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Abstract
Social media has also been rapidly growing and has changed the way brands reach their consumers, and influencer marketing is a key strategy in UK consumer goods. This dissertation investigates how the use of influencers can be used to influence customer engagement and the role of credibility, authenticity and strategic design on audience response. The study adopts a philosophy of interpretivism and an inductive, qualitative perspective, secondary sources of data were used to gain an understanding of the context of current practice, these included academic literature, industry reports and empirical studies. 
The study results indicated that influencer marketing has become a part of digital communication, with the platform growth and professionalization of influencer–brand relationship. The quality of the content, platform selection, fit between influencers and brands and the engagement of micro and nano influencers are identified as some of the most important factors that affect engagement, whereas issues of measurement, artificial metrics, trust and regulatory transparency are pinpointed as the challenges. Three mechanisms between influence and engagement/behaviour are identified as being important. The study contributed to the field because it brings together all the studies on the basis of the theories of marketing and communication and offers some practical suggestions for UK consumer goods companies to create more credible, transparent and effective influencer marketing.
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[bookmark: _Toc230775343]Chapter 1: Introduction
[bookmark: _Toc230775344]1.1 Background 
Influencer marketing is a type of digital marketing that involves brands partnering with individuals who have developed credibility and a loyal following on the internet in sites like Instagram and You Tube. These influencers produce content that organically incorporates brand messaging in a way that is engaging and relatable that promotes will not seem as obtrusive as the traditional advertising (Louand Yuan, 2023). The success of this strategy can be explained by the fact that the influencers establish trusting relationships with their followers throughout a long period. It is this trust that enables brands to convey messages in a more convincing way, gain more visibility, and affect the purchasing behaviour by storytelling, personality, and the consistent communication with the audiences regardless of the digital settings.
The influencer marketing operates under various classes which include mega, macro, micro and nano influencers, depending on the reach and the number of people they reach (Campbell and Farrell, 2024). Although bigger influencers have more visibility, smaller influencers can usually get a greater activity because of closer connections to followers. Reels, posts, live sessions, and long form videos are the categories of content that improve communication and give the brands an opportunity to be creatively experimental. Moreover, data analytics tools are getting more and more popular as brands are trying to monitor reach, engagement, and conversions. With the growing competition in the digital world, influencer marketing remains a dynamic, dynamic and highly focused strategy that effectively integrates creativity with authenticity with performance-based communication.
Customer engagement is the ongoing interactions between a company and customers on the varied touchpoints on the Internet and offline. It emphasizes that the development of meaningful relationships is extending beyond simple transactions in an attempt to increase customer satisfaction, trust and long-term loyalty (HollebeekandMacky, 2023). Consumer interaction is achieved through websites, mobile applications, social media, and messaging services such ase WhatsApp service where the brands are communicating directly with the users. Good interaction makes customers feel listened, appreciated and related hence; they are likely to make repeat buying, greater emotional ties and greater word of mouth in competitive markets.
Personalization, responsiveness and consistency are key to customer engagement strategies. Companies leverage customer information and behavioral attributes to provide customized experiences to individuals according to their preferences and expectations. This comprises of personalized suggestions, prompt interaction and interactive contents which stimulate participation. Also, the participation goes to after sale service, customer response, and community. Due to the increased competition and consumer expectations, ensuring high levels of engagement has been a major differentiator (Harriganet.al 2025). Companies that effectively interact with customers are in a position to enhance customer retention, brand image, and sustainable growth through the development of a continuous smooth customer centric experience at all points of contact.
[bookmark: _Toc230775345]1.2 Problem statement 
[bookmark: _Toc230775346]Challenges associated with influencer marketing 
Among the key issues of influencer marketing is the necessity to remain authentic and credible in the world where sponsored content is becoming more and more popular. With the increase in collaborations, audiences are becoming conscious of promotional effort, and this may result in doubt and mistrust (Audrezet et.al 2023). Once influencers promote products that are not in line with their own identity or style of content, it undermines their credibility and influences how the audience will react. The over commercialization may hurt the reputation of the influencer and the brand image. Thus, brands have to be extremely attentive to the choice of influencers who really fit into their values so that campaigns become more authentic, relevant, and can establish long-lasting relationships with audiences.
The other major challenge is that it is difficult to measure performance and return on investment accurately. Like, shares, comments and impressions are only a partial way of knowing the real business results like sales, conversions and long-term loyalty. Sometimes it becomes more complicated because of fake followers, bots, and artificial engagement (Schouten et.al 2024). Additionally, the identification of the appropriate influencer required critical analysis of the audience demographics, the quality of the engagement, and the relevance of the content. The brands may struggle to optimize campaigns effectively without appropriate tools, strategies, and monitoring systems. These obstacles make influencer marketing more complicated and necessitate constant assessment, flexibility, and strategic decision taking to produce the effectual and quantifiable outcomes.

[bookmark: _Toc230775347]Challenges concerned with customer engagement 
Among the key issues of influencer marketing is the necessity to remain authentic and credible in the world where sponsored content is becoming more and more popular. With the increase in collaborations, audiences are becoming conscious of promotional effort, and this may result in doubt and mistrust (Audrezet et.al 2023). Once influencers promote products that are not in line with their own identity or style of content, it undermines their credibility and influences how the audience will react. The over commercialization may hurt the reputation of the influencer and the brand image. Thus, brands have to be extremely attentive to the choice of influencers who really fit into their values so that campaigns become more authentic, relevant, and can establish long-lasting relationships with audiences.
The other major challenge is that it is difficult to measure performance and return on investment accurately. Like, shares, comments and impressions are only a partial way of knowing the real business results like sales, conversions and long term loyalty. It is made more complicated by the existence of fake followers, bots, and artificial engagement (Schouten et.al 2024). Also, the identification of the appropriate influencer presupposes the analysis of the audience demographics, the quality of the engagement, and the relevance of the content. The brands can also fail to optimize campaigns without appropriate tools, strategies, and monitoring systems. These obstacles render influencer marketing complicated and necessitate constant assessment, flexibility, and strategic decision taking to produce the effectual and quantifiable outcomes.

[bookmark: _Toc230775348][bookmark: _Toc224667532]1.3 Aim, objectives and questions 
Aim
The aim of this research is to examine the role of influencer marketing in influencing customer engagement within the UK consumer goods industry.
[bookmark: _Toc224667533]Objectives
1. To examine the concept and growth of influencer marketing in the UK consumer goods industry.
2. To analyse the factors that influence the effectiveness of influencer marketing on customer engagement.
3. To evaluate the relationship between influencer credibility, authenticity, and consumer engagement.
4. To provide recommendations for consumer goods companies to improve customer engagement through influencer marketing strategies.
[bookmark: _Toc224667534]Research Questions
1. How is influencer marketing used within the UK consumer goods industry?
2. What factors influence customer engagement with influencer marketing content?
3. How do influencer credibility and authenticity affect customer engagement?
4. How can consumer goods companies improve engagement through influencer marketing?
[bookmark: _Toc230775349]1.4 Rationale
The increasing prominence of social media has changed the way marketing has been conducted traditionally, and in the modern environment (Albadri, 2023). The concept of influencer marketing has turned out to be an effective instrument in the consumer goods market of the UK. The use of influencers to reach out to audiences is becoming quite popular among brands. However, there is a lack of understanding of how and why this strategy is subject to customer engagement. The research is done to critically look at the effectiveness of influencer marketing, specifically credibility and authenticity. It also fills the gap between theory and the practice to understand how influencer partnership can affect the perceptions of consumers.
[bookmark: _Toc230775350]1.5 Significance 
This research is because it can be important to both researchers and industry in terms of effectiveness of influencer marketing strategies. It adds to knowledge by examining the linkage between the credibility of the influencers, their authenticity, and customer engagement in the UK consumer goods market. To practitioners, the findings provide viable recommendations on how marketing strategies can be improved and how to make the audience more engaging. The research is also useful in that it allows brands to know the major factors that affect their consumer’s reaction to influencer content and make informed decisions. It also promotes further studies in the field of digital marketing by answering the emergent trends and issues related to the promotion activity that involves influencers.
[bookmark: _Toc230775351]1.6 Structure of dissertation 
The dissertation is structured into five chapters. Chapter One presents the research topic that contains the aim, objectives, and research questions. The second chapter presents a literature review on the subject of influencer marketing, customer engagement, and other important influencing factors, including credibility and authenticity. Chapter three describes the research methodology, data collection and analysis methods. Chapter Four introduces research results in comparison with the research objectives and other literature available. Chapter Five is the summary the important findings, recommendations on how to improve the practice within the industry and limitations and future research directions.


[bookmark: _Toc230775352]Chapter 2: Literature review 
[bookmark: _Toc230775353]2.1 Introduction 
Literature review is regarded as important chapter within any research that provides theoretical insights related to the topic chosen. It involves critical review of the work done in the past which includes theoretical frameworks, concepts and ideas reviewed in the past literature work to contribute towards development of new idea or knowledge. The present chapter will review the role and importance of influencer marketing, along with assessment of the different influence the effectiveness of influencer marketing on customer engagement within the companies operating within consumer goods industry of the UK. 
