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ANALYSIS OF THE IMPACT OF SOCIAL MEDIA INFLUENCERS ON PURCHASE INTENTIONS OF CUSTOMERS FOR FASHION BRANDS IN THE UK
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[bookmark: _Toc213660646]Introduction
The contemporary rise of social media influencers has changes how the fashion brands in the UK are communicating their values, influence consumer practices, and even develop their credibility. Influencers range from various types including nano, macro, and even micro influencers, with a focus on celebrity creators who further ensure to showcase brand messaging through customized visual content, storytelling, and endorsements (Şenyapar, 2024). There needs to be further understanding made that UK internet and social platforms utilization is near universal, the influencers are operating in an environment which is influenced through platforms like Instagram, TikTok. Facebook and YouTube to further reach more consumers and regularly change their shopping behaviour through influences/ . In the context of UK fashion, especially  the fast-moving fashion industry, there needs to be proper consideration of consumer intention and buying behaviours, as there is a critical gap in intention and action (Mckinsey, 2025). As consumers are rising their consumption of content, trends and lookbooks in social media, the understanding development of the context of influencer exposures and the attitude change towards intention and eventually making a purchase, has become a highly crucial strategic approach for fashion brands. This study focuses on the impact of these influencers on consumer purchase intentions in the UK-based fashion brands.
[bookmark: _Toc213660647]Background of the study
There needs to be an understanding made that social media influencers can majorly affect consumer attitudes and purchase intentions through various approaches, like perceived credibility, authenticity, social proof, and trustworthiness. A study by Panjabi et al., (2025), showcases that social media platforms have become a key aspect that influence consumer behaviours, driving fashion trend changes and fostering brand loyalty in developed economies like the UK. Furthermore, a survey conducted among 1,013 UK consumers showcased how influencers on social media are influencing them and their impact on them and their purchasing behaviour. The results showcase that 48% of the people following influencers in social media are trusting them for marketing goods and services (Taylor, 2023). More than half of the UK consumers who follow influencers on these challenges reported being more likely buy from a brand that is represented by the influencers. Furthermore, there have been statistics which showcase how social shopping in the UK has increased by approximately 32% from 2022, with clothing and accessories showcasing approximately 28% of the social commerce purchasing (theindustryfashion, 2024). These are showcasing towards the major role of influencers as not only just content creators who influences consumer attitudes, but also a major force in commerce, who allow for shortening the complete conversion funnel. Thus, the UK brands need to manage and choose which influencers and platforms to use for generating engagement, but also need to consider how to shift this engagement into purchase intentions.
[bookmark: _Toc213660648]Problem statement
Regardless of the wider adaptation in influencer marketing, there are various UK fashion brands that face issues in shifting influencer exposure to various consistent and measurable purchase level intentions. There is a lack of understanding regarding which influencer attribute, like popularity and credibility, influence consumers and to what extent they influence conversions. The rising cruciality of in-application shopping features, shifting platform preferences, and increased regulatory attention for influencer endorsement and disclosures, which can damage reputation if managed improperly, are further influencing this gap (Taylor, 2023). There is also a need for understanding how the aggregated effects work in relation to age, platforms, and product price factors, making the existing data more generalized. For example, in terms of fashion online shopping, older individuals can behave differently in comparison to younger groups (Boardman and McCormick, 2023). Thus, without proper UK-based specific empirical data, brands are lacking the proper support for enhancing their influencer partnerships and conversions through them. Thus, to close this gap, this research aims to shed light on various aspects of influencer marketing, like their credibility and authenticity of content, and analyze how they influence consumer purchase intentions, with a keen focus on the UK consumers. The research aims to provide strategic insights to the UK-based fashion brands to enhance their influencer partnerships. Thus, through these focuses, this study aims to develop a detailed understanding of the context of influencer influence on fashion brands, especially in UK context.
[bookmark: _Toc213660649]Research aim, objectives, and questions
Aim
To analyze how social media influencers affect UK consumer purchase intentions for fashion brands and to identify proper strategies for brands to utilize influencers effectively.
Objectives
· To assess how social media influencer marketing can lead to purchasing intentions among consumers in fashion brands in the UK.
· To analyze the relationship among influencer credibility and popularity with consumer purchase intentions for fashion products.
· To explore the impact of influencer endorsements on brand perception among consumers.
· To provide recommendations for UK fashion companies to effectively utilize social media influencers for enhancing purchasing approaches.
Questions
· How do social media influencers impact the purchase intentions of consumers for UK-based fashion companies?
· How do influencer credibility and popularity influence consumer purchase decisions for buying fashion products?
· In which way do influencer endorsements impact brand perception among consumers?
· What strategies can the UK fashion brands utilize to enhance their influencer marketing efforts and increase consumer purchase decisions?

