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This dissertation investigates the relationships between perceived Instagram and TikTok marketing activities, influencer credibility, brand trust and purchase intention towards ASOS among UK Generation Z consumers. The research design used was positivist and deductive, of cross-sectional and quantitative data collection using a structured online questionnaire. A total of 106 responses were received, but application of the predefined consent, age, residency, attention-check and response-quality criteria produced a final analytical sample of 22 respondents. Descriptive results showed generally favourable evaluations of ASOS. The perceived social media marketing activity mean was 4.019, the mean for influencer credibility was 3.966, the mean for brand trust was 4.182 and the mean for purchase intention was 4.068 on five-point scales. The internal consistency of all principal composite measures, however, was weak and severely reduces the inferential confidence. Pearson correlations between each focal predictor and purchase intention were positive but statistically non-significant. The full hierarchical regression model accounted for 14.6 per cent of observed variance, but was not statistically significant, F(5, 16) = 0.549, p = 0.737. The highest focal coefficient was seen for perceived social media marketing activities (B = 0.582, p = 0.280), and the other two variables were not significant. There was no significant difference in purchase intention between Instagram and TikTok focused respondents, t(20) = 0.703, p = 0.490. Consequently, H1 to H4 were not supported. The study introduces a brand-specific platform-comparative measure of content, source, and trust perceptions and demonstrates the need for sufficient sampling size and measurement quality. The results are exploratory and indicate that ASOS need to consider platform-specific creative activity based on more positive conversion data than just positive perceptions.
Keywords: Instagram marketing, TikTok marketing, Generation Z, purchase intention, ASOS
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	Abbreviation
	Meaning

	ANOVA
	Analysis of Variance

	ASOS
	ASOS Plc / ASOS online fashion retailer

	BT
	Brand Trust

	CI
	Confidence Interval

	Gen Z
	Generation Z

	H
	Hypothesis

	IC
	Influencer Credibility

	M
	Mean

	OLS
	Ordinary Least Squares

	PI
	Purchase Intention

	RQ
	Research Question

	R²
	Coefficient of Determination

	SD
	Standard Deviation

	SCT
	Source Credibility Theory

	SMMA
	Social Media Marketing Activities

	SOR
	Stimulus-Organism-Response

	UK
	United Kingdom

	UWTSD
	University of Wales Trinity Saint David

	VIF
	Variance Inflation Factor

	α
	Cronbach’s Alpha
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	Term
	Definition

	Brand trust
	A consumer’s confidence that a brand is honest, reliable and able to fulfil its promises.

	Purchase intention
	A consumer’s stated likelihood, consideration or willingness to purchase a product in the foreseeable future.

	Social media marketing activities
	Consumer perceptions of brand content characteristics such as entertainment, interaction, trendiness and personalisation.

	Influencer credibility
	The perceived trustworthiness, expertise, authenticity and convincingness of an influencer or creator.

	Entertainment
	The extent to which social media content is enjoyable, interesting or attention capturing.

	Interaction
	The extent to which social media content facilitates participation, sharing and communication.

	Trendiness
	The extent to which brand content reflects current fashion styles and up-to-date information.

	Personalisation
	The extent to which content appears relevant or tailored to a consumer’s interests and preferences.

	Focal platform
	The platform, Instagram or TikTok, on which a respondent encountered most ASOS content during the reference period.

	Generation Z
	The generational cohort represented in this study by eligible UK residents aged 18 to 27 years.

	Composite score
	A score formed by combining responses to several items intended to measure the same construct.

	Cronbach’s alpha
	A statistic used to assess the internal consistency of a multi-item scale.

	Pearson correlation
	A statistic describing the direction and strength of a linear relationship between two variables.

	Hierarchical regression
	A regression approach in which predictors are entered in planned blocks to assess their additional explanatory contribution.

	Unstandardised coefficient (B)
	The estimated change in the dependent variable associated with a one-unit change in a predictor, holding other predictors constant.

	Standardised beta (β)
	A regression coefficient expressed in standard deviation units, allowing relative predictor strengths to be compared within a model.

	p-value
	The probability, under the null hypothesis, of obtaining a result at least as extreme as the observed result.

	R²
	The proportion of observed variance in the dependent variable accounted for by a regression model.

	Adjusted R²
	A version of R² adjusted for sample size and the number of predictors.

	Variance inflation factor
	A diagnostic statistic used to assess multicollinearity among regression predictors.

	Cross-sectional design
	A research design in which data are collected from participants at one point or during one limited period.

	Non-probability sampling
	Recruitment in which not every member of the target population has a known probability of selection.

	Statistical significance
	A decision based on a predefined probability threshold, commonly p < 0.05 in this study.

	Effect size
	A numerical measure of the magnitude of a relationship or difference, distinct from statistical significance.

	Cohen’s d
	A standardised measure of the difference between two group means.

	Attention check
	A survey item with an instructed response used to identify inattentive responding.

