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[bookmark: _Toc150026929]Abstract
The researcher has aimed to investigate the impact of Influencer and Social Media Marketing on Customer Satisfaction of Zara. In order to perform this study, the researcher has used the positivism research philosophy, deductive research approach, and quantitative research method. In addition, a structured survey questionnaire was administered to gather primary data from 90 respondents of this study. The customers of Zara comprise the population for the study. The researcher has resorted to the use of simple random sampling technique falling under the category of probability sampling technique in order to select the sample respondents, which ensured that the sample is the best representative of the total population for the study. The findings of the study show that influencer and social media marketing have a significant impact on the customer satisfaction of Zara. However, compared to influencer marketing, the use of social media marketing is found to be more effective and relevant while both marketing tactics play a crucial role in ensuring satisfactory experience of customers. 
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[bookmark: _Toc150026930]Chapter 1- Introduction
[bookmark: _Toc149945357][bookmark: _Toc150026931]1.1 Background of the study
The use of influencer and social media marketing has increased all over the globe, with a particular emphasis on the fashion sector (Vrontis et al., 2021). Businesses and their target consumers may communicate with each other in two ways because of social media marketing. Even while social media marketing has little power to sway customer decisions, its novelty has kept it in the public eye. Whether or whether a social group's members meet in person is irrelevant to its capacity to provide a sense of safety (Masuda, Han, and Lee, 2022). The world of modern advertising has been drastically altered by influencer marketing. Brands collaborate with people who have developed authority, knowledge, or a sizable following in particular areas to market their goods or services by utilizing the power of social media and online platforms. These influencers have a special power over their audiences because they provide a degree of personalization and trust that traditional advertising sometimes finds difficult to establish. Influencer marketing is a fresh and genuine strategy that gives companies access to a wide range of consumers and marketplaces. In addition, the collaborative efforts on content and branding have improved (Kim and Kim, 2021). Influential individuals were able to reach a larger audience by promoting their other social media profiles on Instagram due to its rapid growth. Because they are authoritative, customers trust their product suggestions (Jin, Muqaddam, and Ryu, 2019).
This study concerns the investigation of the impact of influencer and social media marketing on the customer satisfaction of Zara. The inventive and dynamic strategy of Zara, a Spanish fashion retailer, has enabled them to establish a significant position in the global fashion business. Zara has gained recognition for its ability to swiftly, sometimes within a few weeks, transfer the newest runway trends into its stores. The business is praised for its reasonably priced, attractive apparel and accessories that make fashion available to a wide spectrum of customers. With a huge network of stores and a robust online presence, Zara has a worldwide footprint spanning many nations and providing a flawless online shopping experience.
[bookmark: _Toc149945358][bookmark: _Toc150026932]1.2 Rationale for the study
The issue of the study on how social media and influencer marketing affects customer satisfaction—particularly in the context of Zara—is significant for a variety of reasons. In the Internet Age, social media platforms have become powerful tools for shaping people's opinions, attitudes, and purchasing decisions (Masuda, Han, and Lee, 2022). It is imperative that businesses acknowledge the potential of social media as a medium for advertising and customer engagement (Lou and Yuan, 2019). In order to conduct this study, primary data and quantitative research method have been used. By examining Zara's social media marketing approach and its effect on customer satisfaction, this study would shed light on the insights for businesses that rely on digital channels to reach their target consumers. In addition, the insights may also be helpful for business students and researchers as well.
[bookmark: _Toc149945359][bookmark: _Toc150026933]1.3 Aim and objective of the study
This study aims to investigate how influencer and social media marketing of Zara affects the overall customer satisfaction of the company. The research objectives are-
· To understand the foundations of social media marketing and influencer marketing of Zara.
· To explore the factors that affect the customer satisfaction of Zara.
· To investigate the impact of social media marketing and influencer marketing on customer satisfaction of Zara.
· To recommend optimum strategies so that influencer and social media marketing can be utilized more effectively to enhance customer satisfaction.
[bookmark: _Toc149945360][bookmark: _Toc150026934]1.4 Research questions
· What are the foundations of social media marketing and influencer marketing of Zara?
· What are the factors that affect the customer satisfaction of Zara?
· How do social media marketing and influencer marketing affect customer satisfaction of Zara?
· What are some optimum strategies so that influencer and social media marketing can be utilized more effectively to enhance customer satisfaction?
[bookmark: _Toc149945361]

[bookmark: _Toc150026935]1.5 Research structure
	Chapter Name
	Contents

	CH-1 Introduction

	This chapter provides the background, rationale, and aims and objectives for the study.

	CH-2 Literature review

	This chapter contains a critical review of the existing literature regarding influencer marketing, social media marketing, and customer satisfaction in light of fashion sector.

	CH-3 Research Methodology

	The researcher has discussed the various research methodologies, in conjunction with the proper justification for choice made.

	CH-4 Results, analysis, and discussion

	In this chapter, the researcher has discussed the results and analysis of this study, and showed the similarities and discrepancies between the study findings and literature review.