[bookmark: _Toc230775354]2.2 Concept and growth of influencer marketing in the UK consumer goods industry 
Thompson (2024) stated that influencer marketing has become a critical and essential strategy for the consumer goods industry in the United Kingdom, revolutionizing value communication and trust-building processes with brands. Rooted in the broader evolution of digital marketing, it takes advantage of persons with calibrated online credibility to steer consumption choices. The approach caters to the shift in customers’ preferences toward genuineness and recommendations from friends and acquaintances. Hence, influencer marketing gains significance in the UK consumer goods industry. 
Conceptually, influencer marketing is based on social proof and parasocial interaction, where celebrities are seen as much more ordinary and less distant than typical celebrities. In the UK, this has been propelled by the adoption of social media, which has resulted in the development of content worlds that are unique to specific platforms. As per Williams and Carter (2023), emphasize the shift from transactional to relational influencer marketing, this perspective requires a more critical examination. The argument that embedded storytelling enhances campaign effectiveness is convincing to an extent, as contemporary consumers tend to respond more positively to subtle and authentic brand integration rather than overt advertising. This aligns with the growing demand for personalized and experience-driven marketing communication. However, this viewpoint may overlook the potential risk of over-commercialisation, where excessive brand collaborations can reduce perceived authenticity. In such cases, even well-integrated marketing narratives may fail to generate meaningful engagement if audiences begin to question the influencer’s credibility. Therefore, the effectiveness of embedded marketing cannot be generalised, as it is highly dependent on factors such as influencer–brand fit, transparency, and audience trust.
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Figure 1: UK Influencer Marketing Platform Market Size and Outlook
(Source: Grand View Research, 2026)
The given graph shows a steady and major rise in influencer marketing expenditure in the UK consumer goods industry from 2018 to 2030. Starting at a modest level in 2018, the spending steadily increased up to 2022, where it peaked at $629.9 million. Thereafter, the trajectory will be further increasing between 2025 and 2028 and by 2030, indicated is exponential spending growth, reaching $3,954.9 million. This visual trend accentuates not only sustained investments but also amplified institutional confidence in influencer marketing as a strategic channel (Grand View Research, 2026). 
More than numbers alone, the graph embodies structural changes in the consumer goods sector in the UK. The acceleration in spending after 2023 suggests a tipping point where influencer marketing moves from a happily experimental phase to a fully mainstream market feature. As per Bennett et.al (2025), this surge is attributable to the refinement in return-on-investment benchmarks, advanced data analytics, and the professionalisation of influencer partnerships. Consequently, brands allocate a majority of the marketing budgets in this domain, appreciating its ability to deliver targeted reach and its ability to measure engagement in ways that traditional media channels could never accomplish. 
Growth in influencer marketing is also attributed to the number of influencers, from mega influencers to micro and nano creators. Micro influencers have come into sharper focus in the UK consumer goods industry due to their engagement superiority and alignment with specialized consumer bases. In the view of Singh (2024), this segmentation enables brands to tailor their campaigns with precision, optimizing reach and authenticity. Platform diversification, including Instagram, TikTok, and YouTube, has expanded content formats, allowing brands to experiment with storytelling techniques that resonate with varied consumer demographics. 
As per Harris and Cole (2023), there have been regulatory frameworks and ethical considerations that have further influenced the evolution of influencer marketing in the United Kingdom. Authorities such as the Advertising Standards Authority have introduced guidelines that ensure transparency of sponsored content in order to boost consumer confidence. However, Evans (2026) criticized that compliance with disclosure norms has fostered more responsible collaborations among the various stakeholders, thus reinforcing credibility within the ecosystem. However, strict regulatory oversight may disallow creative freedom, hamper content spontaneity, reduce the engagement rate, and diminish authenticity perception in influencer communication strategies. 
Influencer marketing in the UK consumer goods industry has changed from a peripheral to a core strategic component. Roberts et.al (2025) praised its growth in terms of investment and structural integration, highlighting its effectiveness in catering to contemporary consumer expectations. Influencer marketing continues to evolve and develop brand-consumer relationships by combining authenticity, data-driven targeting, and producing adaptable content strategies. Its role is likely to become more pronounced as digital ecosystems expand and consumer behaviour fragments even further, thereby attesting to its dominance as a marketing force within marketing paradigms in the modern era. 
[bookmark: _Toc230775355]2.3 Factors that influence the effectiveness of influencer marketing on customer engagement 
Anderson (2024) described the effectiveness of influencer marketing in driving customer engagement within contemporary markets as a synthesis of structural, behavioural, and technological factors. These dynamics are: Structural, Behavioural and Technological Influencer Marketing Driving Customer Engagement in Contemporary Markets. The level of visibility is supplemented with an attempt to create an emotional bond and collect participatory engagement metrics. However, Mitchell and Brown (2025) opposed that influencer marketing effectiveness is not uniform, as varying influencer credibility levels, audience alignment, and platform dynamics introduce inconsistencies that limit engagement outcomes and defy campaign performance predictability. 
An important engagement factor is the authenticity of the influencers, which affects persuasion and responsiveness. Lopez (2023) stated that there is a higher possibility for engagement when the content does not appear fake and forced. The perceived authenticity forms the trust basis between the audience and influencers. The identity of the influencer should also be aligned with the values of the brand as well as the message that the brand wants to communicate. Such a relationship ensures that the promotional message is naturally embedded into the influencer’s story, enhancing engagement and maintaining consumer interactions within the digital space. 
As per Kumar et al (2024), the emergence of nano and micro influencers is another essential factor in assessing engagement effectiveness. These influencers tend to have smaller audiences but with a high level of engagement that facilitates direct and personalised communication. Their positioning in niches ensures that specific consumer segments are targeted with greater precision. On the contrary, Stevens (2026) described that this limited reach might limit the visibility and scalability of campaigns across a wide audience, despite relatively high overall rates of engagement. This again is a trade-off between the depth and the breadth of engagement, where brands need to strategically optimise the intimacy of the interaction in relation to the need for exposure on a larger scale in a competitive consumer context. 
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Figure 2: Impact Analysis of Key Factors
(Source: Coherent Market Insights, 2026)
The graph emphasizes the key driver, restraints, and opportunities of influencer marketing effectiveness, in which their relative impact is critically analyzed in a structured manner. Increasing penetration of social media platforms and integration of advanced technologies such as artificial intelligence are at high impact levels, showing that they play a strong role in amplifying engagement. On the other hand, factors like transparency and lack of quality influencers were placed at medium to high impact, indicating constraints influencing effectiveness (Coherent Market Insights, 2026). There is a clear distinction between those factors that drive influencer marketing effectiveness and those that potentially constrain it. 
Building on the graph, it becomes evident that technological integration and platform expansion significantly bolster engagement, leveraging data-driven targeting and content optimisation. Walker and Singh (2025) praised that advanced analytical tools help in measuring the audience behaviour and micro-managing the campaigns, which further increases the level of engagement and responsiveness. However, considering the restraints like transparency, it is evident that technological advancement cannot solely guarantee effectiveness. Content credibility and ethical considerations signify core factors in engagement. Therefore, a balanced approach that incorporates technological sophistication and authentic communication is critical to maximising influencer marketing outcomes. 
Chen (2023) highlighted that another major factor is the role of platform diversification in shaping engagement patterns. The three platforms differ in content formats, audience demographics, and interaction mechanisms, allowing brands to diversify their social media marketing engagement strategies. The short type of video content on interactions is argued to be longer than static posts. However, as per Davies and Clark (2026), multi-platform campaigns may complicate and blur the strategic focus if not coherently managed. This calls for integrating a coherent platform selection strategy so that content adaptation aims at ensuring consistent engagement aligned with broader marketing objectives across multiple channels. 
Therefore, influencer marketing’s effectiveness on customer engagement is a sum of a variable combination of authenticity, audience, technology, and platform. They are therefore significant in influencing customer perceptions and experiences of branded content. The landscape keeps shifting with new prospects and challenges for consistency and credibility (Robinson et.al, 2024). Thus, there is a need to take a holistic and adaptive approach to ensure influencer collaborations are strategically planned and executed to provide optimum and sustainable value with regard to customer engagement. 

[bookmark: _Toc230775356]2.4 Relationship between influencer credibility, authenticity, and consumer engagement 
As per Garcia (2024), influencer marketing has become a core strategy in the operations of brands in digital spaces. More and more consumers turn to social media to look for a product or service. In such a context, influencers play a great role. They frame the perception of the brand formed in the mind of a consumer and act as a trigger for the next stage of action by the target audience. Central to this is credibility and authenticity. Credibility and authenticity have an impact on an audience’s reaction towards content. At the same time Hughes and Patel (2025) observed that credibility and authenticity are loosely defined and difficult to quantify. This is mainly because that people have different interpretations of content, and social media platforms are always being updated, so attaining seamless engagement is practically impossible. 
Credibility is normally perceived to be a function of the level of knowledge and trustworthiness an influencer can transmit. If the audience perceives a real expertise in an individual, there is a high chance that they also trust that person. Trustworthiness is also assumed when influencers demonstrate honesty and reliability in their messages over time. Authenticity is somewhat different from those. Authenticity works in a slightly different way. This means that the influencer must be candid, constant, and unrefined (Martin, 2023). When the two concepts come in unison, there is a compounding effect. Overall, there is more response, more interaction, and more willingness to act on what is seen. 