	Straight-lining
	A response pattern in which the same option is selected repeatedly across many questionnaire items.
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[bookmark: __RefHeading___Toc3619_1595446594][bookmark: bm_10_B_1_1_Background_and_Purpose_of_][bookmark: _Toc236853949][bookmark: _Toc240673965][bookmark: _Toc241196354]1.1 Background and Purpose of the Study
Fashion retail has become increasingly embedded within platform-based media environments where product discovery, entertainment, social interaction and commercial persuasion occur together. Instagram and TikTok are two platforms that are especially relevant to Generation Z due to their visual nature and the fact that they both employ algorithms to suggest content and creator-driven communication. Younger adults continue to be heavy users of social platforms, but platform use and exposure don't indicate a marketing attention to purchase intention (Ofcom, 2025a; Ofcom, 2025b). This distinction is important as the signs of engagement can signal amusement, a habit, or social participation, but not a commercially meaningful evaluation.
Instagram and TikTok are not the same platform to be used interchangeably for marketing. Instagram is more about curated photos, Reels and existing followers, while TikTok is more about short-form video, fast cycle of trends and algorithmic discovery. These differences warrant an analysis that takes into account the sensitivity of its platforms and not simply assume that evidence gathered in one platform can be transferred to the other (Barta et al., 2023; Alcántara-Pilar et al., 2024).
ASOS is a relevant case due to its commercial model being based on digital acquisition, product relevance and online customer experience. In its recent corporate reports, it highlights enhanced customer propositions, more effective control over marketing spend, and a focus on being relevant in key markets such as the United Kingdom (ASOS Plc, 2025; ASOS Plc, 2026). However, the priorities of companies are not the same as what best predicts the intention to purchase in the eyes of consumers. Social media marketing can not only be fun and trendy, but it can also put a dent in the quality, size, delivery, and return of products.
Previous studies have identified social media marketing activities, influencer credibility and brand trust as antecedents of consumer responses, but the studies are diverse across industries and typically focus on a single predictor (Kim and Ko, 2012; Godey et al., 2016; Lou and Yuan, 2019; Khan, 2022). This leaves doubts regarding their relative predictive value for ASOS. The rationale of an integrated, platform-sensitive model is therefore laid out in Chapter 1, and a detailed critical discussion of mechanisms, transferability and measurement is developed in Chapter 2.
[bookmark: __RefHeading___Toc3621_1595446594][bookmark: bm_11_B_1_2_Research_Problem][bookmark: _Toc236853950][bookmark: _Toc240673966][bookmark: _Toc241196355]1.2 Research Problem
The central research question is whether there are distinct consumer perceptions as a result of ASOS exposure via social media that remain distinct from purchase intention. Existing evidence often examines social media marketing activities, influencer credibility and brand trust in separate models, making their relative predictive contribution unclear when correlated evaluations are considered together (Lou and Yuan, 2019; Hollebeek and Macky, 2019).
Contextual transfer is also uncertain. The influential social media marketing activity framework emerged from luxury fashion, whereas ASOS is a multi-brand online retailer shaped by extensive choice, price comparison and service risks (Kim and Ko, 2012; Godey et al., 2016). Relationships observed in luxury and other sectors therefore cannot be assumed to hold with the same strength for UK online fashion consumers (Khan, 2022).
A further issue concerns theoretical ordering. SOR places brand trust at the organism level, but the cross-sectional design cannot establish that trust developed after recent platform exposure. Previous purchasing may have formed trust earlier. Brand trust is therefore retained as a theoretically informed independent predictor, with previous ASOS purchasing and exposure frequency controlled, rather than being tested as a temporal mediator.
Accordingly, what remains unknown is whether, among UK Generation Z consumers recently exposed to ASOS on Instagram or TikTok, perceived social media marketing activities, influencer credibility and brand trust each retain a distinct positive association with purchase intention when considered simultaneously and when prior purchasing and exposure frequency are controlled. It is also unknown whether purchase intention differs between Instagram-focused and TikTok-focused respondents. This study tests those questions without attributing causal effects to the observed associations.
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1.3.1 Research Aim
The research aims to examine the relationships between perceived Instagram and TikTok marketing activities, influencer credibility, brand trust and UK Generation Z consumers’ purchase intentions towards ASOS.
1.3.2 Research Objectives
1. To examine UK Generation Z consumers’ perceptions of ASOS marketing activities on Instagram and TikTok.
2. To evaluate the association between perceived social media marketing activities and purchase intention towards ASOS.
3. To determine the associations of influencer credibility and brand trust with purchase intention towards ASOS.
4. To compare purchase intention between Instagram-focused and TikTok-focused respondents.
[bookmark: __RefHeading___Toc3625_1595446594][bookmark: bm_13_B_1_4_Research_Questions][bookmark: _Toc240673968][bookmark: _Toc241196357]1.4 Research Questions
1. How do UK Generation Z consumers perceive ASOS marketing activities on Instagram and TikTok?
2. To what extent are perceived social media marketing activities associated with purchase intention towards ASOS?
3. To what extent are influencer credibility and brand trust associated with purchase intention towards ASOS?
4. Is purchase intention towards ASOS significantly different between Instagram-focused and TikTok-focused respondents?
[bookmark: __RefHeading___Toc3627_1595446594][bookmark: bm_14_B_1_5_Research_Hypotheses][bookmark: _Toc240673969][bookmark: _Toc241196358]1.5 Research Hypotheses
H1: Perceived social media marketing activities are significantly and positively associated with UK Generation Z consumers’ purchase intentions towards ASOS.
H2: Perceived influencer credibility is significantly and positively associated with UK Generation Z consumers’ purchase intentions towards ASOS.
H3: Brand trust is significantly and positively associated with UK Generation Z consumers’ purchase intentions towards ASOS.
H4: Purchase intention towards ASOS differs significantly between UK Generation Z consumers whose main exposure occurs on Instagram and those whose main exposure occurs on TikTok.
[bookmark: __RefHeading___Toc3629_1595446594][bookmark: bm_15_B_1_6_Theoretical_Framework][bookmark: _Toc236853952][bookmark: _Toc240673970][bookmark: _Toc241196359]1.6 Theoretical Framework