	CH-5 Conclusions and recommendations

	In the light of the objectives, this chapter provides conclusion and recommendations. 
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[bookmark: _Toc150026937]2.1 Introduction
In this chapter of the study, the researcher has conducted a critical literature review about the use of influencer marketing and social media marketing in the business world. In addition to this, the researcher has also presented a critical literature review about the factors affecting customer satisfaction while also shedding light on the impact that influencer marketing and social media marketing has on the overall customer satisfaction of business organizations. Along with this, a theoretical framework has also been developed from the existing literature in order to conduct this study.
[bookmark: _Toc150026938]2.2 Influencer marketing in business
According to Ye et al (2021), influencer marketing refers to the actions of the business organization when they engage their brands in creative and commercial collaboration with well-known online content creators so that the audience of the content creators can be aware of the product and the overall brand messaging can become so much widespread. In addition to this, Vrontis et al (2021) similarly noted that influencer marketing primarily aims to increase product awareness among the audience of the online content creators with which creative and commercial collaborations have been made. However, on the other hand, Chopra, Avhad, and Jaju (2021) disagreed and disputed the goal of influencer marketing to increase awareness among the online content creators’ target audience, rather Chopra, Avhad, and Jaju (2021)noted that the aim of influencer marketing may range from increasing the product awareness among the target audience of the online content creators to immediately converting the aware customers to buying the products. 
[bookmark: _Toc150026939]2.3 Foundations of influencer marketing
Researchers have long investigated the foundations for influencer marketing. However, it has to be noted that the foundations for influencer marketing often vary from industry to industry.
[bookmark: _Toc150026940]2.3.1 Trust and authenticity
According to Campbell and Farrell (2020), trust is the most important foundation of influencer marketing because, in this form of marketing, the influencer is often referred to as a trustable figure with whom the followers often have a very deep and emotional connection. In addition to this, Farivar, Wang, and Yuan (2021) mentioned that business organizations utilize this very foundation of influencer marketing in order to motivate the followers of online content creators to gain the goal of the company. However, on the other hand, a study by Belanche et al (2021) criticizes this foundation of influencer marketing by noting that sometimes influencers may prioritize their financial gains over trust and authenticity which would ultimately undermine the overall connection between the influencer and their audience. Belanche et al (2021) further concluded that this is how the trust and authenticity of influence and marketing can be significantly undermined.
[bookmark: _Toc150026941]2.3.2 Metrics and measurement
Haenlein et al (2020) found that the use of influencer marketing is characterized by the measurement of many quantifiable metrics such as likes, comments, followers, and shares, which significantly helps business organizations to identify the most appropriate influencers for their respective brands. However, on the other hand, this aspect has been largely criticized by the study conducted by Martínez-López et al (2020) who argued that dependency on these metrics such as comments, shares, and others may greatly lead to misguided marketing decisions, which would ultimately result in misallocation of resources of the company. Martínez-López et al (2020) further backed up the conclusion by mentioning that the main reason for this is that reactions such as likes and comments are not often known to companies, which might be detrimental to the brand health in the long run.
[bookmark: _Toc150026942]2.3.3 Regulatory and ethical concerns
According to Trivedi and Sama (2020), in influencer marketing, influencers are required to comply with the regulatory and relevant ethical concerns in the contract with the brands for endorsements, which largely reduces the chance of cheating in order for both the business and the target audience. In addition to this, the study conducted by Reinikainen et al (2020) agreed and maintained that the relevant regulatory and ethical concerns make influencer marketing more credible and effective for both the business organization and its followers. However, on the other hand, Lee and Kim (2020) found that regulatory and ethical concerns often vary from country to country and are open to interpretations, which makes room for influencer marketing to cheat on the followers by compromising the product quality from the end of influencers.
[bookmark: _Toc150026943]2.4 Foundations of social media marketing
Researchers have long investigated the foundations of social media marketing for business organizations. According to Ancillai et al (2019), the foundations of social media marketing often vary from industry to industry. However, there are a number of research studies that shed light on the increasing benefits of social media marketing from the end of both big and small-scale business organizations. According to Enyinda et al (2021), the use of social media marketing has greatly contributed to the reduction of overall operational and promotional costs in order for smaller-scale business organizations, which makes them unable to successfully and effectively compete with large-scale business organizations in selling their products in this extremely competitive business environment. The foundations of social media marketing are critically reviewed below.
[bookmark: _Toc150026944]2.4.1 The scope of automation
Almohaimmeed (2019) found that the use of social media marketing has largely helped business organizations to integrate automation into their processes, which has greatly contributed to the reduction of time and increased the overall efficiency in operation. On a similar note, Ferrell, Hirt, and Ferrell (2020) further agreed and maintained that the automation system enables business organizations to use chatbots, schedule posts at optimal times, and target specific audiences, which had never been possible before the emergence of social media marketing. However, it has to be noted that the study of Pride and Ferrell (2022) argued that the excessive amount of automation in daily operations diminishes the overall spontaneity in interaction with the customers, which would lead to the alienation of customers in the long run.
[bookmark: _Toc150026945]2.4.2 Analytics and data insights
Harb et al (2019) noted that social media analytical tools are noted for their capacity to offer valuable insights into the behaviour of the target audience, the performance of content, and the returns on investments. In addition to this, the study conducted by Mason, Narcum, and Mason (2021) similarly maintains that the use and overall control of marketing tools have been significantly increased because of the emergence of social media marketing because business organisations can easily track their performance in marketing activities by observing various key metrics. However, on the other hand, the benefits of analytics and data insights from social media tools do not go undisputed. A study conducted by Syaifullah et al (2021) argued that though business organizations are using these metrics to measure social media marketing performance, the accuracy and relevance of some metrics may be undoubtedly questioned. Syaifullah et al (2021) further mentioned that some metrics such as likes and shares do not necessarily reflect the actual engagement of target audience, because, in this modern era, many likes and shares may be received by manipulation.
[bookmark: _Toc150026946]2.4.3 Content creation and management
A study conducted by Kayumovich and Kamalovna (2019) found that business organizations must create content and supervise management tools in order to maintain a consistent online presence. Kayumovich and Kamalovna (2019) further noted that in today's extremely competitive business environment, maintaining a consistent online presence is equally important as maintaining a consistent presence offline. In addition to this, Kayumovich and Kamalovna (2019) further noted that the use of social media marketing tools facilitated the creation of many engaging visuals, videos, and written content, which can significantly help a company in brand storytelling. On the other hand, like other foundations of social media marketing, the benefits of content creation and management do not go without disagreement. A Study conducted by Dolega, Rowe, and Branagan (2021) found that the over-reliance on templates and generic content may ultimately lead to the boredom of target customers in one hand, while the use of social media marketing tools can significantly enhance the overall content quality and creativity to engage the target audience. Dolega, Rowe, and Branagan (2021) further concluded that the use of common templates and generic content results in a lack of originality and differentiation among brands, which might lead to the displacement of brands in the minds of customers.
[bookmark: _Toc150026947]2.4.4 Challenges and limitations