Another important factor, as per Khan et.al (2024), is homophily, which involves how similar an influencer feels to the audience. Several factors influence engagement on social media: Shared values, lifestyles, or preferences. This homophily results in increased comfort levels and relevance of the content. This reduces the social distance between the influencer and the audience, thereby increasing trust. On the contrary,Evans (2026) described this as a downside that campaigners cannot expand to other groups. Thus, there are limitations to influencer campaigns when it comes to reaching new groups. This limits further growth and limits the scale of impact of influencer activity. 
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Figure 3: Factors Impacting Customer Engagement and Purchase Intention
(Source: Ao et.al 2023)
The framework shown in the graph combines a number of these ideas. It shows a link between expertise, trustworthiness, attractiveness, content value, and engagement. None of the elements is an isolated variable. These elements sometimes work in isolation, but for the most part, they interact and influence one another. Many of the other factors are linked by credibility to form the center of the structure (Ao et.al 2023). Purchase intention is added to the framework to illustrate decisions based on engagement. This helps to explain influence beyond perception and action into engagement. 
Looking more closely, engagement does not come from one single factor. It is made through a variety of elements. Expertise appeals to logic and enables audiences to assess information adequately. Entertainment retains audience interest and promotes continued engagement. Information provides people with something to take away. At the same time, attractiveness and congruency provide the emotional response. These different aspects work in tandem, which is why a balanced approach works better (Lopez and Green, 2025). Brands need to choose influencers based on how well these elements complement each other. 
Chen (2023) highlighted that trustworthiness continues to play a major role in whether engagement leads to action or not. The chance that people will take action is high when they deem the message to be truthful. This is usually in the form of consistency or transparency. For example, failing to disclose that a video is sponsored would betray trust. That strengthens the relationship with the audience progressively, over time. On the contrary, Walker and Scott (2026) said it is important to note that too many promotions can have the exact opposite effect; This engagement may question motives, leading to reduced engagement and credibility. 
Congruence between the influencer and the brand also matters. It was also found that the congruence between the influencer and the brand is also important, as this makes the message appear naturalized. As per Adams et.al (2024),the audiences are less likely to scrutinize the recommendation, and the content is deemed more authentic. As a result, resistance towards the content is low, and persuasion through involvement is more likely. Lastly, both entertainment and informative value help maintain interest for the audience. One is related to grabbing the attention of the audience, and the other is concerned with providing value. Together, they encourage both shorter-term interaction andlonger-term memory effects with the brand. 
The relationship between credibility, authenticity, and engagement is not linear and involves several interconnected factors (Roberts, 2025). Psychological, content-related, and relational elements all contribute to influencing customer engagement. However, it's more important to know how these interactions are organic in the real world. These factors are affected by consistency, authenticity and evolution of digital platforms. Consistency and alignment are not the only things that influence the effectiveness of influencer marketing but determines how it is applied in real life in the constantly evolving digital world is equally important.

[bookmark: _Toc230775357]2.5 Challenges associated with adoption of influencer marketing in consumer goods industry of UK 
As per Bennett (2024), influencer marketing has grown in the consumer goods sector in the United Kingdom due to the fact that the industry requires more unique and interactive promotional tactics. Influencers are becoming a more of an effective medium for accessing digitally active consumers by brands. The change is indicative of larger changes in media consumption and the loss of trust in old-fashioned advertising. Alongside its increasingly popular status, several difficulties accompany the process of adoption, making implementation challenging, such as the issue of credibility, effectiveness gauging, and the willingness to maintain meaningful interaction with consumers in a highly competitive digital environment.
The measurement of the ROI is one of the greatest challenges since the outcomes of influencer marketing are not always precise to measure (Singh and Turner, 2023). Although the engagement rates, impressions, and conversions are useful measures of effectiveness, they are not always effectivein measuring long-term brand influence. The problem of attribution also makes the evaluation more complex, since several touchpoints affect the decisions of consumers. Also, influencers' pricing models and the type of campaign introduce cost-effectiveness irregularities, making it hard to decide whether influencer partnerships are worth the financial expense.
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Figure 4: Trust Breaking Factors for influencers
(Source: SlickText, 2025)
The graph shows major aspects that undermine consumer trust in influencers, with the most important aspect being excessive sponsored content, with 31.07 percent. Other areas of concern are politicised content at 17.78 percent and stereotypical phrases of influencers and heavily edited images, both of which are over 14 percent. These results put the focus on authenticity in maintaining engagement. The fact that factors like limited personal sharing are not as crucial is indicative that audiences value the degree of sincerity rather than the amount of content, which supports the need to balance and make influencer communication strategies credible (SlickText, 2025).
Expanding on the graph, one can see that the issues affecting the use of the influencer marketing approach are considerably complicated by trust-related problems. The presence of a large share of sponsored content and repeated product advertising leads to audience burnout and makes it less effective in engaging the audience. More so, over-the-top promotions and fake nature raise doubts, weakening the ability of the influencers to persuade. Carter et.al (2025) stated that these problems suggest the perception of consumers is very critical in the success of the campaign. As a result, the brands should choose influencers with great care and create campaigns that focus on transparency and credibility to reduce the loss of trust and improve the general effectiveness.
The second issue with the concept of influencer marketing is that there is no standardisation and regulatory transparency among campaigns. Harris (2023) highlighted that guidelines are present, but their application and implementation may be different, and hence, disabilities in consistency in disclosure practices. Such ambiguity can pose some threats to brands in the form of compliance and reputation management. On the other hand, Davies and Clark (2026) suggested that there is a gradual but steady increase in the transparency and accountability within the industry with the changing regulatory frameworks and the promotion of more responsible practices. Regardless of these achievements, companies need to keep track of the process of regulation changes and control compliance with the ethical standards to preserve the trust of consumers and prevent possible legal issues.
The issue of platform fragmentation also makes influencer marketing adoption difficult because brands have to deal with several social media platforms that have varied audience behaviour and content types. Edwards (2024) suggested that every platform should have specific strategies, which complicates operations and resource investment. Although such diversity enables the targeted interaction according to diverse consumer groups, it also requires more organization and professionalism. The cross-platform campaign management may create discrepancies in both the message and performance measurement, so the firms will have a hard time preserving a consistent brand image and maximising the engagement results in diverse digital contexts.
The implemented influencer marketing in the UK consumer goods sector is predetermined by various interrelated issues such as lack of trust, problems with determining ROI and regulation, and the complexity of the platform (Morgan et.al 2025). All these affect the efficiency and viability of influencer-based strategies. Although influencer marketing presents a great chance to market the brand and attract attention, its correct use is associated with planning and constant assessment. The challenges will become crucial in the context of the industry becoming mature; as such, it will be necessary to focus on them to make sure that influencer marketing will continue to be an efficient and relevant part of contemporary marketing.

[bookmark: _Toc230775358]2.6 Theories and models of marketing 
As per Thompson (2024), the marketing theories and models give a systematic background on the value creation, communication, and perception that occur in the dynamic consumer environments. These frameworks can be used in the context of influencer marketing to understand the way digital personalities influence the attitudes and behaviours of consumers. Conventional frameworks like the marketing mix and relationship marketing have been made to fit the social media dynamics. Reed and Collins (2025) suggested that their application has to be done while keeping the highly varying and volatile nature of the industry, with influencers varying from having some thousand followers to being literal celebrities.
Lopez (2023) stated that the AIDA model, which includes attention, interest, desire, and action, is quite applicable to influencer marketing. Influencers can use captivating content to draw attention, keep it through storytelling and increase desire through the use of endorsements. This chronological sequence is very much in line with the social media consumption patterns. Opposing this, Stewart (2026) argued that the non-linear nature of digital interaction can disrupt this process, as consumers may skip certain stages or engage only intermittently thereby reducing the predictive accuracy of the AIDA model within an influencer-based marketing context..
Kumar et.al (2024) highlighted that the theory of relationship marketing focuses on long-term involvement and building trust between brands and consumers, which is very similar to the practice of influencer marketing. The influencers build long-term relationships with their followers by establishing a regular communication process that results in the form of loyalty and an emotional bond. This interpersonal strategy boosts retention and referral of customers, and thus influencer partnerships can be very useful. Placing advertising messages into the context of the real stories, influencers promote relationships between brands and consumers over time, which will support the principles of relationship marketing in the modern digital world and enhance the results of engagement in the long-term.
The social proof theory is one of the key elements in the explanation of the effectiveness of influencer marketing. As per Nguyen (2023), consumers tend to use the behaviour and opinions of other consumers to make their own decisions, particularly in uncertain purchasing situations. Influencers serve as the overt sources of validation, which creates perceptions by creating endorsement and mutual experiences. The high engagement measures also add credibility to it because they indicate popularity and acceptance. Contrary to this,Foster and Hall (2026) opined that excessive exposure to sponsored content can undermine social proof because viewers will become less trusting of recommendations, which will diminish the persuasive effect of influencer-based recommendations.