The study uses the Stimulus-Organism-Response framework as its principal organising framework, supported by Source Credibility Theory and relationship marketing theory. SOR proposes that environmental stimuli are related to internal evaluations and behavioural responses (Mehrabian and Russell, 1974). In this study, perceived entertainment, interaction, trendiness and personalisation represent content-related stimuli, while influencer credibility represents a source-related stimulus. Brand trust is conceptually located at the organism level because it is an internal evaluation of ASOS, and purchase intention represents the response. This theoretical ordering provides a coherent map of the constructs, but it is not treated as a temporal mediation model because all variables are measured cross-sectionally.
Source Credibility Theory explains why the influencer factor of the stimulus could be relevant. Ohanian (1990) defines the essential characteristics of celebrity endorsers as trustworthiness, expertise and attractiveness, and in recent studies, the authenticity, message value and relational processes of creators also play a part in evaluations (Lou and Yuan, 2019; Sokolova and Kefi, 2020). For this reason the study does not replicate the original source credibility scale, but instead applies a theory of source evaluation, called Source Credibility Theory. This suggests that the theory of relationship marketing, which has been described to demonstrate the importance of the trust in brand, not just in a creator, for sustaining ongoing exchange and confidence in purchase, can help explain this (Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001).
When combined, SOR provides the organising architecture while Source Credibility and Relationship Marketing theory explains the evaluation of the source and the trust in the brand. These theoretical roles are expanded in Section 2.7, and then transformed into the empirical model in Section 2.9.
[bookmark: __RefHeading___Toc3631_1595446594][bookmark: bm_16_B_1_7_Significance_and_Contribut][bookmark: _Toc236853953][bookmark: _Toc240673971][bookmark: _Toc241196360]1.7 Significance and Contribution of the Study
The theoretical contribution is a more disciplined integration of content-, source- and brand-level explanations within one predictive model. Rather than treating SOR, Source Credibility Theory and relationship marketing theory as competing accounts, the study assigns each a defined role and tests whether the corresponding constructs retain distinct associations with purchase intention. The contextual and empirical contribution is narrower: the study tests these relationships for ASOS among UK Generation Z consumers and compares Instagram-focused with TikTok-focused respondents, a setting not directly represented by much of the luxury- and single-platform evidence reviewed. Managerially, the findings may help distinguish attention-generating content features from source credibility and retailer trust. These contributions remain predictive and context-specific rather than causal or universally generalisable.
[bookmark: __RefHeading___Toc3633_1595446594][bookmark: bm_17_B_1_8_Scope_and_Delimitations][bookmark: _Toc236853954][bookmark: _Toc240673972][bookmark: _Toc241196361]1.8 Scope and Delimitations
The study is limited to UK residents aged 18 to 27 who encountered ASOS content on Instagram or TikTok during the previous three months. It examines self-reported perceptions and purchase intention, not verified purchasing behaviour or campaign-level sales. Each respondent evaluates one focal platform. The cross-sectional, non-probability design restricts causal and population-level generalisation.
[bookmark: __RefHeading___Toc3635_1595446594][bookmark: bm_18_B_1_9_Dissertation_Structure][bookmark: _Toc240673973][bookmark: _Toc241196362]1.9 Dissertation Structure
Chapter Two reviews and critiques literature concerning social media marketing activities, influencer credibility, brand trust and purchase intention. Chapter Three explains the research philosophy, survey design, sampling, measurement, ethics and statistical procedures. Chapter Four presents the empirical results. Chapter Five discusses the findings against theory and previous evidence. Chapter Six concludes the dissertation, identifies implications and limitations, and proposes future research.
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[bookmark: __RefHeading___Toc3639_1595446594][bookmark: bm_20_B_2_1_Introduction][bookmark: _Toc240673975][bookmark: _Toc241196364][bookmark: _Toc236853956]2.1 Introduction
This chapter critically evaluates research explaining how social media marketing activities, influencer credibility and brand trust may shape purchase intention. It first explores whether entertaining interactive and current and personalised content generates commercially meaningful responses. It then assesses the credibility of influencers, the trust for the brand and the persuasion of the platforms, before setting up the theoretical and conceptual bases of the study. While the review is based on UK Generation Z consumers and ASOS, it is not intended to extrapolate findings from luxury brands, other countries or platforms without qualification. This is important because the relationships may at first appear to be positive, but there are differences in construct definition, sampling, platform design and model specification.
[bookmark: bm_21_B_2_2_Perceived_Social_Media_Mar][bookmark: Bookmark][bookmark: _Toc236853957][bookmark: _Toc240673976][bookmark: _Toc241196365]2.2 Perceived Social Media Marketing Activities
Social media marketing activities are commonly represented through entertainment, interaction, trendiness and personalisation. Kim and Ko (2012) developed an influential operationalisation in luxury fashion, while Godey et al. (2016) extended related dimensions across luxury brands and national settings. Their prestige-oriented contexts limit direct transfer to ASOS. Nevertheless, the four dimensions have a specific rationale for this study: entertainment reflects attention within visual and short-form feeds; interaction captures participatory platform use; trendiness fits fashion’s rapid style cycles; and personalisation reflects algorithmic recommendation within a broad online assortment. They therefore describe plausible ASOS experiences for Generation Z while leaving their combined relationship with purchase intention as an empirical question.
Entertainment is often positioned as the entry point to attention. Enjoyable content can reduce avoidance and increase time spent with branded messages, while TikTok research links humour, hedonic experience and platform-specific content evaluations with purchase-related responses (Barta et al., 2023; Zhang, Zhang and Daim, 2023; Jamil et al., 2024). But attention is not equal to purchase intention. Memorable content can be remembered for its creator, rather than the product featured in it, or for the trend or song itself. This is especially crucial on TikTok, where the speed at which information moves encourages immediate participation. The positive entertainment score might therefore not necessarily reflect that ASOS is more believable or desirable. High engagement has been touted in the literature as an indicator of effectiveness, but engagement is a behavior that may be important but is not necessarily relevant to products or evaluated.