Business organizations must consider the relevant challenges and limitations when designing social media marketing strategy, according to Arasli, Abdullahiand Gunay (2021). Arasli, Abdullahiand Gunay (2021) further noted that the challenges of costs, learning curves, and constant changes put a significant threat to the overall growth of social media marketing performance from the end of business organizations. Similarly, Nzeku and Duffett (2021) also found that in order to use social media marketing tools, employees need to be trained and time investment is needed, which makes it hard for some organizations to provide. In addition to this, the dynamic nature of changes in social media platforms and algorithms also implies the importance of constantly adapting, which poses a challenge for both tool providers and users.
[bookmark: _Toc150026948]2.5 Factors Affecting Customer Satisfaction
Tzeng et al (2021) noted that customer satisfaction is a very important metric for business organizations irrespective of the industry type, which directly affects overall customer loyalty, profitability, and retention. Researchers have long investigated the factors of customer satisfaction, which has resulted in the conclusion that the factors of customer satisfaction often vary from industry to industry. However, the most common factors affecting customer satisfaction regardless of industry type are critically reviewed below.
[bookmark: _Toc150026949]2.5.1 Service quality
Wilson and Christella (2019) maintain that service quality plays a very important role in determining the level of customer satisfaction, further adding that the components of service quality often include responsiveness, reliability, empathy, assurance, and tangibles, which are often referred to as the SERVQUAL model. While the benefits of service quality are of no doubt, there are some challenges with regard to service quality. A study conducted by Alkitbi et al (2020) found that business organizations often face challenges in defining and measuring the level of service quality consistently due to the constantly changing nature of customers and the business environment. Similarly, in support of this literature, Prasetyo et al (2021) also maintain that since quality often results from the subjective perception of customers, it is often difficult for business organizations to develop universal standards for satisfaction.
[bookmark: _Toc150026950]2.5.2 Price and value for money
According to Tien et al (2021), customers often focus on price in order to perceive the value of a particular product and service. Tien et al (2021) further noted that when customers perceive that they receive more value for money spent, their satisfaction level tends to increase. However, on the other hand, the study conducted by Meilatinova (2021) argues and gives another point of view of looking at the price and value relationship. Meilatinova (2021) further added that the price and satisfaction relationship can be complex because the definition of value often varies from customer to customer. In other words, what is a good value product for the customers might be the best value product or worst value product for other customers. As a result, it is imperative that business organizations carefully discover the mechanics of price and customer satisfaction relationships in the respective industries.
[bookmark: _Toc150026951]2.5.3 Employee behaviour and interactions
Employees are often considered the face of business organizations, who are capable of giving either a positive or a negative impression about the company to customers, according to a study conducted by Romdonny and Rosmadi (2019). In addition to this, Romdonny and Rosmadi (2019) further noted that employees who are friendly, helpful, and knowledgeable can significantly enhance the overall customer satisfaction and experience level. However, on the other hand, a study conducted by Chun and Nyam-Ochir (2020) maintains that maintaining consistent employee behaviours and attitudes is a challenge for business organizations because business organizations should be willing to invest a lot of money and time for training and managing the employees in order to ensure the quality interactions with customers. 
[bookmark: _Toc150026952]2.5.4 Product and service performance
A study conducted by Pakurár et al (2019) found that when a product or service meets the expectation of customers, the satisfaction of customers tends to increase. Similarly, El Fikri and Dewi Nurmasari Pane (2020) also emphasized the importance of ensuring quality products and services in order to ensure customer satisfaction. El Fikri and Dewi Nurmasari Pane (2020) further noted that in order to ensure quality products, business organizations must focus on reliability, durability, and their ability to meet promised specifications. However, on the other hand, Kurdi, Alshurideh, and Alnaser (2020) argued that the factors leading to the optimum product and service performance often vary because of differences in products and services. In addition to this, Balinado et al (2021) also mentioned another challenge for business organizations because the perception of product and service performance is often different from customer to customer, which makes it hard for business organizations to develop universally satisfying product offerings.
[bookmark: _Toc150026953]2.5.5 Brand reputation and trust
According to Alzoubi et al (2020), reputed brands can easily increase the overall trust level among the target customers. Trust is always associated with the customer satisfaction level, in other words, if customers trust a brand, they are more likely to be satisfied with the interactions. However, another study conducted by Hong et al (2021) noted that trust often takes a very long time for companies to build and just a few seconds to dismantle it due to some negative incidents.
[bookmark: _Toc150026954]2.6 Impact of influencer marketing on customer satisfaction
Influence marketing may have a significant impact on customer satisfaction by either having a positive effect or a negative effect. However, as Masuda, Han, and Lee (2022) noted the influence of influencer marketing on customer satisfaction often depends on various factors such as the effectiveness of the campaign, the authenticity of the message of the influencer, and the alignment with the target audience.
[bookmark: _Toc150026955]2.6.1 Trust and credibility
According to Trivedi and Sama (2020), when influencer marketing is executed authentically, it tends to increase the overall customer trust and satisfaction level. Trivedi and Sama (2020) further added that If influencers genuinely endorse products and services, the followers have the confidence to try and buy the products. However, on the other hand, Leung, Gu, and Palmatier (2022) argued that influencer marketing may have negative effects on customers if influencers lack transparency and the influencer marketing is perceived as dishonest by the followers. In this case, it would lead to customer dissatisfaction and loss of trust.
[bookmark: _Toc150026956]2.6.2 Product information and education
Haenlein et al (2020) maintain that influencers play a critical role in educating customers about products and services. Their detailed reviews and insights about the products help customers make informed decisions about buying, which leads to greater satisfaction if the expectations of customers are met. However, on the other hand, the study conducted by Martínez-López et al (2020) argued that if influencers provide misleading information and customers buy the product, then it would fuel the dissatisfaction of customers because of the flawed recommendations.
[bookmark: _Toc150026957]2.6.3 Customer experience
Influencer marketing can enhance the overall customer experience by increasing the overall excitement and anticipation about the products or services, which often leads to a positive pre-purchase experience, According to Ki et al (2020). In addition to this, a study conducted by Belanche et al (2021) noted that if the products or services fail to meet the expectations of customers, then customers are dissatisfied with the influencer marketing and actual product experience.
[bookmark: _Toc150026958]2.7 Impact of social media marketing on customer satisfaction
[bookmark: _Toc150026959]2.7.1 Communication and engagement
According to Voramontri and Klieb (2019), social media marketing helps business organizations to engage with customers in real-time and act accordingly by responding to inquiries and addressing concerns promptly, which would significantly enhance the overall customer service and the level of customer satisfaction. However, as the study conducted by Aji, Nadhila, and Sanny (2020) found, slow and poor communication often enhances employee dissatisfaction because customers are not treated accordingly.
[bookmark: _Toc150026960]2.7.2 Content quality and relevance
Wibowo et al (2020) noted that customers can get education through high-quality and relevant content that are shared on social media platforms. In addition to this, this also leads to the increased customer satisfaction. However, alternatively, business organizations flood social media platforms with irrelevant and low-quality content, then customers soon find it beneficial to be alienated from the companies, leading to customer dissatisfaction.
[bookmark: _Toc150026961]2.7.3 Customer support and issue resolution
According to Chen and Lin (2019), social media platforms can be the very best option to offer customer support and solve customer complaints promptly and effectively. By effectively addressing and providing solutions to customer queries, the overall customer satisfaction level can be increased. On the other hand, alternatively, if a slow and ineffective customer support system is on social media platforms, it would lead to customer dissatisfaction and make other customers shift to other competitor brands.
[bookmark: _Toc150026962]2.8 Theoretical framework