The source credibility model is concerned with expertise, trustworthiness, and attractiveness as a factor that determines the effectiveness of the message. Ahmed (2024) stated that these dimensions directly affect the perceptions and the level of engagement of the audience in influencer marketing. Knowledge influencers and authentic influencers will be more persuasive to consumers and will elicit behavioural responses. This model offers a viable framework for checking the suitability of the influencers. Credibility is, however, unstable, where lack of consistency in the content or over-commercialisation can easily shatter the credibility, and the success of influencer campaigns will fail even when the audience initially trusted their campaigns (Brown and Lewis, 2025).
The elaboration likelihood model describes the manner in which consumers interpret persuasive messages by taking a central route and a peripheral route. Influencer marketing tends to be implemented via the peripheral route, meaning that attractiveness or popularity is used as a cue to make a choice instead of information (Chen and Wong, 2023). This will allow rapid and extensive interaction, especially in the rapid digital space. Nevertheless, peripheral cues can lead to shallow processing, which prevents long-term change of attitudes, as well as decreases the permanence of consumer interest. Davis (2026) highlighted the need to incorporate informative content to enhance more profound thinking and long-term influence.
Marketing theories and models can be used to offer an important understanding of the driving forces behind the effectiveness of influence marketing. Models like AIDA, social proof, relationship marketing, and source credibility, among others, cumulatively describe the influences that influencers have on the perceptions and behaviours of consumers (Robinson et.al, 2024). These models provide a methodological perspective on analysing digital engagement strategies. Nevertheless, the dynamic character of social media necessitates the constant adjustment of these theories because of the strict adherence to which they may not be able to consider new trends and intricacies. That is why it is crucial to combine the classic patterns with modern knowledge in the field of influencer marketing.
[bookmark: _Toc230775359]2.7 Research gap 
There has been significant gap identified from the review of previous literature work in relation to the concept assessing the role and emergence of the influencer marketing in terms of boosting the customer engagement particularly in the consumer goods industry. The previous works also lacks in providing detailed analysis regarding the relationship between influencer marketing and credibility, authenticity, and consumer engagement in the context of selected industry. Therefore, the present research is based on identifying these literature gaps and addressing these gaps through lens of critical discussion and evidence generated through thorough research and analysis. 
[bookmark: _Toc230775360]2.8 Conclusion 
It is concluded that influencer marketing has been recognised as one of most important and emerging marketing tactic that helps the brands to attract more clients in quick time and enhance their overall engagement levels. It is also concluded that the authenticity of the influencers is one of leading factor that affects the effectiveness of the influencer’s marketing efforts in line with boosting the engagement level of the clients. 


[bookmark: _Toc230775361]Chapter 3: Research Methodology
[bookmark: _Toc230775362]3.1 Introduction 
This chapter outlines the methodological framework that will be used to investigate the role of influencer marketing in the process of increasing customer engagement in the UK consumer goods industry. The research design is a secondary qualitative study, which aims at the interpretation and synthesis of the available literature, reports, and case-based evidence (Bergmann, 2023). The chapter defines the research philosophy, strategy, approach, methodological choice, time horizon, data collection and methods of data analysis in the study. Moreover, it presents ethical implications and important limitations of the research process. The methodological design is systematic in approach and thus makes sure that research aim and objectives are well covered. Using secondary qualitative data, the research has produced detailed information on influencer marketing, consumer behaviour, and the role of credibility and authenticity. This did allow to create rich context-driven and analytically based findings that can be applied to the changing digital marketing environment.
[bookmark: _Toc230775363]3.2 Philosophy 
Research philosophy is the collection of assumptions about the nature of the reality and how the knowledge is formed (Yusoff and Abd Rahman, 2024). The interpretivist philosophy that is guiding this study is mainly assuming that the social reality is not predetermined but it is created in the process of human experiences, perceptions, and interactions. Within the framework of influencer marketing, customer engagement cannot be viewed as a quantifiable experience but a subjective one, which is influenced by trust, relatability, and personal response to digital content.
Ontologically, interpretivism acknowledges that there can be various realities, i.e., different consumers can view influencer content differently based on their tastes, culture, and trust (Acharya, 2025). For instance, one consumer can perceive an influencer as credible and genuine, whereas another can see the same content as being too commercialised. This difference underscores the need to probe meanings and not assume an objective truth.
Knowledge is created based on the interpretation of qualitative data in terms of epistemological perspective (Joyce et al., 2023). Rather than measuring things numerically, the researcher is using textual materials, including academic articles, industry reports and case studies to learn the themes and trends behind them. This enabled further insight into credibility and authenticity of influencers impact engagement behaviours.
This method is especially appropriate in this study as it allows the investigation of how and why questions, which are supported by the interpretivist approach. It allows the researcher to study influencer/consumer relationships in a more detailed manner that reflects the intricacy of online relationships. In spite of the subjectivity that can be criticised in interpretivism, the limitation of the study is determined by systematic data analysis and critical interpretation (Pervin and Mokhtar, 2022). The study be making sure that they have credibility and analytical rigour by being transparent and consistent in the research process. In general, the interpretation of influencer marketing in social and behavioural terms has a solid basis of knowledge in the field of interpretivism.
[bookmark: _Toc230775364]3.3 Approach 
The research method embraced in the study is inductive research method where insights and theoretical understanding are constructed through analysis of available data. The inductive approach, in contrast to a deductive one, in which the patterns and themes emerge naturally out of the data (Proudfoot, 2023).
This methodology is suitable to the research because it aims to investigate the impact of influencer marketing in an ever-changing and dynamic digital landscape. Instead of assuming strict guidelines, the study starts with an extensive literature review and subsequently pinpoints important themes in the context of customer engagement, influencer credibility, and authenticity (, 2025).
In the process, the researcher is able to gain a better insight into the manner in which influencer marketing works in the UK consumer goods market. As an illustration, trends can arise that consumers will be more responsive to influencers who are transparent and consistent in their content. These are insights that are based on the data and not pre-conceived.
Inductive approach is also flexible and gives the researcher a chance to be flexible to new findings as the analysis advances (Vears and Gillam, 2022). This is therefore be especially helpful in digital marketing research where trends and consumer behaviours evolve quickly.
Also, the methodology facilitates the formulation of viable recommendations through the connectivity of the patterns observed with the real world. The research determines effective strategies that organisations can embrace to enhance customer engagement through an analysis of the existing studies and industry evidence.
Altogether, the inductive approach augments the exploratory character of the research, as it allows developing the insights about the meaning and context-dependent aspects of influencer marketing practices.
[bookmark: _Toc230775365]3.4 Strategy 
The study follows a qualitative document analysis approach whereby it entails the analytical examination and interpretation of already available textual data to produce meaningful information (Morgan, 2022). The approach is especially suitable in the context of the current research because it is based on secondary qualitative information retrieved in the form of academic sources, industry reports, and case-based evidence concerning the influencer marketing and customer engagement in the UK consumer goods sector.
The analysis of documents allows the researcher to learn about the conceptualisation, implementation, and assessment of influencer marketing in various settings (Trundle and Phillips, 2025). It offers access to a broad scope of real-life examples, such as brand campaigns, consumer reactions, and industry practices, which are crucial to comprehend to the dynamics of customer engagement. This method is time-efficient and cost-effective unlike primary research strategies because it is possible to analyze already known information.
The plan is a systematic process of identification, selection and analysis of pertinent documents. The sources are selected with a care in terms of relevance, credibility, and contribution to the research objectives (Shaheen et al., 2023). These includes peer-reviewed journal articles, market research reports and company case studies that expound on the influencer behaviour, communicative styles and the outcomes of engagement.
The aptitude of document analysis to take contextual depth is one of the essential strengths of the technique. It gives the researcher the opportunity to not only look into what is being communicated but how and why some influencer marketing strategies work. It is especially crucial in interpretivist research, in which the comprehension of meanings and perceptions is the focus. 
Document analysis is more appropriate in this study than other research methods, like surveys or experiments, as it does not create a number of figures but it is more about the interpretations of information already known. It also circumvents the drawbacks of primary data collection like time constraints and restricted access to the sample. However, the strategy must consider sources carefully to reduce bias and make them reliable (Burkholder and Phillips, 2022). The study increases the validity of its analysis by relying on a variety of sources and cross-referencing of results.
Altogether, the qualitative document analysis approach offers a flexible, but systematized method of researching influencer marketing practice and its influence on customer engagement, which guarantee the research adheres to the philosophy of the research and its goals.
[bookmark: _Toc230775366]3.5 Choice
The research design used in the study is a mono-method qualitative research design, which involves the analysis of secondary qualitative data. This is the right decision as the research is exploratory and focuses on perceptions, experiences, and meanings (Mohamed and Shoufan, 2024).
A qualitative method enables the researcher to delve deeper into such complex issues like authenticity and credibility. These notions cannot be easily measured and may be researched successfully with the help of textual analysis of available literature and case studies. A mono-method design is used which guarantees uniformity in data collection and analysis (Taherdoost 2022). The research has a clear and coherent methodological direction by addressing only qualitative data. It also enables a more elaborative interpretation of results because the researcher is able to focus on finding the patterns and themes in the data. For example, the analysis of influencer campaigns by brands demonstrates how qualitative data, including consumer comments, reviews, and social media interactions, can provide deeper insights into customer perceptions, trust, and authenticity. 