Interaction offers a similarly ambiguous mechanism. Brand pages can enable comments, sharing and participation, and contribution and social connection are partial motives for using social media (Muntinga, Moorman and Smit, 2011). Influencer content and engagement strategies also fuel follower engagement, and although followers engage with content, this does not necessarily mean that they also feel more persuaded (Tafesse and Wood, 2021). There are cases where communication opportunities and the actual responsiveness of the brand are confused in interaction measurement. This confusion is important because the low-effort comments (likes, emoji) are not as good indicators of quality of relationship as are the more responsive comments in dialogue. According to Chen and Lin (2019), social media marketing activities can work through identification, perceived value and satisfaction, suggesting that interaction is not likely to directly affect the purchase intention. Whether participation is meaningful with regard to assessment or simply "activity" is the key to its effect. For ASOS, therefore, interaction must be understood as content characteristics that are perceived rather than being evidence of relational engagement.
Trendiness is also intuitive to the fashion retail business, as consumers need up-to-date fashion and cultural cues. However, there are mixed results when it comes to trendiness. High novelty can boost discovery and decrease product attention and compels to compare against other retailers. Instagram and TikTok allow the same—it's quicker to be copied, and so are the current products. Content form and creator choice can influence followers' reactions, which in turn can affect their differentiation from retailers, but it is not certain that such choices can achieve the latter (Martínez-López et al., 2020). Trendiness can then be used to achieve a “felt need” level of relevance, but it is not necessarily enough for differentiation. Yadav and Rahman (2018) associate social media marketing activities with loyalty in e-commerce, but loyalty is an accumulation of behavior and cannot directly explain that currentness predict any near term purchase intention. Trendiness is probably more about maintaining the ASOS in the consumers consideration set, rather than being the reason the ASOS is chosen.
Personalisation could be the most effective way to achieve relevance as algorithmic feeds and recommendation systems can match content to individual interests. But there is at least a double process of perceived personalisation: platform targeting and brand level tailoring. When the platform algorithm selects content, the respondents can still see a link to the ASOS's relevant TikTok or Instagram feed. Another example of personalisation that can cause discomfort is when targeting becomes intrusive. These attribution issues make the effectiveness of personalisation ratings dubious, even if they are positive. The findings of Khan (2022) indicate that social media marketing activities impact under contingent conditions and those of McClure and Seock (2020) indicate that involvement alters the relationship between perceptions of a brand page and purchase intention. This evidence is all consistent with a composite measure, but should not be read as a uniform content effect across consumers.
Another measurement problem is aggregation. The mix of entertainment, interaction, trendiness and personalisation into one score is based on the assumption that these are components of a larger construct of perceived social media marketing activity. This is because the four dimensions are regularly encountered as a whole in the existing tradition of social media marketing activities, and the research question questions the consumer's overall assessment of the platform marketing of ASOS, not four individual causal models (Kim and Ko, 2012; Godey et al., 2016). A composite also allows for one simple comparison to influencer's credibility and the brand's trust in a regression model instead of multiple overlapping comparisons. But contrastive dimension-level responses may be hidden in the aggregation. Therefore, reliability was examined prior to substantive interpretation of the composite, and separate dimension means were kept for descriptive detail. Composite-based correlations and regression estimates were used in situations where the final-sample reliability were weak, for purposes of exploring rather than verifying.
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Credibility relates to the believability and ability of a source to provide a helpful product judgment. Ohanian's (1990) model distinguishes between trustworthiness, expertise and attractiveness, and it offers a validated basis for endorsement research. Authenticity, fit, identification and persuasiveness (Belanche et al., 2021; Hudders, De Jans and De Veirman, 2021; Schouten, Janssen and Verspaget, 2020; Vrontis et al., 2021) extend the construct into modern times. This expansion makes the concept more contextually relevant but also contaminates the construct. Authenticity is connected to trustworthiness, persuasiveness is aimed at a result, and identification is a property of the audience and not the source.
Trustworthiness and expertise have the clearest theoretical status. The trustworthiness is related to perceived honesty and lack of manipulation; the expertise to knowledge and evaluative competence. Lou and Yuan (2019) demonstrate that message value and credibility are drivers of trust in branded content, and several studies across various markets have linked credibility and influencer characteristics with purchase intention via a variety of mediators, including but not limited to message value and credibility (Sokolova and Kefi, 2020; Masuda, Han and Lee, 2022; Mabkhot, Isa and Mabkhot, 2022; Liu and Zheng, 2024). The findings suggest that credibility is a predictor, but also indicate that the process of source evaluation is not a singular one. Credibility can be implied through the quality of the message, or from a preexisting emotional connection with the message's creator. The cross-sectional questionnaires do not explain whether the influencer's trust led to positive content assessment or was the result. The present study, therefore, estimates predictive association without making the claim of a settled causal order.
The context of ASOS is more challenging with regards to its attractiveness. Ohanian (1990) created a dimension for celebrity endorsement that provides a means by which physical attractiveness can influence source evaluation. The creation effectiveness might be more dependent on the perceived authenticity, authenticity of the product and communication than mere appearance on Instagram/TikTok, and the type of source and match up also influence the responses to the endorsement (Jin et al., 2019; Park and Lin, 2020). The instrument thus replaces attractiveness based on appearance with authenticity, which is a concept that has been studied by influencers in the current research (Schouten et al., 2020; Belanche et al., 2021; Hudders et al., 2021). Persuasiveness was designed to measure the convincing power of the message, but the wording used in the administered Q32 was for "encouraging consideration of ASOS products. The credibility score, therefore, is specific to the study in question; it was not "replication" of Ohanian's original validated scale, but rather an assessment of the score as it was applied to the particular study.