[bookmark: _Toc213660650]Literature review
Influencer marketing and consumer purchase intentions in fashion
The rise of social media platforms and influencers has become a crucial context to consider, which can allow brands to manage consumer attitudes and purchase intentions. Haque et al., (2023)’s study has potentially shed light on the context of how influencer marketing has been a major force for influencing consumer engagement, especially in terms of search and purchase behaviours. This further allows companies to experience better engagement with their products in contrast to traditional advertising approaches. In the context of the UK, the influencer marketing industry had already reached $ 2.36 billion in 20204 and if further expected to grow rapidly and reach $ 24.15 billion by the year 2033 (Imarcgroup, 2024). In this context, it is crucial to consider the shifting consumer preferences in the UK, with 532% of young individuals showcasing a purchase history of fashion items directly from social media, as per reports (Ceron, 2024). Thus, in the context of fast-paced fashion brands in the UK, influencer marketing is not just for promotional purposes, as it is raising its influence on consumer behaviours also. Although the exposure for influence is high, there is a potential gap in terms of intention and the actual purchasing behaviour. For an example, the concept of social commerce, including shoppable posts, in-application purchasing, and others, is growing, yet the conversion of follower engagement in purchase decisions is still complicated (Hu and Zhu, 2022). Thus, the complete relevance for analysing how influencer exposures can shift towards purchase intentions and eventually purchase in the UK fashion industry is highly crucial.
Influencer credibility and popularity in relation to purchase intentions
One of the most crucial aspects through which the influencers can affect purchase intention is their credibility. Credibility is often described properly through considering the trustworthiness, attractiveness, expertise, fit, and even authenticity/. Research done by AlFarraj et al., (2021), has potentially showcased how influencer credibility detentions like expertise, trustworthiness, and attractiveness can positively impact purchase intentions, further solidifying the fact that influencer credibility and brand equity are interrelated. For example, often the perceived credibility of Instagram influencers can majorly impact consumer purchase behaviours (Koay et al., 2021). In this context, influencer content values like their informativeness or entertaining capabilities and credibility, collaboratively influence the purchase intention among young consumers. Studies have also identified the fact that often micro-influencers with niche followers can have an enhanced level of influence on consumers, compared to macro-influencers, due to the perceived authenticity and relatability (Joyce, 2024). In the UK social media context, there is a high level of penetration of platforms like Instagram, with approximately 33.4 million users as of early 2025 (Kemp, 2025). This develops the need for fashion brands to further properly select influencers whose credibility is related to the target consumers. Thus, for the UK fashion brands, the key aspect is to utilize influencers who have proper credibility, which aligns with their brand values and even consumer expectations. This is highly crucial, especially considering the scepticism regarding paid influencers and their negative impact.
Influencer endorsements and brand perception among consumers
The context of endorsements via influencers can impact not only the direct purchase intention, but also brand perception, which allows to enhance the path from the influencer exposure to purchase behaviours. It is crucial to consider that consumer attitude towards the influencers can major affect the brand attitude also, which can further influence the purchase intentions and consumer behaviours (Handranata and Kalila, 2025). Thus, it can be said that when a consumer considers an influencer as being credible and relatable, their attitude towards the brand is enhanced, and further enhances their intention to purchase. This showcases that attitudes towards the influencers further manage the brand attitudes and even purchasing habits of consumers, thus making the concept of brand perception a bridging context among influencer activities and buying outcomes (Handranata and Kalila, 2025). Furthermore, considering the UK market’s major social media penetrations, companies in this context need to further monitor how influencer endorsements are considered in terms of fit and authenticity. It is crucial to understand the fact that organic discovery may be much more preferred by users in the UK fashion industry over repetitive advertisements. This is due to the fact that repetitive promotional communication can potentially harm the purchase intent of consumers and develop a negative brand reputation among them (Diallo and Erdoğdu, 2025).
Strategic recommendations for UK fashion brands to enhance influencer marketing
Considering the previous analysis regarding this topic, it can be identified that there are various potential recommendations for brands to further utilize their influencer marketing to convert their purchase intention into proper purchases. For an example, companies can ensure that influencer selection is ethical and are chosen based on credibility and fit, regardless of their follower numbers. In this context, Micro-influencers can be considered as they can offer higher niche engagement and proper authenticity, allowing for enhancing brand attitude and purchase intentions of consumers (Ebulueme and Vijayakumar, 2024). Further considering the major role of brand perception in this complete context, the companies should further shift their focus on integrating influencer campaigns in relation to storytelling, while ensuring the narrative of the influencer is aligned with brand values. Furthermore, brands should consider utilization of social commerce aspects on various platforms, especially the ones being utilized mostly by the UK consumers, like Instagram (Kemp, 2025). This can allow the companies to close the gap between intention and action. Furthermore, companies in the UK fashion industry should ensure a proper level of transparency and ethical alignment, through approaches like properly showcasing paid relationships and or considering authenticity factors like monitoring of repetitive posts that can lead to lower engagement and even trust for a particular brand. Through properly integrating and aligning influencer marketing approaches with platform usage and ethical and transparent policies, UK fashion companies will be able to better utilize influencers for enhancing purchasing intentions and eventual conversion. 