[bookmark: _Toc150026885]Figure 1 Theoretical framework
Source: Belanche et al (2021)
Both influencer and social media marketing affect the factors such as service quality, price-value relation, and others which ultimately affects the overall customer satisfaction of Zara. 
[bookmark: _Toc150026963]2.9 Summary
The researcher has done a comprehensive literature assessment on the use of social media marketing and influencer marketing in the business sector in this chapter of the study. Furthermore, the researcher has provided a critical literature analysis on the variables influencing client satisfaction and clarified the effects of social media and influencer marketing on overall customer satisfaction among business organizations. In order to carry out this investigation, a theoretical framework was additionally developed based on the body of current research.


[bookmark: _Toc150026964]Chapter 3- Research Methodology
[bookmark: _Toc149945363][bookmark: _Toc150026965]3.1 Introduction
In this chapter, in order to investigate the impact of influencer and social media marketing on customer satisfaction from Zara's perspective, the researcher has discussed the research design for this study. Furthermore, the researcher has expounded upon the reasoning behind the selection of various research methodologies, including research approach, research philosophy, research methodology, and research strategy. Additionally, the data collection process, data analysis method, research reliability and validity, and ethical considerations of the study have been discussed in this chapter.
[bookmark: _Toc149945364][bookmark: _Toc150026966]3.2 Research design
Research design refers to the overall approach by which a particular study is conducted. There are various types of research designs such as explorative research design, empirical research design, descriptive research design, investigative research design, and others (Pandey and Pandey, 2021).
In this study regarding the impact of influencer marketing and social media marketing on the customer satisfaction from the point of view of Zara, the researcher has used the explorative research design because the researcher has intended to explore the relationship between influencer marketing and social media marketing on the customer satisfaction in the context of Zara. On the other hand, the researcher has rejected the use of other research designs due to the fact that the other research designs are not relevant to the application and the context of this study. The descriptive research design has not been used in this study because the researcher does not intend to describe a phenomenon while the investigative research design has also not been used because the researcher did not investigate the core issues behind the problem rather the researcher is exploring the relationship between various components in the context of Zara.
[bookmark: _Toc149945365][bookmark: _Toc150026967]3.3 Research philosophy
The research philosophy indicates the inherent assumption that is held by the researcher while a particular research is being conducted (McGill et al., 2021). In other words, the research philosophy is to a very great extent related to research design but the research philosophy refers to the preferable assumption by the researcher, which has little scientific basis, rather is largely dependent upon the intention of the researcher (Bougie and Sekaran, 2019). 
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[bookmark: _Toc149944438][bookmark: _Toc150026886]Figure 2 Research philosophy
Source: (Saunders and Lee, 2017)
In this study, the researcher has chosen to use the positivism research philosophy due to the fact that the assumption of the researcher is that the actual findings regarding the impact of influencer and social media marketing on customer satisfaction of Zara will exactly reflect the reality about the actual relationship. On the other hand, the researcher has not used the interpretivism research philosophy due to the fact that the researcher has not integrated any inferences into the research and assumed that the actual findings of this study might vary from the actual reality. On a similar tone, the use of pragmatism research philosophy has also not been used in this study.
[bookmark: _Toc149945366][bookmark: _Toc150026968]3.4 Research approach
The research approach refers to the approach by which researcher conducts a study. There are two types of research approaches that are widely used in Business Research (Fellows and Liu, 2021). The two types of research approaches include the deductive research approach and the inductive research approach. 
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[bookmark: _Toc149944439][bookmark: _Toc150026887]Figure 3 Research approach
Source: (Saunders and Lee, 2017)
The researcher has chosen to use the deductive research approach in this study. The researcher has used the deductive research approach due to the fact that the deductive research approach has helped the researcher check the relationship between influencer and social media marketing on the customer satisfaction of Zara. In other words, the generalization about the relationship has already been formulated, now the researcher has to test the hypothesis in this study. On the other hand, the inductive research approach has not been used because the researcher does not want to generate a new generalization or theory about the relationship between influencer and social marketing and the customer satisfaction from the context of Zara.
[bookmark: _Toc149945367][bookmark: _Toc150026969]3.5 Research method
The research method largely entails the types of data that is used in a study and the process of collecting the data. In Business Research, the three types of research methods dominate the field, which include the quantitative research method, qualitative research method, and mixed research method involving the use of both quantitative and qualitative research method in the study (Pandey and Pandey, 2021). 
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[bookmark: _Toc149944440][bookmark: _Toc150026888]Figure 4 Research method
