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[bookmark: _Toc233468869]Introduction
[bookmark: _Toc233468870]Research Background 
The fashion sector in the United Kingdom is one of the most important economic forecasters. The UK Fashion and Textile Association (UKFT) cite research by Oxford Economics that states the industry adds about £62 billion to the UK economy every year. UKFT states that it employs about 1.3 million people and generates tax revenues of over £23 billion. (UKFT, 2026). The sector is expanding partially due to rising digitalisation, e-commerce adoption and the new generation of consumer shopping behaviour who discover and buy many fashion items digitally (Statista, 2024).
Fashion retailers progressively employ social media marketing as part of their strategy. Brands increasingly engage consumers with content on Instagram, Tik Tok and YouTube. These contents are personalised because of the high level of engagement (Maulana et al., 2025). In the UK, 52% of young consumers made fashion purchases directly via social media in the last 12 months, indicating the increasing commercial importance of social commerce in the fashion industry  (Mintel, 2024).
Generation Z typically includes anyone born between 1997 and 2012, and it is the first consumer generation of digital natives. They are particularly receptive to online content and influencer endorsements (Prasanna and Priyanka, 2024). Recent evidence from the UK indicated that 84% of Generation Z consumers in the UK follow social media influencer. Similarly, there is a growing reliance on influencer content among younger consumers (Shamim and Azam, 2024).
Influencer marketing is growing remarkably which has transformed promotional strategies in the fashion industry. According to Dunn (2024), UK influencer marketing spend is estimated to rise from £930 million in 2024 to about £1.3 billion by 2029, as businesses invest more in creator marketing campaigns. Even with such significant amounts of money at stake, purchase intention is still very much dependent on what consumers believe about the credibility of the influencer. This includes the influencer’s trustworthiness, expertise and authenticity (Garg and Bakshi, 2024). Thus, it becomes strategically important for UK fashion retailers to improve digital marketing effectiveness through the understanding of the joint influence of social media marketing and influencer credibility on Generation Z consumers’ purchase intention.
[bookmark: _Toc233468871]Research Problem 
Fashion retailers of the UK are continuing to increase investments in social media marketing and influencer collaborations. However, it remains uncertain the extent to which these marketing approaches affect the purchasing intention of Generation Z consumers (Statista, 2024). Most research that exists so far focuses on social media marketing and influencer credibility separately. There has been a dearth of empirical studies that have examined their joint impact in the backdrop of the UK fashion industry (Shoukat et al., 2023; Han and Balabanis, 2023). The lack of evidence restricts marketers’ ability to optimally allocate digital marketing resources and formulate evidence-based strategies that enhance consumer purchase intention.
[bookmark: _Toc233468872]Research Aim
The study aims to examine the impact of social media marketing, influencer credibility on consumer purchase intention of Generation Z consumers within the UK fashion industry.
[bookmark: _Toc233468873]Research Objectives
· [bookmark: _Toc233468874]To explore the impact of social media marketing on the purchase intention of Generation Z consumers in the fashion industry in the UK.
· To assess the impact of influencers' credibility on consumer purchase intention in the context of the UK Gen Z fashion.
· To examine how social media marketing and credibility of influencers affect consumer buying intention of a Gen Z consumer in the fashion industry in the UK.
· To make suggestions on how to make social media and influencer marketing better in the UK fashion industry.
Research Questions
· [bookmark: _Toc233468875]RQ1: What is the impact of social media marketing on purchase intention of the Generation Z consumers in the United Kingdom fashion market?
· RQ2: How does influencer trust affect the buying intentions of Gen Z in the UK fashion sector?
· RQ3: How does social media marketing coupled with influencer credibility influence consumer purchase intention in the UK fashion industry among Generation Z consumers?
Proposed Research Overview 
The study will utilize a primary quantitative research design in which structured online questionnaire comprising closed-ended questions will be used for respondents who Generation Z consumers from the United Kingdom are. Data analysis through descriptive statistics, reliability analysis, correlation, and multiple regression analysis will be conducted in SPSS.













[bookmark: _Toc233468876]Literature Review
[bookmark: _Toc233468877]Theoretical Framework 
The theoretical framework of this study shall be Source Credibility Theory and Theory of Planned Behaviour (TPB). According to Source Credibility Theory, users are more inclined to believe and act upon messages from influencers who are seen as trustworthy, expert and attractive (Liu, 2022; Gerlich, 2023). According to Negm (2019), an applicant's attitude toward a technology has a decisive influence on the intention to use. In this study, social media marketing and influencer credibility are the independent variables influencing consumer purchase intention, the dependent variable. Through an integration of the aforementioned theories, one can effectively explain how digital marketing activities and credible influencer communication impact Generation Z consumers’ purchase intentions in the UK fashion industry.