The product-influencer fit is an important boundary condition. De Veirman, Cauberghe and Hudders (2017) prove follower count and product characteristics can impact followers' attitudes toward a brand, and Janssen, Schouten and Croes (2022) demonstrate how fit and follower numbers can influence the outcomes of these attitudes through credibility and identification. The congruence, match-up and follower size is linked with credibility, or follower engagement, and the effects are not consistently linear (Breves et al., 2019; Park and Lin, 2020; Wies, Bleier and Edeling, 2023; Kim, Jeon and Chung, 2024). Fit and identification are also described as ways that distinguish influencer and celebrity endorsements by Schouten, Janssen and Verspaget (2020). The balance of evidence is on the side of popularity being an indicator of credibility. A massive audience can be a sign of social proof, but it can also appear as a sign of commercialisation or of distance. The credibility coefficient can include unobserved variation in the conditions of measurement of follower counts and/or the appropriateness of the questionnaire fit. This restriction must temper claims about who is chosen to be an influencer.
Authenticity is a key focus on TikTok and Instagram because content creators' combine their own voice with advertising. Reinikainen et al. (2020) demonstrate how parasocial relationships and audience comments influence the credibility processes; Farivar and Wang (2022) explain the effective influencer marketing by social identity. There are related explanations for followers' willingness to follow recommendations that exceed that of objective knowledge, such as opinion leadership, human-brand attachment, and desire to mimic (Ki and Kim, 2019; Casaló, Flavián and Ibáñez-Sánchez, 2020; Ki et al., 2020). But relationships can be judged differently when people are aware of the paid endorsement and the commercialization of social media personalities, which can impact authenticity perception (Dhanesh and Duthler, 2019; Hudders, De Jans and De Veirman, 2021). These views question an information-source-centered view. A creator can make him or herself seem credible when followers feel like they are part of a lifestyle, even if they don't know much about the products. Authenticity is, then, a commercially potent yet theoretically tenuous product, created in concert by performance of the creator and interpretation and disclosure context of the audience.
Recent syntheses support the conclusion that influencer effects are conditional. The average positive relationships between influencer characteristics and purchase outcomes are reported in both meta-analyses and conceptual reviews, with notable variations in the results across the various studies (Ao et al., 2023; Leung et al., 2022b; Han and Balabanis, 2024; Pan et al., 2025). Heterogeneity does not mean that it is a statistical nuisance, it implies that the mechanism changes with the context. Credibility judgments may vary based on platform norms, product type, visibility of sponsorship and age of the audience and preconceptions about the brand. There are commercial interests in campaign-level revenue evidence, but that all creator attributes and engagement metrics yield equal returns is a matter of debate (Beichert et al., 2024). Hence, positive correlation with ASOS related influencer credibility would be beneficial and lend support to its predictive relevance, not to the general claim that influencer marketing works. This separation is crucial to prevent overgeneralization from a non-probability sample of the UK Generation Z.
[bookmark: _Toc241196367]2.4 Brand Trust and Purchase Intention
Brand trust is defined as the confidence that the brand is credible, reliable and keeps its promises. Theory of relationship marketing considers trust as a key factor for successful exchange of value in a stable relationship (Morgan and Hunt, 1994), and Chaudhuri and Holbrook (2001) link brand trust with commitment and performance. Especially when it comes to online fashion, fit, quality, delivery and returns are hard to gauge before buying. The concept of brand trust could therefore have an independent link to purchase intention, as it focuses on transaction uncertainty, rather than just focusing on attention.
Digital content can foster trust by providing useful, consistent and credible information (Hollebeek and Macky, 2019; Chen and Lin, 2019). But trust can also be a result of past purchases, service recovery, product quality, and external reputation. The corporate reports of ASOS highlight customer relevance and digital experience, however, this does not outline how customers as individuals have built trust (ASOS Plc, 2025; 2026). The study thus considers brand trust as a concurrent predictor and controls for previous purchase instead of assuming that recent exposure to social media has led to brand trust.
Existing customers have more evidence with which to evaluate reliability, and they may buy because they are satisfied or perhaps simply by habit. This confounding can be reduced by controlling previous purchases but not eliminated. The trust items are also highly correlated with similar judgments of honesty, reliability, confidence and dependability. Thus, caution would be warranted in interpreting high internal consistency as it is self-reported in the same questionnaire and is susceptible to common-method effects for trust and purchase intention.
The central empirical question is therefore whether brand trust retains unique predictive value when social media marketing activities, influencer credibility, exposure frequency and previous purchasing are considered together. If a significant coefficient were present, it would suggest unique explanatory value in the sample and not verified sales effects.
[bookmark: __RefHeading___Toc3647_1595446594][bookmark: bm_24_B_2_5_Instagram_and_TikTok_as_Di][bookmark: _Toc236853960][bookmark: _Toc240673979][bookmark: _Toc241196368]2.5 Instagram and TikTok as Distinct Marketing Environments
Instagram and TikTok have similar features in terms of video and creator options, but they do not offer the same persuasion environments. While Instagram has built its business model on curated profiles, followers, and an environment built around influencers, TikTok focuses more on short-form video, algorithm-driven discovery, and the swift turnaround of trends. These suggest various paths for marketing assessment: in Instagram, users can buy an extra following and also have more curated connections with creators, in TikTok, they can find content without following a creator. As described by Ofcom (2025b), online platforms are playing an important role for younger audiences; however, the prevalence of usage cannot reveal if any of these usage patterns are resulting in different intentions to purchase. The platforms would then be indistinguishable, making it harder to see the difference in content speed, discovery, and creator culture.
Comparative evidence indicates that there is not a definitive platform ranking, but rather different emphases. The concept of humour, hedonic experience, creator credibility and rapid evaluation of the platform (Barta et al., 2023; Zhang, Zhang and Daim, 2023; Alcántara-Pilar et al., 2024; Jamil et al., 2024) are emphasized in TikTok research. In contrast, Djafarova and Bowes (2021) demonstrate the potential of Instagram to influence Generation Z fashion impulse purchases, and research on the role of fashion influencers reveals the correlation between credibility and attitudes to purchase intention (Chetioui, Benlafqih and Lebdaoui, 2020). The TikTok evidence is more often related to discovery, shorter-form content, and quickly “scrolled through”, while the Instagram evidence is closer to existing followers, curated presentations and relationships with influencers. These are not head-to-head comparisons, however, as the studies vary in countries, brands, samples and outcomes. Their results suggest we can expect platform differences, which cannot be predicted if either Instagram or TikTok is expected to create greater purchase intention for ASOS.