Source: (Hendren et al., 2023)
The researcher has chosen to use the quantitative research method due to the fact that the use of quantitative research method is more effective in quantifying the relationship between influencer and social marketing and the customer satisfaction, which has enhanced overall understanding about the strength of the hypothesis of the study. On the other hand, the researcher has not used the qualitative research method because the use of qualitative data is not effective in this regard and may give just a very little insight about the impact of influencer and social media marketing on customer satisfaction from the context of Zara. The same logic can be applied for not using the mixed research method because the use of mixed research method would have just increased the complexity rather than enhancing the quality of insights.
[bookmark: _Toc149945368][bookmark: _Toc150026970]3.6 Research strategy
The research strategy entails the way of collecting data for conducting a particular study (Hendren et al., 2023). The research strategies include survey research strategy, interview research strategy, desk research strategy, case study method, ethnographic research, and etcetera (Snyder, 2019). 
The researcher has chosen to use the Survey research strategy because the researcher has collected data from the respondents of the study by administering a structured questionnaire. In addition to this, the survey research strategy has been used because collecting quantitative data is mostly facilitated by the survey research strategy in comparison to other research strategies. The interview research method has not been used because interview research method facilitates the qualitative data collection. On similar grounds, other research strategies have also been rejected.
[bookmark: _Toc149945369][bookmark: _Toc150026971]3.7 Data collection plan
There are two sources from which data can be collected. The two sources include primary data sources and secondary data sources. 
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[bookmark: _Toc149944441][bookmark: _Toc150026889]Figure 5 Data collection plan
Source: (Saunders and Lee, 2017)
In this study, the researcher has chosen to use the primary data collection source because the primary data is more relevant and effective compared to secondary data sources. In addition to this, secondary data cannot be exactly relevant to this is study regarding the impact of influencer and social media marketing on customer satisfaction from the context of Zara. Also, the primary data helps generate more effective insights then the secondary data. This is why the secondary data has not been used.
[bookmark: _Toc149945370][bookmark: _Toc150026972]3.8 Data sampling
Sampling process refers to selecting the limited number of respondents from a vast number of population in order to conduct a study so that the ultimate insights that has been generated can be best relevant to the population (Bougie and Sekaran, 2019). It has to be noted that there are two types of sampling methods which are probability sampling and non-probability sampling (Fellows and Liu, 2021). 
In this study, the researcher has chosen to use the simple random sampling technique which falls under the probability sampling method because the selection of this sampling technique has reduced the biasness of the researcher to the greatest extent since every member of the population was equally exposed to the chance of being selected. Therefore, the sample that has been selected is the most representative of the total population. 90 customers of Zara have been selected for the study. 
[bookmark: _Toc149945371][bookmark: _Toc150026973]3.9 Data analysis
Data analysis refers to analysing the collected data in order to generate insights. In this study, the researcher has used both descriptive and inferential statistics. The researcher has also used regression analysis in order to quantify the impact of influencer and social media marketing on customer satisfaction from the context of Zara., along with this, descriptive statistics such as mean, mode, and the standard deviation have been used.
[bookmark: _Toc149945372][bookmark: _Toc150026974]3.10 Reliability and validity
The study's internal consistency was assessed using the Cronbach's alpha test, which was used by the researcher to ensure the study's reliability. The study examined the impact of influencer and social media marketing on the customer satisfaction in the context of Zara. The fact that the data are internally consistent is explained by the Cronbach's alpha test score of more than.50. Furthermore, this study's measuring method, regression analysis, is highly successful for achieving its objectives, ensuring the study's validity.
[bookmark: _Toc149945373][bookmark: _Toc150026975]3.11 Ethical considerations
Before administering the survey for the purpose of gathering primary data, the researchers appropriately handled the consent problem. Participants may only participate in the survey if they sign the consent form that the researcher has included to the questionnaire. The information is completely anonymous and secretly kept on a computer hard disk. Once the study is over, the data will be removed. Furthermore, neither the study's sample of insane individuals nor any coercion was utilized to force them to participate in the survey. No one or any organization will be harmed or denigrated by these findings. There has been adherence to the General Data Protection Regulation (GDPR).
[bookmark: _Toc149945374][bookmark: _Toc150026976]3.12 Summary
Along with discussing the data collection procedure, data analysis method, reliability and validity of the study, and ethical considerations of this study, the researcher has also discussed the justifications for selecting various research methodologies. These include the research approach, research philosophy, methodology of the study, and the strategy for this research. The choice of research methodology has also been supported by the researcher.