[bookmark: _Toc233468878]Social Media Marketing and Consumer Behaviour 
Social media marketing refers to the use of social networking sites to enhance consumer experience through entertainment, interaction, customisation, trendiness and electronic word of mouth, and so on. It also influences consumer behaviour. According to Jamil et al. (2022), using SEM on 353 social media users’ data, these dimensions enhanced purchase intention through boosting social identification and customer satisfaction significantly.  Just as the Wibowo and Wiangin (2021) conducted research on 413 consumers and found that effective SMM activities enhance relationship quality which will encourage the intention to purchase, participate and loyalty goals as well. They used the SmartPLS to analyse the results. While both studies used sound quantitative methods, their Asian samples limit the transferability of findings onto the UK fashion context.
According to Bläse et al. (2023), in the fashion industry, FOMO resulting from social media is a strong driver of purchasing intention that can override brand evaluations. (Zhang et al., 2021) and Papasolomou, Melanthiou and Tsamouridis (2022) revealed that even though consumers were positively inclined towards sustainable fashion, the elements of price and convenience ruled their behaviour, and not so much sustainable fashion. (Zhang et al., 2021) relied on ordered probit regression to provide stronger empirical evidence than Papasolomou et al. (2022), whose snowball sample was small and reduced external validity. (Bailey et al., 2022) made attempts to reflect a ‘need’ in the targeted customers so as to grab a greater share of the market.  When it comes to the overall evidence and literature around social media marketing on the behaviour of consumers, it can be said in confirmation that it does impact the purchasing behaviour of consumers. However, most studies do not focus on the Generation Z fashion consumers of the UK.
[bookmark: _Toc233468879]Influencer Credibility 
Influencer credibility is the consumer’s perception of the trustworthiness, expertise, and attractiveness of say an influencer of a particular product or service. These factors determine the persuasiveness of the message as explained by the Source Credibility Theory. The researchers Liu (2022) used structural equation modelling on 371 fast fashion consumers. Their findings showed that the four credibility dimensions (trustworthiness, expertise, attractiveness, overall credibility) had a significant positive effect on purchase intention. Further, the purchase intention mediated the relationship between influencer characteristics and impulse buying. The study’s use of convenience sampling does limit the broader generalisability of the findings. In a similar manner, Gerlich (2023) with a mixed-method approach of 357 respondents discovered virtual influencers can evoke trust and expertise levels comparable to traditional influencers, indicating that perceived credibility matter more than being human. On the other hand,(Lu et al., 2022) presented evidence that consumers had less reliable trust and purchase intention in response to marketing misrepresentation that increased their perceived risk. (Roozen et al., 2021) confirmed that credible sustainability messages have positive effects on purchase attitude. All the studies, collectively, identified credibility as a key driver of purchase intention yet lacked evidence focusing on UK Generation Z fashion consumers.
[bookmark: _Toc233468880]Consumer Purchase Intention 
The intention of consumer to purchase refers to the conscious willingness or likelihood of an individual to purchase a particular item.  The Theory of Planned Behaviour (TPB) has been kept in the limelight to explain purchase intention. As per this theory purchase intention is determined attitude, subjective norms and perceived behavioural control (Negm, 2019).  By analysing 400 questionnaires using SPSS, Negm (2019) determined that media communication, positive attitudes and social influence significantly strengthened consumers’ intention to purchase fast fashion products, with hedonic motivations having a greater impact than product-related rational motives. Aligned with this behavioural perspective, Neumann, Martinez, and Martinez (2021) analysed data collected from 216 consumers. They used PLS-SEM and found that their consumer trust, rather than attitudes solely, was the strongest predictor of purchase intention towards sustainable fashion. Thus, favourable perceptions must be accompanied by trust to influence. The impact of sensory perception on purchase intention is positive and significant (Liu et al., 2021). Roozen and Raedts (2020) found that negative publicity significantly lowers purchase intention. This effect is particularly strong for ethical consumers. In aggregate, these studies indicate that purchase intention is shaped by psychological, social and marketing factors. However, there is a limited amount of evidence surrounding Generation Z consumer purchase behaviour in the UK fashion industry.