Although this study may benefit by offering more insights on the topic through mixed-method research, it is not a requirement because the main goal of the study is to build a profound comprehension of influencer marketing and not to establish a statistical relationship. The use of secondary data also contributes to the research being more practical and feasible since primary data collection is not necessary (Ganesha and Aithal, 2022). Simultaneously, the utilization of various sources makes the analysis comprehensive and balanced.
By and large, the selected research design is appropriate to the aim of the study to produce deep and insightful information about customer engagement in the digital marketing environment.
[bookmark: _Toc230775367]3.6 Time horizon 
The study adheres to a cross-sectional time horizon where the researchers consider data available in the form of existing sources in a given time frame. This methodology gives a review of the existing trends and practices in the UK consumer goods influencer marketing industry.
This study conducted in the cross-sectional design because it enables the researcher to study recent developments without the necessity of a long-term data collection (Aboussalah et al., 2022). or example, recent reports, social media campaigns, and case studies related to influencer marketing in the UK consumer goods industry can be analyzed within a specific time frame to understand current consumer engagement trends and marketing practices. Considering the dynamic character of digital marketing, it is especially significant to seize up-to-date insights.	Comment by Faizu Edu: Show example 
The information employed in the study is mainly that of the recent years and this has ensured that the information is updated and in line with the current consumer behaviour and marketing practices. This increases the applicability and relevance of the research to the current industry practices.
A longitudinal approach may be able to give some insight into changes over time, but it is not possible within the context of this study. Moreover, the utilization of numerous new sources contributes to receiving a holistic picture of trends without having to spend a long time on gathering data (Majka, 2022).
On the whole, the cross-sectional time horizon enables the research to be focused, efficient and relevant.
[bookmark: _Toc230775368]3.7 Data collection 
Secondary qualitative data is the basis of data collection in this study. Among them are academic journals, industry reports, company case studies, and reputable online sources of information on influencer marketing and consumer engagement (Cheong et al., 2023).	Comment by Faizu Edu: Try to add your own points to this do not just repeat what the author have said
Relevant sources are found through a systematic search strategy. The keywords influencer marketing, customer engagement, credibility and authenticity are used in academic databases and online resources. This guarantees a relevant and comprehensive data collected.
Inclusion criteria are set to determine the relevant sources (Zetterstrom and Waernbaum, 2022). These are relevance to UK consumer goods industry, attention to influencer marketing and the provision of qualitative information like case examples or descriptive analysis. Any sources that fail to meet the requirements are rejected so as to sustain the quality of the research.
This will enable the researcher to trace the source of information and be consistent in the analysis. The main benefit of secondary data usage is that it gives access to a variety of views (Kumara, 2022). It enables the researcher to examine the findings of various studies, a factor that increases the level of depth and trustworthiness of the research.
However, the researcher critically examines the reliability of each source to check the accuracy and relevance. The process of data collection is systematic and well organized in general and this would ensure that the study is founded on reliable and meaningful data.
[bookmark: _Toc230775369]3.8 Data analysis 
The thematic analysis is used in the study to analyse the data obtained. This technique is based on the identification, analysis, and interpretation of the patterns or themes in the qualitative data (Ahmed et al., 2025).
The analysis process starts with familiarisation and in this process the researcher goes through all the sources selected to get an overview of what the sources entail. This is then followed by the process of coding where major ideas and concepts are recognized and labeled. For example, themes such as ‘authenticity’, ‘trust’, ‘customer interaction’, and ‘engagement behaviour’ may be coded from journal articles, industry reports, and influencer campaign case studies.
These codes are further divided into more general themes that reflect the key points of influencer marketing and customer engagement (Christou, P2022). Authenticity, trust, communication style, and audience interaction could be identified as some of the themes during the analysis.
Reviewing and refining of these themes are conducted to make sure that they reflect the data. Such a process can be used to determine the relationships among various factors and how they impact customer engagement. The thematic analysis is most appropriate in this research since it enables a structured and yet flexible meaning making of qualitative data (Mishra and Dey, 2022). It helps the researcher to derive some meaningful information out of a huge amount of information. On the whole, this approach is an efficient and organized way of examining the impact of influencer marketing on customer engagement.
[bookmark: _Toc230775370]3.9 Ethical consideration 
To guarantee integrity, transparency, and credibility of the research process, ethical considerations are key (Patil, 2025). Despite the fact that the research is based strictly on secondary qualitative data and no direct contact with human subjects is involved, the ethical standards are observed very strictly.
All the sources used in the study are well referenced to prevent plagiarism and to honour the rights of the intellectuals. The researcher makes sure that no data is misrepresented and interpreted in a biased manner (Ali et al., 2025). Caution is observed to maintain the original meaning and context of the information obtained in the academic literature, industry reports and case studies.
Moreover, the use of only credible, peer-reviewed and publicly available sources is used to ensure the reliability and authenticity of findings. The transparency in the research process is maintained by recording data selection and analysis processes.
The researcher is also aware of the possible bias in interpretation and takes a reflexive stance to reduce the impact of subjectivity. In general, compliance with ethical principles will enable the study to be academically sound and to yield credible results.
[bookmark: _Toc230775371]3.10 Study limitation. 
The study has a number of limitations in spite of its correct designed methodology. Firstly, the use of secondary data limits the possibility of real-time consumer insights as the study relies on information that has already been published (Kumara, 2022). This can limit the potential to record the most current trends and fast changing behaviours in the digital marketing settings.
Secondly, there is an element of interpretation in the qualitative analysis of data, and this might create bias in the researcher. Though systematic analysis is made to ensure objectivity, the subjective aspect of interpretation cannot be totally done away with.
Also, the research is narrowed down to the UK consumer goods sector, thereby reducing the ability to generalise the results to other sectors or locations. The dynamics of consumer behaviour and influencers can be very different in various markets.
The possible presence of the publication bias is also another limitation because the available literature might focus on a successful influencer campaign and neglect unsuccessful ones (Baldwin et al., 2022).
However overall, these limitations do not diminish the overall reliability and depth of the research results due to the variety of sources, the credibility, and the relevance of the sources that have been published recently.
[bookmark: _Toc230775372]3.11 Conclusion 
This chapter has explained the methodological framework that has been used in the study, giving a clear explanation to each research choice. An interpretivist philosophy and an inductive approach help to explore the topic of influencer marketing and customer engagement in detail.
The qualitative research design is supported by secondary data and thematic analysis that allows gaining a holistic perspective on such important concepts like credibility, authenticity, and engagement. The selected methodology allows being flexible. 
Despite some limitations, the general research design is well aligned to the study objectives and aims. It helps to form a solid background of the further analysis and discussion and give useful contribution into the efficiency of influencer marketing strategies of the UK consumer goods industry.
[bookmark: _Toc230775373]Chapter 4: Data and analysis
[bookmark: _Toc230775374]4.1 Introduction 
The analysis and discussion section contains findings determining the role of influencer marketing in customer engagement in the UK consumer goods industry. The aim of this chapter is to analyse the data obtained from secondary qualitative sources and to analyse the findings and how these meet the research aim, objectives and questions stated in earlier chapters.
Thematic analysis approach is used to analyse the data where key patterns, themes and relationships emerge from the information collected from the secondary research. Given the nature of the study and the fact that it involves subjective and context-dependent factors such as influencer credibility, authenticity and customer engagement, this approach is particularly well suited to the current study.
[bookmark: _Toc230775375]4.2 Themes
[bookmark: _Toc230775376]4.2.1 Influencer marketing has evolved into a dominant digital strategy within the UK consumer goods industry
In the study by Leung et al., (2022), a key advantage of influencer marketing in UK consumer goods market is that it allows brands to reach consumers through influencers who are trusted. Furthermore, it can be measured and tracked, which is not always possible in the advertising campaigns. From Instagram to TikTok, YouTube and Facebook, UK consumers are finding out about products from influencers who serve as relatable middlemen between brands and consumers (Cartwright et al., 2022). Unlike slick brand campaigns, the recommendations from influencer are found genuine and personal, resulting in them being quite effective across categories such as beauty, fashion, food, household goods and lifestyle products. This increase is moreover driven by the behaviour of shoppers in the UK. 
According to the view of Rathod et al., (2022), consumer demands have become more personalized and only with the help of influencers who produce demonstrations, reviews, tutorials, and even “day-in-the-life” videos can explain the integration of consumer products into consumers' daily lives. For instance, a skincare influencer can demonstrate the long-term effectiveness of a skincare product, while a home organisation creator can demonstrate how a storage product would function in a small flat. This real-world application helps remove uncertainty in decision making.
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Figure 1: United Kingdom Influencer Marketing Platform Market
(Source: Spherical Insights, 2024)
From the image above it can be determined that The UK influencer marketing platform market is projected to rise from USD 1,143.6 million in 2024 to USD 9,374.5 million by 2035, growing at a CAGR of 21.08% (Spherical Insights, 2024). The same has been supported and determined by Chan, (2022), which determines emergence of micro- and nano-influencers is another important factor which is growing overall market segment. Many consumer brands in the UK now opt for micro influencer having more engaged audiences as they can often lead to greater trust and better conversion rates than celebrity audiences. These smaller influencers have smaller circles, which can be great for niche marketing campaigns and regional or lifestyle marketing. The reason brand opts for micro influencer is also related to the reduction of the expenses and extra adaptable associations, especially when it comes to competitor retail.