[bookmark: _Toc150026977]Chapter 4- Analysis, Findings, and Discussion
[bookmark: _Toc150026978]4.1 Introduction
This chapter contains the analysis of the data, along with discussion showing similarity and discrepancies between study findings and literature. 
[bookmark: _Toc150026979]4.2 Demographic profile
	Demographic profile 
	Frequency 

	Gender 
	Male 
	60

	
	Female
	30

	
	Total
	90

	Age
	Below 20
	0

	
	20-29
	15

	
	30-39
	60

	
	40-49
	12

	
	50 and above
	3

	
	Total
	90

	Income Level
	Below £5000
	25

	
	£5000 to £15000
	40

	
	£15000 to £30000
	20

	
	Above £30000
	5

	
	Total
	90


[bookmark: _Toc150026900]Table 2 Demographic profile
Gender, age, and income level have been used to select respondents. Respondents from all backgrounds have been selected so that the sample can be made as representative of the total population as possible. 
[bookmark: _Toc150026980]4.3 Reliability of the study
[image: ]
[bookmark: _Toc150026901]Table 3 Reliability of the study
The overall reliability score has been found to be .725 or 72.50%, which indicates that the overall findings of the study are significantly reliable and hence useful for analysing the impact of influencer and social media marketing on customer satisfaction of Zara.
[bookmark: _Toc150026981]4.4 Findings
[bookmark: _Toc150026982]4.4.1 Influencer and social media marketing of Zara

[bookmark: _Toc150026890]Figure 6 Customers’ likeliness to be influenced by influencers
Respondents were asked to answer how likely they are to purchase products of Zara by seeing influencers promoting the products. 46 respondents said that they are likely to buy the products while 33 respondents negated with 11 respondents remaining neutral. 

[bookmark: _Toc150026891]Figure 7 Customers’ opinion on influencers’ trust and authenticity
Majority respondents (40) do not believe that influencers maintain trust and authenticity over financial gains when promoting Zara's products. On the other hand, 39 respondents believe that they maintain authenticity over financial gains while 11 of them remain neutral. 

[bookmark: _Toc150026892]Figure 8 Quality of social media contents of Zara
Majority of respondents (72) said that they find the contents of Zara on social media platforms to be very engaging and authentic at the same time while 8 respondents said the social media contents are not very engaging with 10 respondents still in neutrality. 
[bookmark: _Toc150026983]4.4.2 Factors affecting customer satisfaction of Zara

[bookmark: _Toc150026893]Figure 9 Factors affecting customer satisfaction of Zara
Regarding the factors affecting customer satisfaction of Zara, 30 respondents said that product quality affects the customer satisfaction while 26 respondents claimed that employee behaviours are responsible for customer satisfaction. 34 respondents said that Zara has an efficient system of customer management which leads to customer satisfaction. 
Influencer Type of Zara
[image: ]
[bookmark: _Toc150026894]Figure 10 Descriptive statistics/Influencer Type of Zara
30 respondents somewhat agreed with the statement that macro influencers of Zara positively affect the product perception among customers while 51 and 9 respondents of the study respectively agreed and strongly agreed with this statement. The mean response is 5.77 which means that respondents generally agreed with the statement with a .62 standard deviation. 
32, 49, and 9 respondents respectively somewhat agreed, agreed, and strongly agreed with the statement that micro influencers of Zara enhance the price-value relationship among particular customer segments. The average response is “agree” with a little dispersion since standard deviation is more than .50. Respondents also agreed in general with that statement that both micro and macro influencer positively affect the customer experience of Zara with little dispersion from mean response. 
4 respondents strongly agreed on the role of influencer type in driving customer satisfaction of Zara while 35 and 51 respondents somewhat agreed and agreed with this respectively. The responses centre around 5.66, indicating general agreement. 
Frequency of Influencer Engagement of Zara
[image: ]
[bookmark: _Toc150026895]Figure 11 Descriptive statistics/ Frequency of Influencer Engagement of Zara
14 respondents somewhat agreed with the statement that one-time promotion by influencer is less effective than on-going promotion in driving positive brand perception among customers of Zara while 36 and 40 respondents of the study respectively agreed and strongly agreed. The mean score 6.29, with SD .72, means that respondents generally strongly agreed with the statement with a good dispersion. . 
12, 59, and 19 respondents respectively somewhat agreed, agreed, and strongly agreed with the statement that on-going promotion by influencer enhances the product perception about quality among customers of Zara. On the other hand, majority respondents (44) strongly agreed that if same promoters promote same products for a long time, customers develop boredom about the influencer while 7 and 39 respondents respectively somewhat agreed and agreed with this. The average response almost resembles that of majority since mean score is 6.41.
38 respondents strongly agreed that ongoing promotion by influencers positively affect brand perception while 13 and 39 respondents somewhat agreed and agreed respectively.
Content Quality of Zara
[image: ]
[bookmark: _Toc150026896]Figure 12 Descriptive statistics/ Content Quality of Zara
11, 26, and 53 respondents respectively somewhat agreed, agreed, and strongly agreed with that low quality contents decrease the customer attraction for the products of Zara. Similarly, 41 respondents strongly agreed that poor and low quality contents may lead to customer churn for Zara. The mean score of 6.44 indicates that respondents generally agreed with the statement. In CQ3 and CQ4, respondents generally agreed about the role of high quality social media contents in driving customer interests for products of Zara, as observed from the mean score of 6.41 and 6.38 respectively. 
Response Time of Zara
[image: ]
[bookmark: _Toc150026897]Figure 13 Descriptive statistics/ Response Time of Zara
11, 26, and 53 respondents respectively somewhat agreed, agreed, and strongly agreed with that poor interaction framework leads to customer switching to other competitor brands. In RT2, RT3, and RT4, respondents generally agreed about the role of fast and interactive framework on social media platforms in driving the perception of product and service quality of Zara, which has been observed from mean scores of 6.16, 6.34, and 6.21.
Customer satisfaction of Zara
[image: ]
[bookmark: _Toc150026898]Figure 14 Descriptive statistics/ Customer satisfaction of Zara
In CS1, 55 respondents strongly agreed that influencer type affects the product perception of customers of Zara, influencing customer satisfaction while 14 and 21 respondents respectively somewhat agreed and agreed. Regarding other statements of Customer Satisfaction (CS), the mean scores of 6.37, 6.41, and 6.32 indicate that respondents generally agreed about the role of Frequency of Influencer Engagement, Content Quality, and Response Time in driving the customer satisfaction of Zara. 