Choosing a platform is another difficulty for the platform comparison. Respondents indicate which platform they encountered the most ASOS content on and may well already be split between the Instagram focused and TikTok focused groups by age, the extent of their use of both platforms, their fashion engagement or previous purchasing from ASOS. An independent-samples test will determine if any difference exists between the purchase intentions of these groups, but it will not be able to point to platform architecture as the cause of such difference. H4 is, therefore, intentionally nondirectional. This wording is taken from the literature, because platform affordances give a defensible reason to expect difference, but if there is not some ASOS evidence directly comparable to them, it is not enough to predict superiority. The comparison is not about the inherent persuasiveness of one platform over the other, but to determine if platform-specific segmentation is worthy of further exploration.
[bookmark: __RefHeading___Toc3649_1595446594][bookmark: bm_25_B_2_6_Purchase_Intention_and_Evi][bookmark: _Toc236853961][bookmark: _Toc240673980][bookmark: _Toc241196369]2.6 Purchase Intention and Evidential Limits
Purchase intention is extensively used as it is challenging to attribute actual sales to specific social media perceptions. It reflects an attitude of conscious consideration, likelihood and willingness to buy, but only as a proximal attitude, not as a verified one. According to Ajzen (1991), intention and behaviour are separated and the causes of enactment are behavioural control and situational constraints. Subjectively norms and perceived behavioural control are not measured in the current instrument, which would thus be incomplete theoretically when based on the Theory of Planned Behaviour. The purchase intention is thus used as a bounded outcome, but not as a replacement for sales.
Self-report measures add to inflation risks. For those who have a general positive attitude towards ASOS, there may be correlations that result from their general attitude towards the brand as they rate the content, influencers, trustworthiness and purchase intention highly.Those who generally have a positive attitude towards ASOS might rate the content and influencers and the trustworthiness and purchase intention positively, resulting in correlations arising from the underlying brand attitude. Temporal proximity also has a role to play as the survey is asking about exposure in the past three months but purchase behaviour in the past year. The control variables compensate for some of the factors involved in the prior contact, but they do not reflect competitor preference, disposable income, or the immediate need for fashion. Such omissions do not render the design invalid, but simply limit the interpretation to the associations made to other samples under the conditions observed.
The literature thus indicates that purchase intention is a viable dependent variable and that restraint is needed. Report significant coefficients with confidence intervals, effect sizes and model fit and not as confirmation of commercial impact. Standardised betas are sensitive to measure reliability and predictor correlations, and can be compared across different predictors within the sample. A distinction-level interpretation should distinguish between statistical significance and substantive importance, and explicitly recognize the restrictions on population inference that are imposed by non-probability methods of recruitment.
[bookmark: __RefHeading___Toc3651_1595446594][bookmark: bm_26_B_2_7_Theoretical_Frameworks][bookmark: _Toc236853962][bookmark: _Toc240673981][bookmark: _Toc241196370]2.7 Theoretical Frameworks
SOR is the main theoretical framework, and it is complemented by two theories: Source Credibility Theory and relationship marketing theory. SOR explains how the cues perceived by the consumer can be arranged in relation to internal evaluation and behaviour; Source Credibility Theory explains the influence of the communicator's qualities on the acceptance of the message; and relationship marketing theory explains the importance of trust in the retailer for the continuation of the exchange. The perspectives, then, are not three competing explanations, but explanations at different levels of the same empirical model. The separation of theoretical roles allows each construct to be supported by each theory and helps to maintain the focus on the variables measured.
The Stimulus-Organism-Response model proposes that environmental stimuli relate to an organism’s internal state, which is then linked with a response (Mehrabian and Russell, 1974). Contemporary retail reviews continue to use SOR across technologically mediated settings (Erensoy et al., 2024). In this study, perceived social media marketing activities and influencer credibility are stimulus-side perceptions, brand trust is an organism-level evaluation, and purchase intention is the response. SOR is used here to classify theoretical roles; Section 2.9 separately specifies how those constructs are operationalised and tested.
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[bookmark: bm_27_Figure_2_1__Study_specific_the]Figure 2.1. Study-specific theoretical mapping of the SOR framework
[bookmark: bm_28_Source__Author_s_adaptation_of]Source: Author’s adaptation of Mehrabian and Russell (1974).
[bookmark: bm_29_Figure_2_1_visualises_this_the]Figure 2.1 visualises this theoretical classification. It should be read as an organising map rather than a tested mediation pathway; the direct regression specification and control variables are set out in Section 2.9 and Chapter 3.
Source Credibility Theory refines the source-related part of the SOR stimulus by explaining why an influencer’s perceived qualities may affect acceptance of ASOS-related communication. Ohanian (1990) identifies trustworthiness, expertise and attractiveness as core celebrity-endorser dimensions. Digital influencer research, however, shows that creators also operate through authenticity and relational judgements (Reinikainen et al., 2020; Schouten, Janssen and Verspaget, 2020; Farivar and Wang, 2022). The present study therefore retains the stable credibility core of trustworthiness and expertise, substitutes authenticity for appearance-based attractiveness, and uses persuasiveness only as perceived communication convincingness. This is an adaptation of the theory to the measured context, not a claim that Ohanian’s original construct has been reproduced exactly.
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[bookmark: bm_30_Figure_2_2__Study_specific_ada]Figure 2.2. Study-specific adaptation of Source Credibility Theory
[bookmark: bm_31_Source__Author_s_adaptation_ba]Source: Author’s adaptation based on Ohanian (1990), Schouten, Janssen and Verspaget (2020), and Lou and Yuan (2019).
[bookmark: bm_32_Figure_2_2_shows_the_study_spe]Figure 2.2 shows the study-specific credibility adaptation: trustworthiness and expertise retain the informational core, authenticity captures perceived genuineness, and persuasiveness is restricted to message convincingness. Attractiveness and social identity are not measured. The arrow to purchase intention represents H2 as an expected positive association, so any significant coefficient concerns the adapted score used in this study rather than a complete replication of Ohanian’s original three-dimensional scale.