Cited by Migkos et al., (2025), another aspect of influencer marketing that companies can monitor the performance of their content easily with affiliate links, discount codes, shoppable posts and sponsored videos, which are not the same with some traditional media platforms. This is a compelling option for UK consumer goods businesses which are looking for to find exact return on investment from their influencers. Meanwhile, influencer content can help reinforce a brand's identity over the long haul, fostering familiarity and connection.
However, in the view of Alvarez-Monzoncillo, (2022), the approach isn't without its challenges. Consumers are more tuned into paid promotions than ever, and transparency and authenticity are key. Brands need to be aware of and carefully use partnerships, as UK laws and advertising rules mandate that influencers disclose sponsored content.
Overall, influencer marketing is a very popular option in the UK consumer goods sector due to its persuasive and authentic nature, ability to reach digitally active audiences and the engagement and commercial results it provides. With the continuous growing of social commerce, its value may increase even more.
[bookmark: _Toc230775377]4.2.2 Customer engagement is driven by the quality, relevance, and presentation of influencer-generated content
Cited by Dharomesz and Adyantari, (2026), Quality, relevance and presentation of influencer-generated content affect how well audiences engage, trust and act on the content they see and what motivates customers to engage. In the digital marketing sphere, there forms of engagement, such as comments, saves, shares, and purchases indicates an authentic interest. Sharing content that is of value, relevant, and visually appealing is setting influencers apart from the rest because it meets consumer expectations for value and authenticity.
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Figure 2: Influence of social media on consumer buying behaviour
(Source: Sindhuja et al., 2023) 
As per the image the trust of depends on the various factors which includes credibility, expertise, quality and attractiveness. Further in the view of Mir and Salo (2025), the first core aspect of quality is to establish credibility. Whether in videos, photos or stories, high quality content is clearly visible and professionally edited engages more with audience. Even the highest recommendation may seem suspect if the production is substandard. For instance, a beauty influencer's video with shaky hand and poor audio will result in the loss of viewers at a fast rate whereas clear 4K videos with a close-up product demo, will capture the attention of viewers and result in higher engagement (Rungruangjit and Charoenpornpanichkul 2022).
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Figure 3: Influencer Marketing Statistics.
(Source: Market.biz, 2024)
Currently as per the image Instagram dominates influencer marketing, with 79% of marketers using it, 77% brands adopting it, and 46.81% seeing strong ROI among users aged 25–34 (Market.biz, 2024). According to the view of Zhan and Choi, (2022), the other aspect which is also vital is relevancy of influencers. Content should relate to the audience's interests, needs and context to engage them. The key to influencers' success is having a good understanding of their followers' demographics, pain points, and preferences. Relevancy can also be achieved through timeliness, connecting content with trends or seasons or to a cultural event.
Besides determined by Andrewson and Nelson, (2026), presentation ties it all together, making content easily consumable and shareable. Engaging storytelling, user friendly language and interaction such as polls, Q&A, challenges, etc. increase engagement. Besides, carousels, Reels or short-form videos can outperform static posts visually, especially when it comes to the short attention span required for social media. Eye-catching thumbnails, bold captions with calls-to-action and using emojis to direct the viewer's eye can be used in a well-presented post. 
[bookmark: _Toc230775378]4.2.3 Platform selection significantly influences engagement outcomes due to varying user behaviours and content formats
According to view of Ebrahimi et al., (2023), the choice of platform is critical in influencer marketing as every social media platform is unique with its distinct kind of users and content formats and people’s approaches towards consuming content. Marketing strategies cannot be replicated across all platforms as people act differently on each platform. For brands to make a strong impact with customers, it is important to select the platform that is most suited to your target audience and campaign goals.
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Figure 4: Comparison of social media platforms
(Source: Mindesigns, 2025)
The chart above compares platform strengths: Facebook has the most users, Instagram excels in influencer marketing, TikTok attracts Gen Z, while LinkedIn suits B2B networking and professional content The same has been determined by Yip et al., (2024), TikTok has a primary emphasis on brief, amusing and trendy videos. TikTok users typically look for content that is both quick and engaging, as well as being authentic. Influencers here participate in trends, challenges, music and short product demo. Informal and entertaining content tends to do better than very slick ads. If brands attempt to follow the same style of traditional advertising on TikTok, they might not get as much engagement as users would like because they are looking for informal and relatable videos. For that reason, brands need to tailor their content approach in order to resonate with the culture of the platform.
Contrary to TikTok as cited by Aldous et al., (2023), Instagram is more visual focused and lifestyle oriented in comparison. It makes it possible for brands and influencers to post images, carousels, Stories, and Reels. Different types of content that Instagram users are searching for include aesthetic ideas, fashion advice, beauty tips, and product ideas. In other words, while engagement on Instagram tends to be more detailed, this is likely because users can save posts, share them with friends and/or visit a particular influencer's profile before deciding to purchase. It is very effective to use high-quality visuals and storytelling on this platform.
Besides as per the view of Mummalaneni et al., (2026), the platform YouTube is suitable for long videos and educational material. YouTube users commonly look for product reviews, comparisons, “how-to” videos, and tutorials when buying products. This basically associates with more trust-based engagement as they spend more time watching the content and listening to the opinion of the influencer. YouTube's influencers can describe products in detail and this helps them to establish more strong relationships with their followers.
Overall, all platforms will have their own way of communicating and how users behave. TikTok is known for its quick and fun videos, Instagram for the visual stories, and YouTube for lengthy and informative videos (Ronkainen, 2023). As a result, brands need to be mindful of the platform they choose for their product and audience. By selecting the right platform, businesses can boost customer engagement and brand awareness, as well as leverage it for effective marketing.
[bookmark: _Toc230775379]4.2.4 Audience alignment and influencer–brand fit are essential for enhancing meaningful customer engagement
In the view of Farokhi et al., (2024), one of the core principles of influencer marketing is alignment influencer with the brand as it aids in establishing trust, relevance, and authenticity between brands, influencers, and their audiences. If influencers recommend products that resonate with the interests and values of their audience, it's more likely that audiences will engage with the content and trust the recommendation. If not aligned, campaigns can seem unrealistic or manipulated, which decreases engagement and marketing effectiveness.
Audiences’ alignment is basically concept where influencer's followers align with the brand's target audience. This includes commonalities in age, interests, lifestyle, values and buying behaviour. Cited in the study by Okonkwo and Namkoisse, (2023), people will take the content more seriously when it reaches the right audience, thereby increasing the likelihood of engagement. For instance, the followers of a sustainable fashion brand are more likely to engage with the campaign because if the person they follow has a history of discussing eco-friendly living. But, if this product is marketed to a different audience, engagements can be lower as followers might not find the product relevant.
Influencer–brand fit is also significant as it concentrates on the match between the image of the influencer and the brand. For the content to be natural and believable, influencers need to be authentic with the products they are promoting. If the influencers are genuine users and supporters of a product, then the audience feels the recommendation is authentic. This fosters deeper emotional engagement and builds trust in the influencer and the brand.
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Figure 5: Seeking effective fit: The impact of brand-influencer fit types on consumer brand attitude
(Source: Che et al., 2025)
The diagram shows that brand-influencer fit affects certainty and pleasure, which shape brand attitude, while cognitive style moderates these relationships. Conversely cited by Nkegbe and Abor (2023), when the fit between the brand and the influencer is not strong, it can have a negative impact on campaigns. When influencers endorse products that aren't aligned with their content or personal beliefs, followers might see this as a transaction rather than a genuine endorsement. This can impact viewers' trust and engagement levels. Today's consumers are very aware of paid promotions and can easily see when the information is fake or unrealistic.
A great alignment of the audience and an appropriate influencer–brand match can result in better campaign performance. Brands can achieve better customer engagement, trust and purchase intent. The collaborations can also foster long-term customer loyalty as audiences get used to the influencer's recommendations and trust them over time.
[bookmark: _Toc230775380]4.2.5 Credibility and authenticity are central determinants of trust and long-term engagement
As per the view of Brotkin (2024), the credibility and authenticity in influencer marketing is crucial as it fosters trust between the influencers, brands, and audience. Today, in digital marketing, the consumers are inundated with a lot of advertising messages on a daily basis. Thus, many people opt to listen to suggestions from influencers they trust instead of the direct ads of a company. The audience will trust products promoted by influencers when they seem genuine and real. If the influencers are perceived as genuine and real, the audience will trust the products that they are promoting.
The view by Syed, (2025), determined that the credibility is built on knowledge, uniformity, and integrity. Fashion, fitness, beauty, technology and other bloggers who post on a particular subject on a regular basis often appear to be experts and trusted sources. These influencers are thought to know the products they endorse due to their experience in that product. The regularity of content and communication also helps to build credibility as followers come to expect a reliable, professional, influencer.
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Figure 6: Building Brand Trust Through Influencers
(Source: Sarkis et al., 2026)
The framework shown by Sarkis et al., (2026), represents that influencer credibility, authenticity, interactivity, and influencer–brand alignment positively influence consumer engagement. Higher consumer engagement then leads to increased brand trust. The model highlights that authentic communication, strong audience interaction, and credible influencer partnerships are essential in order to build customer relationships and improving trust in brands.