[bookmark: _Toc150026984]4.4.3 Impact of Influencer and Social Media Marketing on Customer Satisfaction of Zara
Regression Analysis
Regression is a statistical technique used to model and analyse the relationship between one or more independent variables and a dependent variable (Gelman, Hill, and Vehtari, 2020)
	Regression Statistics
	 

	Multiple R
	0.94

	R Square
	0.88

	Adjusted R Square
	0.87

	Standard Error
	0.16

	Observations
	90.00



The value of R Square is .88 or 88% which indicates that for every one unit change in influencer and social media marketing, the customer satisfaction of Zara will be changed by 88%. The value of the standard error is 0.40, which shows that the model is fit.
ANOVA TABLE
	 
	df
	SS
	MS
	F
	Significance F

	Regression
	4.00
	15.49
	3.87
	153.32
	0.00

	Residual
	85.00
	2.15
	0.03
	 
	 

	Total
	89.00
	17.64
	 
	 
	 


[bookmark: _Toc150026902]Table 4 Anova table
Since the value of F is .001, it means that the model is completely useful for the data.
Table of coefficients
	 
	Coefficients
	Standard Error
	t Stat
	P-value
	Lower 95%
	Upper 95%
	Lower 95.0%
	Upper 95.0%

	Intercept
	0.08
	0.41
	0.21
	0.84
	-0.73
	0.90
	-0.73
	0.90

	Influencer Type
	-0.04
	0.04
	-0.94
	0.35
	-0.12
	0.04
	-0.12
	0.04

	Frequency of Influencer Engagement
	0.16
	0.06
	2.43
	0.02
	0.03
	0.29
	0.03
	0.29

	Content Quality
	0.85
	0.07
	11.80
	0.00
	0.71
	0.99
	0.71
	0.99

	Response Time
	0.01
	0.04
	0.26
	0.80
	-0.07
	0.10
	-0.07
	0.10


[bookmark: _Toc150026903]Table 5 Table of coefficients
The p values of Frequency of Influencer Engagement and Content Quality are 0.02 and .001 respectively, which are less than the level of significance for the study (.05). Therefore, only Frequency of Influencer Engagement and Content Quality are significant and useful for this study of analysing the impact of Influencer and Social Media Marketing on customer Satisfaction of Zara. 
Correlation Analysis
A statistical metric that measures the degree of relationship or association between two or more variables is called correlation (Alsaqr, 2021).
	 
	Influencer Type
	Frequency of Influencer Engagement
	Content Quality
	Response Time
	Customer Satisfaction

	Influencer Type
	1.00
	 
	 
	 
	 

	Frequency of Influencer Engagement
	0.04
	1.00
	 
	 
	 

	Content Quality
	0.08
	0.80
	1.00
	 
	 

	Response Time
	-0.18
	0.25
	0.43
	1.00
	 

	Customer Satisfaction
	-0.11
	0.80
	0.93
	0.40
	1.00



Frequency of Influencer Engagement and Content Quality are positively correlated with Customer Satisfaction while the other two variables are negatively correlated, meaning, Zara can increase customer satisfaction by enhancing content quality on social media platforms and making on-going partnership with influencers.
[bookmark: _Toc150026985]4.5 Discussion
The findings show that influencer marketing is effective in influencing customers to buy the products of Zara due to the fact many people believe that influencers often prioritise authenticity over financial gains. this finding of the study is similar to what Campbell and Farrell (2020) noted that, the influencer is often referred to as a trustable figure with whom the followers often have a very deep and emotional connection. The findings also show that the social media contents of Zara are engaging and authentic, which is to some extent similar to what Kayumovich and Kamalovna (2019) asserted that engaging visuals, videos, and written content can significantly help a company in brand storytelling. 
The analysis shows that product quality and employee behaviours affect customer satisfaction which is similar to what Wilson and Christella (2019) found about the role of quality in customer satisfaction and Romdonny and Rosmadi (2019) further noted that friendly, helpful, and knowledgeable employees enhance customer experience. Efficient system of customer management of Zara also contributes to customer satisfaction, which is not similar to existing literature. 
The findings also show that ongoing engagement influencer positively affects customer satisfaction, which is not found to be similar to existing literature. In addition, the analysis demonstrates that content quality on social media platforms also affect customer satisfaction of Zara, which is to some extent similar to what Wibowo et al (2020) found that customers can get education through high-quality and relevant content. 
[bookmark: _Toc150026986]4.6 Summary
The data analysis and discussion highlighting the overlaps and differences between research findings and the literature are included in this chapter.


[bookmark: _Toc150026987]Chapter 5- Conclusion and Recommendation
[bookmark: _Toc150026988]5.1 Conclusion
In the first objective of this study, the researcher wanted to understand the foundations of social media marketing and influencer marketing of Zara. The researcher has found that when collaborating with influencers, Zara often ensures that they maintain trust and authenticity so that the customers are not mistreated. In addition to this, the researcher has also found that developing engaging and authentic content on social media platforms is a priority of Zara. Also, Zara utilizes social media platforms for analytics data insights, and content creation and management activities.
In the second objective of the study, the researcher wanted to investigate the factors that affect the customer satisfaction of Zara. The researcher has found that the product quality of Zara affects the perception of satisfaction of customers in this company. In addition to this, the researcher has also found that employee behaviours, the way customer-facing employees treat customers and respond to their complaints, positively affect the level of customer satisfaction of this company while the efficient system of customer management of Zara is another reason for the increased customer satisfaction of the company. Therefore, factors affecting the customer satisfaction of Zara include product quality, employee behaviours, and an efficient system of customer management.
In the third objective of this study, the researcher wanted to analyse the impact of influencer and social media marketing on customer satisfaction of Zara. The researcher has found that both influencer marketing and social media marketing positively affect the customer satisfaction of the company. However, when it comes to financial gains over the trust and authenticity of information by influencers, followers tend to suspect the influencers. Therefore, compared to influencer marketing, the social media marketing of Zara is found to be more effective in driving customer satisfaction.
[bookmark: _Toc150026989]5.2 Recommendations
In the 4th objective of this study, the researcher wanted to recommend optimum strategies so that influencer and social media marketing can be utilized more effectively to enhance customer satisfaction. The recommendations are provided as follows.
· Zara has to ensure that influencers are transparent about the partnership with the brand, which would lead to building trust and prevent any negative perception. Among the minds of customers.
· Zara should identify and work with influencers who have relevance in a particular segment. In this case, the company has to put emphasis on micro-influencers for niche markets.
· Zara has to ensure prompt and personalized responses on social media platforms, which would show a commitment to customer service and foster satisfaction.
· Zara has to design engaging campaigns where the participation and interaction of the audience would make the campaigns more effective, thus enhancing customer engagement and satisfaction.
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	1
	2
	3
	4
	5
	6
	7