Together, the three perspectives justify the measured content-, source- and brand-level constructs without implying that unmeasured mechanisms such as identification, parasocial interaction, fit, involvement or behavioural control are tested. The theoretical framework is therefore deliberately parsimonious rather than exhaustive.
[bookmark: bm_33_B_2_8_Research_Gap][bookmark: Bookmark_Copy_1][bookmark: _Toc236853963][bookmark: _Toc240673982][bookmark: _Toc241196371]2.8 Research Gap
The review identifies three connected gaps. First, the evidence base is conceptually disjointed: the social media marketing activities, the credibility of influencers and brand trust are analysed in isolation, and when the two are compared, it is difficult to make clear how much each explains. Therefore, an integrated model is necessary to verify if there is an association between purchase intention and content-, source- and brand-level perceptions remain distinct.
Second, contextual transfer remains uncertain. Foundational social media marketing studies emphasise luxury brands, while other evidence comes from airlines, fast food and broad e-commerce settings (Kim and Ko, 2012; Godey et al., 2016; Seo and Park, 2018; Yadav and Rahman, 2018; Khan, 2022; Hanaysha, 2022). ASOS combines fashion symbolism with practical online-retail risks and multi-brand comparison, so the relative importance of the constructs requires UK- and retailer-specific evidence.
Third, there is inconsistent platform evidence. While Instagram has been the focus of previous studies on influencers (Sherpani and Steigman, 2023), recent TikTok studies have highlighted the platform's emphasis on humour, speed, algorithmic discovery and credibility mechanisms specific to the platform (Barta et al., 2023; Zhang, Zhang and Daim, 2023; Alcántara-Pilar et al., 2024; Jamil et al., 2024). Few studies compare focal-platform groups exposed to the same retailer, leaving uncertainty about whether platform-neutral assumptions are appropriate for ASOS.
Taken together, the empirical gap concerns the absence of this specific integrated, brand-specific and platform-comparative test. The study involved an analysis to determine if the perceived marketing activities of social media, the adapted construct of influencer credibility, and brand trust maintained separate positive relationships with the ASOS purchase intention, while controlling for past purchases and social media exposure frequency. It also examined whether there was any difference in purchase intent between those whose attention was drawn to Instagram and those who were drawn to TikTok in the UK Generation Z.
[bookmark: __RefHeading___Toc3655_1595446594][bookmark: bm_34_B_2_9_Conceptual_Framework_and_H][bookmark: _Toc236853964][bookmark: _Toc240673983][bookmark: _Toc241196372]2.9 Conceptual Framework and Hypotheses
The conceptual framework operationalises the review into a testable predictive model. The principal predictors include perceived social media marketing activities, influencer credibility and brand trust, while purchase intention is the dependent variable. Exposure frequency and previous purchasing at ASOS are controls and the comparison groups are determined by the focal platform. H1-H3 correspond to the three major coefficients that are entered into Block 2 of the hierarchical regression, and H4 corresponds to an independent-samples t-test comparing purchase intention. These tests and their diagnostics are outlined in Chapter 3.
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[bookmark: bm_35_Figure_2_3__Conceptual_framewo]Figure 2.3. Conceptual framework of the study
[bookmark: bm_36_Source__Author_s_construction_]Source: Author's construction based on Kim and Ko (2012), Ohanian (1990), Mehrabian and Russell (1974), Morgan and Hunt (1994), and Chaudhuri and Holbrook (2001).
Figure 2.3 classifies the predictors as content-related, source-related or brand-related. This separation is important in theory, in that good content does not equal a believable influencer and vice versa, nor does it ensure trust in the retailer. The framework also demonstrates the analytical distinctions between platform comparison and regression relationships. The direct arrows are hypotheses of positive association and not causal mechanisms. The controls are not shown on the visual model to keep the model simple, but are included in the statistical model. 
In general, social media marketing activities have been associated with positive consumer responses, with the relationship being shaped by context and involvement (Kim and Ko, 2012; Seo and Park, 2018; Chen and Lin, 2019; McClure and Seock, 2020; Khan, 2022; Hanaysha, 2022). For ASOS, entertainment, interaction, trendiness and personalisation should be relevant and considered by the consumer when he/she sees them as valuable. The first hypothesis is tested by giving that whether this correlation remains after controlling for previous purchasing and exposure frequency. 
H1: Perceived social media marketing activities are significantly and positively associated with UK Generation Z consumers' purchase intentions towards ASOS.
Research on influencers consistently shows average support of credibility, but in different ways: trust, fit, identification, parasociality and human-brand attachment (Lou and Yuan, 2019; Sokolova and Kefi, 2020; Chetioui, Benlafqih and Lebdaoui, 2020; Masuda, Han and Lee, 2022; Janssen, Schouten and Croes, 2022; Leung et al., 2022a; Pan et al., 2025). The reliable, insightful, credible and persuasive producers would minimize resistance to ASOS recommendations. The hypothesis is deliberately simple as the survey does not measure all the relational pathways.
H2: Perceived influencer credibility is significantly and positively associated with UK Generation Z consumers' purchase intentions towards ASOS.
consumers' purchase intentions towards ASOS and perceived influencer credibility. Brand trust can decrease the perceived transaction uncertainty and can facilitate the ongoing exchange process ( Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001). This is particularly important in the context of online fashion, where fit, delivery and returns can't always be assessed before being purchased. Trust is predicted to predict intention beyond the recent information presented and perceptions of the influencers, while controlling for prior purchases that might cause confusion.
H3: Brand trust is significantly and positively associated with UK Generation Z consumers' purchase intentions towards ASOS.
Platform formats can influence exposure and persuasion, but there is no sound evidence to support any specific prediction. Instagram could give TikTok more brand-following and influencer connections, while TikTok can provide better discovery and hedonic engagement. The comparison is then not directional and tests for differences, not superiority.
H4: Purchase intention towards ASOS differs significantly between UK Generation Z consumers whose main exposure occurs on Instagram and those whose main exposure occurs on TikTok.
[bookmark: __RefHeading___Toc3657_1595446594][bookmark: bm_38_B_2_10_Chapter_Summary][bookmark: bm_39_Chapter_3__Research_Methodolog][bookmark: Bookmark_Copy_2][bookmark: _Toc236853966][bookmark: _Toc240673985]