 On the contrary as per the view of Talha et al., (2024), authenticity is also a major factor, as it will make the influencer content more relatable and authentic. Authentic influencers do not just talk about the positive aspects of a product but they share their true opinion and experience. Consumers like this type of influencer that discusses the pros and cons of products. This transparency fosters emotional connections and builds trust with the audience.
According to Jain et al., (2026), it's easy for consumers to recognize when material seems overly commercial or spurious. Excessive promotion by influencers of unrelated products or promoting a brand for money will cause audiences to distrust influencers. This will decrease engagement and negatively impact on the influencer's and brand's image. Conversely cited by Soloviov (2025), influencers are able to create loyal followers if they maintain their authenticity, which in turn means they are able to develop communities of followers that will engage with them for long periods.
Meaningful engagement is possible from credibility and authenticity (Syed, 2025). When followers know that they can trust the influencer, they are more likely to leave comments, share posts, save posts to their profiles, and recommend the product to others. This trust also works in favour of brands as the people are much more likely to buy its products when they are suggested by reputable influencers.
Authentic engagement is deeply linked to long-term engagement. Even if trends shift, loyal followers support influencers because they have built up the relationship and trust over the years. Brands will benefit from improved marketing results, including greater customer loyalty, repeat sales, and word-of-mouth promotion.
[bookmark: _Toc230775381]4.2.6 The effectiveness of influencer marketing is constrained by issues related to measurement, authenticity, and artificial engagement
Although influencer marketing is prevalent among brands, it has some significant problems. Cited in the study by Okonkwo and Namkoisse, (2023), the primary issues are the challenges of measuring the success of campaigns, concerns about authenticity and the increasing number of fake engagements. These issues add to the lack of trust and make it difficult to develop effective and consistent brands.
Measurement is one big problem. One of the challenges of influencer marketing is that it often doesn't have obvious measures of success like the case of traditional digital advertising. It can be challenging for brands to determine if sales and customer activity is directly correlated with influencer campaigns (Diallo and Ojaghi, 2025). Likes, comments, views, and shares are a few of the metrics used by many companies to gauge performance. However, the numbers can often fail to accurately describe actual business results, like customer retention, product sales or increasing profits. This can make it challenging for brands to track ROI effectively.
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Figure 7: Challenges of Influencer Marketing
(Source: Munro Agency, 2026)
The key challenge that has been identified as per the image above is first related to the selection of the right influencer. Furthermore, it becomes important to main authenticity with the measuring of the return of interest. Moreover balance of the control and creativity is significant. On the contrary as cited by Khalfallah and Keller, (2025), the key factor to consider for influencer marketing is authenticity. Now consumers are more aware of sponsored content and paid promotions. Audiences could lose trust in influencers if they sell lots of products or they advertise things that they are not actually using. It is possible for followers to identify when partnerships feel more business oriented. This minimizes customer interactions and can tarnish the influencer's reputation as well as the brand's.
Also as stated in the study by Sands et al., (2022), one of the significant problems is “artificial engagement”. There are some influencers that purchase fake followers, automated likes, and fake comments to make their online presence more popular. This means that brands are able to pay a huge price for influencers without any genuine or active audience. A fake engagement will give false campaign statistics as followers don't necessarily ensure influence and trust. Some influencers might look prosperous in the digital world, but offer little value for brands. Such issues make it challenging for companies to select the right influencers to promote their campaigns. Brands might find it difficult to determine which influencers will have actual audiences and authentic engagement. This can cause poor decision-making and the utilization of marketing budgets.
Therefore, in the view of Kim and Wang, 2024), brands need to take a moment to assess the influencers before joining in a partnership to minimize these obstacles. Their attention needs to be on engagement quality, not numbers, and cultivate relationships with trusted influencers rather than the focus on a short-term basis. Additionally, many companies are opting for micro-influencers due to their more genuine and engaged audience.
Basically, in the view of Che et al., (2025), there are significant issues with measurement, authenticity and engagement manipulation when it comes to influencer marketing. Such problems decrease the reliability of campaigns and complicate brands' ability to accurately assess the impact of marketing. For this reason, careful planning and selecting influencers is essential to make the campaign more effective.
[bookmark: _Toc230775382]4.2.7 Strategic use of micro-influencers, personalised content, and transparency enhances customer engagement outcomes
In the study by Ronkainen, (2023), by leveraging the right micro-influencers, customised content and authenticity, customer engagement can be enhanced in influencer marketing campaigns. These three are important in building trust, authenticity and better connections between brands, influencers and audience. With consumers becoming more particular in their online content consumption, the brands need to employ marketing techniques that are authentic and relevant.
In the view of Farokhi et al., (2024), Micro-influencers are social media influencers with smaller audiences that tend to be more engaged. Micro-influencers tend to engage their audience more than macro-influencers and celebrities because they often engage with their audiences by commenting, replying and communicating directly with them. Therefore, many of their audiences consider them to be more relatable and trustworthy and usually more authentic. The research reveals that micro-influencers get better engagement as followers believe in their views and appreciate their suggestions.
According to Nkegbe and Abor (2023), one more crucial aspect is personalized content. Generic ads seldom resonate with consumers because they are not relevant or interesting. Personalised content, on the other hand, caters to a particular audience with its interests, needs, and preferences in mind. Promotions are more believable when they are delivered from the heart by influencers who make use of their own style of content creation. Tutorials, product demonstrations, lifestyle videos and honest reviews generally produce more engagement, for instance, than the more scripted type of advertisements. Another advantage of personalised content is it enables brands to customise messages for various social media platforms and segments.
Besides in the view of Brotkin (2024), transparency is also key as it promotes consumer trust. Today, consumers demand transparency when it comes to paid partnerships and sponsored content. As long as it is clear that it is an advertisement, e.g., #ad or #sponsored, it is honest and adheres to advertising guidelines. Transparency also means providing honest product reviews and not overstating the claims. Balanced and honest reviews will foster longer-term trust with followers, which is more likely when the influencer is providing a review that is not biased.
Overall, a successful influencer marketing campaign is created when micro-influencers, personalised content and transparency are all in the mix. Micro-influencers offer genuine messaging, customised content resonates with target audiences, and transparency fosters trust. All of this contributes to better customer interactions, such as comments, shares, saves, and purchases of products.
[bookmark: _Toc230775383]4.3 Discussion 
The results validate the fact that the influencer marketing strategy has been one of the most crucial digital marketing trends in recent years. This aligns with the previous studies that state that the traditional method of advertising is being replaced with relationship marketing through digital outlets. Nowadays, consumers value content that is real, engaging and tailored to them over heavily commercial ads (Leung et al., 2022; Cartwright et al., 2022). While a lot of the existing literature has been very positive about the effectiveness of influencer marketing, the study did determine its limitations. For instance, its effectiveness is influenced by a number of strategic considerations such as content quality, platform choice, audience targeting and influencer-brand fit. 
The results furthermore reveal that customer engagement dependent on multiple factors and it is also interdependent. This study agrees with the earlier studies, which suggest that the quality and relevance of the content is a significant factor in engagement, as consumers are attracted to content which is useful, relatable, and visually appealing (Rathod et al., 2022). Besides the result also is emphasizing on the significance of storytelling, creativity, and presentation technique in boosting audience engagement. Previous studies focused more on authenticity, but the results of this study indicate that the presentation format, interactivity and visual aesthetics are also relevant in capturing the attention of consumers in the very competitive digital arena.
Another factor that was identified to impact engagement results was platform selection. This is consistent with previous studies that have reported that users' behavior varies in social media contexts. These results show that different types of engagement are fostered on each platform due to differences in content types and user expectations (Dharomesz and Adyantari 2026; Mir and Salo, 2025). TikTok is more focused on short videos and trends, whereas YouTube is more focused on longer videos and in-depth videos. The results in this study support the notion that marketing tactics with influencers need to be customized according to platform behaviour. Simultaneously, this study reveals another less discussed problem in earlier research: running campaigns across different platforms can actually make campaigns more complex and inconsistent, if strategies are not well coordinated.
Another major finding is that of audience alignment and influencer–brand fit. While existing literature agrees on the value of aligning the right person to the right product, this study offers a greater degree of certainty that there must be alignment between influencer, brand and audience for meaningful engagement (Zhan and Choi, 2022). Furthermore, this is also in line with relationship marketing theory that focuses on the importance of trust and long-term relationship between consumers and brands.
The topic of credibility and authenticity reinforces the theories followed already, such as source credibility model. The results reaffirm that trust and engagement are vital to trust building and long-term engagement are rooted in honesty, transparency, and consistency. However, while authenticity is key to influencer marketing, commercialisation and over-sponsored content can lead to diminished trust (Andrewson and Nelson 2026). People are becoming more aware of the paid promotions and are able to easily see it when content feels commercialized or unrealistic. Thus, the results indicate that authenticity cannot be taken for granted and is a conscious effort on the part of both influencers and brands to create and sustain it.
Moreover, the study shows that there are some structural issues that hinder the efficiency of influencer marketing (Yip et al., 2024). Some of the challenges that come with fake followers, fake engagement, and challenges with measuring ROI is consistent with the results of previous studies. This study, however, also shows how these problems directly impact on campaign evaluation and business decision-making. Brands are unsure of the outcomes of influencer marketing due to the absence of standardised measurement systems and reliable performance data. For that reason, it’s easy to see how there's a disconnect between what influencer marketing can do and how it's done in companies.