	Coding of question
	Questions
	
	
	
	
	
	
	

	IT
	Influencer Type of Zara
	
	
	
	
	
	
	

	IT1
	Macro influencers of Zara positively affect the product perception among customers
	
	
	
	
	
	
	

	IT2
	Micro influencers of Zara enhance the price-value relationship among particular customer segments
	
	
	
	
	
	
	

	IT3
	I think both micro and macro influencer positively affect the customer experience of Zara
	
	
	
	
	
	
	

	IT4
	I find both influencers to be effective for driving customer satisfaction
	
	
	
	
	
	
	

	FIE
	Frequency of Influencer Engagement of Zara
	
	
	
	
	
	
	

	FIE1
	One-time promotion by influencer is less effective than on-going promotion in driving positive brand perception among customers of Zara
	
	
	
	
	
	
	

	FIE2
	I think on-going promotion by influencer enhances the product perception about qualilty among customers of Zara
	
	
	
	
	
	
	

	FIE3
	Same influencer promoting the same product of Zara in the long run seems to be boring for customers
	
	
	
	
	
	
	

	FIE4
	I find the ongoing promotion by influencer to be effective in increasing customer satisfaction by improving brand perception of Zara
	
	
	
	
	
	
	

	CQ
	Content Quality of Zara
	
	
	
	
	
	
	

	CQ1
	I believe low quality contents decrease the customer attraction for the products of Zara.
	
	
	
	
	
	
	

	CQ2
	I think poor and low quality contents may lead to customer churn for Zara
	
	
	
	
	
	
	

	CQ3
	High quality and engaging contents positively build customer excitement and perception about the products of Zara
	
	
	
	
	
	
	

	CQ4
	Content quality on social media platforms plays a crucial role in driving customer interest for the products of Zara
	
	
	
	
	
	
	

	RT
	Response Time of Zara
	
	
	
	
	
	
	

	RT1
	Poor interaction framework leads to customer switching to other competitor brands
	
	
	
	
	
	
	

	RT2
	Poor and slow in addressing customer complaints decrease the perception of product and service quality among the customers of Zara
	
	
	
	
	
	
	

	RT3
	Fast and interactive framework for response decreases customer complaints and enhance customer loyalty of Zara
	
	
	
	
	
	
	

	RT4
	Response time affects the customer perception about service quality of Zara either positively or negatively
	
	
	
	
	
	
	

	CS
	Customer Satisfaction of Zara
	
	
	
	
	
	
	

	CS1
	Influencer type affects the product perception of customers of Zara, influencing customer satisfaction
	
	
	
	
	
	
	

	CS2
	Frequency of influencer engagement of Zara influences the brand perception, thus affecting ultimate customer satisfaction
	
	
	
	
	
	
	

	CS3
	Content quality on social media platforms largely determines the customer interests for the products of Zara
	
	
	
	
	
	
	

	CS4
	Response time affects the customer perception about service quality, thus leading to customer satisfaction or dissatisfaction
	
	
	
	
	
	
	



Gender
· Male
· Female
Age
· 20-29
· 30-39
· 40-49
· Above 50
How likely are you to purchase Zara's products by seeing influencers promoting the product?
· Yes
· No 
· Maybe
Do you think influencers maintain trust and authenticity over financial gains when promoting Zara's products?
· Yes
· No 
· Maybe

Do you find the social media contents of Zara engaging and authentic?
· Yes
· No 
· Maybe
What are factors, according to you, affect consumer satisfaction?
· Product quality
· Employee behaviours
· Efficient system of customer management


[bookmark: _Toc150026993]Consent form by participants
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[bookmark: _Toc150026994]Privacy notice for participants
Dear participants,
I am surveying “the impact of Influencer and Social Media Marketing on Customer Satisfaction: A study of Zara”. The questionnaire is completely anonymous and prepared only for my academic dissertation. It would be of your kind if you spent a few minutes of your valuable time to express your opinions regarding the survey questions. 
Your responses will be anonymously and confidentially stored and will be deleted as soon as the research is complete. 
Regards


Influencer marketing
Social media marketing


Service quality
Price and value for money
Employee behaviour and interactions
Product and service performance
Brand reputation and trust


Customer satisfaction


How likely are you to purchase Zara's products by seeing influencers promoting the product?

Sales	
Yes	No	Maybe	46	33	11	

Do you think influencers maintain trust and authenticity over financial gains when promoting Zara's products?

Sales	
Yes	No	Maybe	40	39	11	

Do you find the social media contents of Zara engaging and authentic?

Sales	
Yes	No	Maybe	72	8	10	

What are factors, according to you, affect consumer satisfaction?

What are factors that affect consumer satisfaction of Zara?	
Product quality	Employee behaviours 	Efficient system of customer management	30	26	34	
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Hello participants,
Greetings from Zaral Thanks for your kind consideration for giving some of your
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