[bookmark: _Toc233468881]Relationship Between Variables 
As per the review of literature both the social media marketing and influencer credibility have positive influence on consumer purchase intention, but the mechanism differs. Jamil et al., (2022) and Wibowo and Wiangin (2021) propose that with social media marketing can enhance purchase intention through customer satisfaction, social identification and relationship quality. Equally, Liu (2022) found influencer credibility (as it relates to trustworthiness, expertise and attractiveness) enhances purchase intention, while Gerlich (2023) reported similar effects for virtual influencers. Nevertheless, Bläse et al., (2023) suggested that credibility might be overridden by psychological factors like Fear of Missing Out (FOMO), while (Neumann et al., 2021) was able to identify trust as the strongest predictor of buying intention. These findings indicate that positive relationships are consistently reported, the relative effects of social media marketing and influencer credibility are still under-researched in the UK fashion context.
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[bookmark: _Toc233468882]Research Gap 
Review of research literature indicates that the concepts of social media marketing, influencer credibility, and purchase intention have largely been studied in isolation.  Further, very few studies have examined their concerted influence on Generation Z consumers in the fashion industry of the UK with a primary quantitative approach, thereby leading to the justification of this study.
[bookmark: _Toc233468883]Methodology
[bookmark: _Toc233468884]Research Philosophy 
This research assumes the positivist philosophy which assumes that reality can be measured through deviance quantifiable facts and statistics. Since the study quantitatively assesses relationships of social media marketing, influencer credibility and purchase intention with the help of structured questionnaire data, positivism will be appropriate (Park et al., 2020).
[bookmark: _Toc233468885]Research Approach 
The study employed a deductive methodology to evaluate relationships, which were derived beforehand from two already established theories, namely Theory of Planned Behaviour and Source Credibility Theory.  According to Robinson and Bailey-Rodriguez (2025), it refers to a hypothesis that can be tested.
[bookmark: _Toc233468886]Research Design 
The study employs a quantitative cross-sectional survey design to gather numerical information from Generation Z customers at just one point in time. The design allows for an effective study of the relationship between two variables through statistics. It is a very commonly used approach in most marketing research (Slater and Hasson, 2024).
[bookmark: _Toc233468887]Research Population and Sampling 
The target population will comprise Generation Z (18-27 years) consumers residing in the UK who are active users of social media and purchase fashion products online. A sample for quantitative analysis (Andrade, 2021) will be achieved by convenience sampling employing recruitment of 100-150 respondents from universities’ networking and through social media.
[bookmark: _Toc233468888]Data Collection Method 
The online questionnaire will be filled using Microsoft Forms. The survey will contain closed-ended questions that will measure on five-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). The survey will be distributed through university networks, Instagram, Facebook, and LinkedIn. Using this technique, data can be gathered quickly and at low administration costs with standardised responses for statistical analyses (Koo and Yang, 2025).
[bookmark: _Toc233468889]Data Analysis 
IBM SPSS Statistics will analyse the collected data. The demographic profile and distribution of variables will be presented using descriptive statistics. Measurement scales will be examined for internal consistency with Cronbach’s Alpha. Using Pearson correlation analysis, the research intends to study the relationship between various variables. To determine the extent to which social media marketing and influencer credibility affect consumer purchase intention, multiple regression analysis will be used (Klinger et al., 2024).
[bookmark: _Toc233468890]Ethical Considerations 
Before the data collection starts ethical approval will be obtained. Subjects will get to see information sheet which will provide insight about the study which will help them give their consent in informed manner. Participation will be voluntary throughout the survey, and the respondents can withdraw anytime before submitting it without any penalty. No personal identification information will be collected in this research. All data will be safeguarded by password protection and will be utilized solely for academic purposes as per the guideline and GDPR.
[bookmark: _Toc233468891]Expected Findings 
The research will help discover positive links between social media marketing, influencer reliability and consumer purchases intention of Generation Z consumers in the fashion industry of the UK. Effective social media marketing together with credible influencer marketing will boost purchase intention significantly. The anticipated results will likely provide practical recommendations for UK fashion retailers and evidence to the digital marketing literature.
[bookmark: _Toc233468892]Limitations 
There are a few limitations to this study. The convenience sampling might limit the generalizability of this research findings, and the cross-sectional design limits the inference of causation. Responses to questionnaire may generate response bias. Also, the study only focuses on UK consumers of Generation Z generation. Anonymous participation, well-crafted questionnaires, and validated measuring scales will eliminate these limitations as much as possible.
[bookmark: _Toc233468893]Timeframe
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Figure 1: Timeframe
[bookmark: _Toc233468894]Conclusion
This study intends to analyse the impact of social media marketing and influencers’ credibility on the purchase intention of Generation Z consumers in the UK fashion industry Through employing quantitative survey questionnaire followed by statistical analysis, the research is likely to offer practical recommendations to fashion marketers, while contributing empirical evidence to digital marketing and consumer behaviour literature.
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