[bookmark: _Toc230775384]4.4 Conclusion 
In conclusion, influencer marketing has become a major fashion in the consumer goods industry in the United Kingdom, due to the quality of the content, engagement on the platform, and the authenticity of the relationship between an influencer and a brand. Trust and long-term engagement can only be built on credibility and alignment with the audience, but challenges such as measurement, authenticity and fake engagement values still remain. 


[bookmark: _Toc230775385]Chapter 5: Recommendation and conclusion 
[bookmark: _Toc230775386]5.1 Conclusion
The aim of this study was to explore influencer marketing as a driver of customer engagement in the UK consumer goods market. The study adopted a secondary data methodology that leverages academic literatures and empirical research to build up a comprehensive understanding of consumer reactions in the context of influencer marketing strategies, guided by an interpretivist philosophy and an inductive qualitative strategy. 
In terms of the first objective the study finds that influencer marketing has become an integral part of UK consumer goods firms' digital communications strategies and no longer a peripheral and experimental tactic. Brands have been allocating budgets away from traditional advertising channels and into influencers over the past few years. Influencer marketing is is now part of the brand strategy structure and the shift is driven by the rise of platforms like Instagram, TikTok and YouTube, which have opened up spaces for creating content that is highly visual, interactive and civic.
The study also reveals that the growth of influencer marketing is not just a matter of numbers; it's also a matter of quality. Brands have shifted from product placements to more complex and story-driven partnership where brands are made part of a larger story which revolve around lifestyle, identity and values. At the same time, the trend has been moving away from the small number of mega influencers to the smaller segments (macro, micro and nano influencers). The advantage of micro and nano influencers is that they can be have more concentrated community with greater engagement rates and more authentic and niche-specific messaging. This has led to a diversified range of actor formats and numerous platforms in the UK consumer goods ecosystem and even more professionalised practices in the market.
As for the second objective the study reveals that influencer marketing can be effective in enhancing customer engagement when there are several content-related, strategic and technological factors. The quality, relevance, and presentation of the content are found to be important factors in determining engagement behaviours. Content which is interesting, informative, entertaining and appealing from a visual perspective plays better to the audience and resonates more with their experience. Storytelling, behind the scenes content, tutorials and interactive elements like polls or Q&A make for passive to active exposure. Engagement is thus not simply a result of exposure but of the perceived value and resonance of the content being shared.
Platform selection is also important in determining engagement results. The content formats, vary from one platform to another and to perform better brands must adjust their approaches accordingly. Influencer campaigns work best when the brands position themselves in line with the dynamics of the platforms rather than replicating content identically across platforms. The use of short form video content on TikTok might lead to higher volume interactions while the use of longer form video content on YouTube might lead to deeper processing of information and relational interactions. In between Instagram with a feed, stories and reels section, allows for both visual storytelling and bite-sized interactions. 
The other key finding from the second objective is that there are a number of challenges when it comes to influencer marketing campaign specifically in the areas of measurement and authenticity. Common measures include likes, comments, and impressions, but they do not necessarily reflect more meaningful levels of engagement or longer-term brand results like loyalty or word of mouth. Furthermore, fake followers, bots and artificially boosted engagement rates make it more difficult to know how to measure brands' surface-level metrics which makes it harder to gauge their true ROI. Attributing is complex in multi touchpoint customer journeys as well as in this measurement problem. 
The third objective was to analyse the relation between the credibility of the influencers, the authenticity of their content and the involvement of the consumers which was a major result of the study. The results show that credibility is defined by the combination of expertise and trustworthiness and this has become a key factor in whether or not audiences engage with, process and take action on influencer content. Consistency and knowledge value of influencers are more likely to be trusted and stimulate positive engagement behaviours. Authenticity is one of the other pillars of credibility which helps build the sense of “realness” and emotional connection with followers.
The study also underscores the significance of the concepts of influencer–brand–audience fit. The more followers feel influencer's values, lifestyles or aspirations are similar to theirs, the lower their social distance will be, and the more likely their suggestions will be relatable and convincing. The more a brand and the influencer complement each other and the message is consistent and coherent, the more engaged the consumers will be. However, there are also issues of over commercialisation, too many sponsored posts and not enough transparency around paid partnerships. As a whole, these results imply that credibility and authenticity are not simply side effects of influencer marketing but essential elements that drive customer engagement. They can influence the way audiences receive influencer messages and determine whether they feel the messages are authentic or deceptive, and whether they are persuading them to seek information or trial the product or increase their intent to purchase. Furthermore, credibility and authenticity do not exist alone but are closely linked with other factors like the content value, entertainment, informativeness and emotional appeal. This confirms the notion that the ability of an influencer marketing to be effective is a result of several interacting psychological, content and relational dimensions.
Regarding the fourth objective, the study finds that influencer marketing can be a significant marketing tool to help improve customer engagement in the UK consumer goods market but only if used properly and ethically. It is not enough to just team up with well-known personalities or aim at gaining lots of followers but rather authenticity and the alignment of audiences are crucial for successful collaborations to achieve desired results. Rather, brands must work towards a more long-term strategy focusing on precisely screening influencers, synchronizing values and messages, and creating high-quality, audience-focused content in collaboration. .
[bookmark: _Toc230775387]5.2 Limitation of the study
There are some limitations that should be noted in this study. The study was a secondary qualitative study which used academic articles, industry reports and case studies, not primary data. Therefore, it was not able to directly observe consumer perceptions or the latest changes in consumers' behaviour in rapidly changing social media platforms. Second, the analysis was conducted in the context of the UK consumer goods sector only. Third, there is a problem of researcher judgement in the selection, interpretation and synthesis of the sources in the interpretivist, thematic approach, which can lead to interpretative bias. In spite of these limitations, the authors managed to build an in-depth knowledge and understanding of influencer marketing and customer engagement in the selected context by using various, recent and reliable secondary sources.
[bookmark: _Toc230775388]5.3 Future research
Future work should seek to overcome these limitations by including primary empirical studies that directly involve UK consumers and industry. A comparative study across the various sectors (services, luxury and fast moving consumer goods, and across countries) would further help to explain how culture, regulatory environments and the maturity of markets affect the relationship between credibility, authenticity and customer engagement of influencers. In terms of methodology, future research may utilize mixed methods designs and longitudinal studies that track campaigns over time and also help to create more comprehensive metrics for measuring the ROI of influencer marketing and engagement quality. Additional research on new trends such as AI generated influencers, evolving disclosure requirements, and the role of micro and nano influencers in sustainability-focused and ethical consumer advocacy campaigns would also provide relevant nuances to this area.
[bookmark: _Toc230775389]5.4 Recommendations of the study 
Recommendation 1: Prioritise authenticity, credibility and long‑term partnerships
Authenticity and credibility must be the top concerns for UK consumer goods brands when choosing influencers to collaborate with not solely the number of followers. This means evaluating the influencer's tone, lifestyle and content history systematically to determine if it aligns with the brand identity and audience expectations (Albadri, 2023). It's better to have a few well-matched influencers to build a long-term partnership rather to have a lot of one-off posts with different influencers. If an influencer has a longer relationship with the company, they can seamlessly build more into his current story which will help build a long-term relationship and make the content feel less like it's a sales pitch. Brands will also need to make sure they visibly and consistently mark sponsored content with clear labels on all posts and platforms to maintain trust. The requirement to communicate transparently is important not only for regulatory compliance but also helps to demonstrate respect for audiences in an environment where their trust is quickly undermined by over commercialisation and hidden sponsorships.
Recommendation 2: Strengthen influencer–brand–audience fit through data‑driven audience analysis
Brands need to take a more data-driven approach to ensuring good fit between influencers, brand and audience. Marketers should ideally go through a thorough analysis before collaborating with an influencer to assess an influencer's audience in terms of the audience demographics, psychographics, geographic location, interests and past engagement rates. This can be further backed up with analytics tools and influencer dashboards but and also qualitative analysis of comments and conversation tone (Chen, 2023). If the products or messages that are being promoted by the influencer are very different from what they normally post, they are likely to be seen as opportunistic or deceptive and shouldn't be done. Rather, brands must look for influencers that already have followers who discuss about similar categories or themes making the endorsement seem like a natural part of what followers anticipate. When decisions around selection are based on solid audience insights instead of superficial popularity indicators, businesses can improve the chances of their content connecting and building sustainable brand value.
Recommendation 3: Invest in content quality, storytelling, interactivity and platform‑specific strategies
Brands and influencers need to collaborate and create high-quality, platform-optimised content to leverage the power of influencers and enhance customer engagement. This involves creating content that is engaging, informative, entertaining. Further will tell a coherent story; something that will provide actionable information, like tips, tutorials, reviews or behind the scenes content (Aldous et al., 2023). Avoid doing repeated and promotional style campaigns and consider implementing interactive elements. Meanwhile, it's important that content is adapted to the strengths of each platform: short form, trend-driven videos for TikTok, highly visual posts and stories for Instagram, and longer, in-depth or educational content for YouTube. Duplicate content should be replaced by a coordinated, platform specific approach using the same message, but different tone, length and format. This will not only boost engagement rates but also increase the perceived relevance and user experience throughout the digital ecosystem.
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