[bookmark: _Toc213660651]Methodological Choices       
Research approach
This study aims to adapt a quantitative research approach through the use of a cross-sectional survey design. As the aim is to analyse the relationships of factors like influencer marketing, brand perceptions, and others, and compare across various influencer types, a quantitative design is most beneficial. The online survey will be conducted through Google Forms due to its ease of use and flexibility, further potentially allowing for effective data collection from UK respondents (Ibhar and Ibhar, 2023).
Sample
The complete population of this study is UK-based consumers aged over 18 who follow social media influencers and have some type of experience in terms of interacting with fashion brands through social media. An approximate sample size of 50 respondents will be targeted to provide sufficient data for comparison of data. The sample will include a balanced approach for diversity in consideration of participants.
Sampling strategy
A non-probability purposive sampling strategy will be utilized to ensure a relevant and quality sample choosing without potential biases (Nyimbili and Nyimbili, 2024). The survey link will be shared through social media groups and through email networks to all the potential participants for this research. Although this strategy hinders generalizability, it is beneficial for more exploratory quantitative research like this.
Data collection
The survey data will be collected through Google Forms. The questionnaire will include potential aspects like demographics, influencer-following behaviour, perception towards influencer credibility, and others. The use of Google Forms will be beneficial for data collection as it is widely accessible, keeping resource consumption to a minimum. The easy-to-use, store, and engaging visual aspects of the tool further make it a potentially beneficial data collection tool for this research (Kumar, 2021). The survey will remain open for a certain period of time, and the responses will be stored in Google Sheets before exporting into Excel for analysis.
Data analysis
The gathered data will be analyzed through a manual approach in Microsoft Excel. The responses will be converted to various graphs and charts for analyzing the complete understanding of each question under all the responses received. The visual interpretation will include the identification of trends, comparing the data with existing literature for further developing an in-depth understanding.  The user-friendly interface and effective data visualization capabilities of Excel are making it a potentially beneficial tool for the data analysis of this research (Hryhoruk and Valkov, 2023).
[bookmark: _Toc213660652]Ethical Issues and Limitations
Ethical issues in this study can include informed consent, confidentiality, and voluntary participation. The research will ensure to provide prior informed consent to all the participants for ensuring to inform them regarding the purpose of the research, their data anonymity, and the voluntary nature of participation. This will ensure they can withdraw from the research at any point if they want without any negative issues, which is crucial in any research (Ehidiamen and Oladapo, 2024). The risk for potential biases like sample bias needs to be also acknowledged, while ensuring no personally identifiable information is being collected.
The limitations of this research potentially will include the non-probability purposive sampling that will hinder the generalizability of the results to wider UK consumer populations and to other industries. The reliance on self-reported purchase intentions, in contrast to actual purchase behaviours, is another potential limitation. The analysis method of using just Excel further potentially develops barriers for the capability of testing statistical data or further complex relationships, making the findings more detailed and exploratory in contrast to statistically significant/.
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This study will potentially be able to provide actionable insights to the UK-based fashion brands aiming to utilize influencer marketing in a more efficient manner. Through proper clarification of credibility aspects, interactive approaches that enhance purchase intentions, and which types of influencers can be the most beneficial in diverse fashion sectors, the research can further able to contribute in a more practical manner. Through developing a detailed analysis of the perspectives of individuals in the chosen target industry, the study will be able to contribute to the existing literature through providing real-time experience data in a more detailed manner. These complete insights will further enhance influencer partnerships and analysis of purchase intentions in the complete UK fashion sector.
[bookmark: _Toc213660654]Research timeline (Gantt chart)
	Research stages 
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10
	Week 11
	Week 12
	Week 13
	Week 14
	Week 15
	Week 16

	Planning and proposal development
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Research design and tools development
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Ethical approval 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Data collection 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Data cleaning and preparation
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Discussion and interpretations
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Conclusion and recommendation
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Drafting 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Final reviewing and editing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Final submission
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	



[bookmark: _Toc213660655]Conclusion
This particular research proposal has shed light on how social media influencers can further shape the purchase intentions among the UK based fashion industry consumers. It showcases the rising level of influence of influencers in terms of managing brand perceptions, purchasing behaviours and trust with the support of authenticity, credibility and even engagement rate. Through adapting a quantitative approach of survey, this study aims to gather crucial data for how various influencer attributes like trustworthiness and others can affect consumer decisions. Regardless of the limitations for generalizability and sample size, the findings of this study aim to provide a crucial level of insights for UK fashion brands to enhance their influencer approaches. The research will further focus on filling the gap among consumer intention and their actual purchase behaviours, with a focus on offering valuable guidance for marketing and enhanced connection with target audiences. 
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