and th rights of he participants.

I submiting this applicaion | hereby confim that | undertake 1o ensure that the above named
research activy wil met the Universiys Research Eihics and Integrity Code of Practice which is
publhed on the websle: hitps /v uidsd ac ulresearchresearchvetics/

ate:
1 | signature of applicant: | Maria Etova
20042028
For STUDENT Submissions:
o |Drecioral Do
StudesiSupenisor.
3 | sgnavre:
For STAFF Submissions:
s | Academic Director Assemnt
Dean
5 | sgnaure:

‘Checklist: Please complete the checklst elow o ensure that you have compleld the form accarding o the
guidelines and atached any required documentatin:

1 have read the guidance notes suppled before completing the form.
1 have completed ALL RELEVANT soclons of the form n full.
I confim thal e research aciil has recolved approval i principle

1 have attached a copy of fnaliterim approval fom externalorganisation (wharo appropriate)

o

I have atiached a ful isk assessment (where agpropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

& | 1undorstand that t s my responsibity to ensure that the above named research actiy willmeet
the Universiy's Research Ethics and Integry Code of Practce.

| understand that beore commencing data collecton al documents aimed at respondents.
8 | (ncluding nformation sheets, consent frms, questionnares, nterview schedules etc) must be
confimed by the DoS/Supervisor, module tior or Academic Directr

Allcommurications relating t i application during s processing must be in wriing and emalled fo
‘aresearch@uusd ac.uk . with the e Ethical Approval ollowed by your name.

‘You wilbe infomed of the outcome of you caim by emal herelore s important tha you check your
University and personal emall accounis regularly.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMNES should subm s form
(and receive the outcome) via systems explained to you by the supervisormode leader.
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Bachelor's Degree by Dissertation

Declaration Form

1. This work is not submitied for any degree and is not a concurrent application
for any other degree.

‘Signed: Maria Etova
Date 27.04.2024.

2. The dissertation is submitied as a fulfiment of the requirements for the
Bachelor's degree in Business Management.

‘Signed: Maria Etova
Date: 27.04.2024

3. This dissertation results from my work and research, except where references
are made to other sources.

‘Signed: Maria Etova
Date 27.04.2024.

4. I consent to my dissertation, if acceped, being available for photocopying and
being stored and used by the University.

‘Signed: Maria Etova
Date: 27.04.2024.
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