[bookmark: _Toc241196373]Chapter 3: Research Methodology
[bookmark: __RefHeading___Toc3661_1595446594][bookmark: bm_40_B_3_1_Introduction][bookmark: _Toc236853967][bookmark: _Toc240673986][bookmark: _Toc241196374]3.1 Introduction
This chapter explains and justifies the methodological choices used to investigate how Instagram and TikTok marketing relate to UK Generation Z consumers' purchase intentions towards ASOS. The chapter therefore addresses the research aim, philosophy, approach, strategy, time horizon, sampling, measurement, data collection, analysis, quality criteria, ethics and methodological limitations. The administered questionnaire is reproduced in Appendix C, while the participant information and consent materials are presented separately in Appendix B. Construct operationalisation and the analytical procedures are explained in Sections 3.7 and 3.8.
[bookmark: __RefHeading___Toc3663_1595446594][bookmark: bm_41_B_3_2_Methodological_Framework][bookmark: _Toc240673987][bookmark: _Toc241196375]3.2 Methodological Framework
The methodological structure follows the research onion developed by Saunders, Lewis and Thornhill (2019). Figure 3.1 links positivism and deduction with a mono-method quantitative survey, a cross-sectional horizon, questionnaire administration and statistical analysis. It also exposes the central compromise. Positivism and deduction support hypothesis testing, but the cross-sectional survey lacks longitudinal temporal leverage and qualitative interpretive depth. The pathway is justified by alignment with the research questions and feasibility, not by presumed quantitative superiority.
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[bookmark: bm_42_Figure_3_1__The_research_onion]Figure 3.1: The research onion and the selected methodological pathway
[bookmark: bm_43_Source__Adapted_from_Saunders_]Source: Adapted from Saunders, Lewis and Thornhill (2019).
The research aim is to examine the relationships between perceived Instagram and TikTok marketing activities, influencer credibility, brand trust and UK Generation Z consumers' purchase intentions towards ASOS. The research questions are:
1. How do UK Generation Z consumers perceive ASOS social media marketing activities on Instagram and TikTok?
2. To what extent are perceived social media marketing activities associated with purchase intention towards ASOS?
3. To what extent are influencer credibility and brand trust associated with purchase intention towards ASOS?
4. Is purchase intention towards ASOS significantly different between Instagram-focused and TikTok-focused respondents?
These questions require standardised perceptual measures, estimates of association and a platform comparison. The methodological choices are therefore judged by their capacity to produce comparable numerical evidence without implying causal certainty.
[bookmark: bm_44_B_3_3_Research_Philosophy][bookmark: Bookmark_Copy_3][bookmark: _Toc236853968][bookmark: _Toc240673988][bookmark: _Toc241196376]3.3 Research Philosophy
This study was conducted based on the positivist philosophy. In positivism, social phenomena are studied based on indicators that can be observed and measured systematically and can be compared (Collis and Hussey, 2014; Saunders, Lewis and Thornhill, 2019). The study treated the perceived social media marketing activities, influencer credibility, brand trust and brand purchase intention as latent constructs, which were presented by multiple items in the questionnaire, and thus the position was appropriate. Explicit decision rules were then used to estimate statistical relationships between their composite scores. 
[bookmark: __RefHeading___Toc3667_1595446594][bookmark: bm_45_B_3_4_Research_Approach_and_Meth][bookmark: _Toc236853969][bookmark: _Toc240673989][bookmark: _Toc241196377]3.4 Research Approach and Methodological Choice
[bookmark: __RefHeading___Toc3669_1595446594][bookmark: bm_46_B_3_4_1_Deductive_Research_Appro][bookmark: _Toc236853970][bookmark: _Toc241196378]3.4.1 Deductive Research Approach
The deductive approach was employed as hypotheses were formulated based on existing theory and empirical research. SOR positions perceived social media marketing activities and influencer credibility on the stimulus side, brand trust as an internal evaluation and purchase intention as the response. The Source Credibility Theory explains the evaluation of influencers and the relationship marketing theory justifies the role of brand trust as relational confidence (Mehrabian and Russell, 1974; Ohanian, 1990; Morgan and Hunt, 1994). The theories informed the placement of the constructs and provided directionality; the design was cross-sectional, so the hypotheses focused on predictive, not temporal, relationships. Deduction involves the process of identifying these expectations as measurable variables that can be compared with the data observed (Saunders, Lewis and Thornhill, 2019).
[bookmark: __RefHeading___Toc3671_1595446594][bookmark: bm_47_B_3_4_2_Mono_method_Quantitative][bookmark: _Toc236853971][bookmark: _Toc241196379]3.4.2 Mono-method Quantitative Choice
The study adopted a mono-method quantitatively designed approach so that one single set of data could be used to answer all the research questions. An additional qualitative part would be too long (10 weeks) and would not address temporal ordering, but mixed methods might help to elucidate platform-specific interpretations.  Methodological breadth is not automatically superior. Strong construct definition, disciplined sampling and transparent analysis offer greater value than a weakly integrated second method (Polonsky and Waller, 2015; Saunders, Lewis and Thornhill, 2019).
[bookmark: __RefHeading___Toc3673_1595446594][bookmark: bm_48_B_3_5_Research_Strategy_and_Time][bookmark: _Toc236853972][bookmark: _Toc240673990][bookmark: _Toc241196380]3.5 Research Strategy and Time Horizon
[bookmark: __RefHeading___Toc3675_1595446594][bookmark: bm_49_B_3_5_1_Survey_Strategy][bookmark: _Toc236853973][bookmark: _Toc241196381]3.5.1 Survey Strategy
A survey strategy was chosen in order to gain standardised data from a relatively large sample of respondents scattered throughout the United Kingdom. Online administration aligned with the population who use Instagram or TikTok and eliminated the need for eligibility routing, uniform presentation of the items and direct export for analysis. A controlled experiment would offer firmer evidence of causality but would involve exposure to content that has been manipulated and would involve measuring an artificial exposure to ASOS rather than the recent experience of the platform. A case study of an organisation's documents might bring to light ASOS strategy, but not consumer perceptions or purchase intention could be measured. Ethnography and interviews would provide more detailed descriptions of how the platform was used, but the handful of samples would be too context-dependent to support the regression model to be constructed (Yin, 2018; Bryman and Bell, 2015).
[bookmark: __RefHeading___Toc3677_1595446594][bookmark: bm_50_B_3_5_2_Cross_sectional_Time_Hor][bookmark: _Toc236853974][bookmark: _Toc241196382]3.5.2 Cross-sectional Time Horizon
The time horizon was of cross-sectional design, that is, responses were gathered in one specific time. This was possible for a master's dissertation and measured variation in recent exposure to ASOS, trust, and intention at the same time point. It did not show, however, if marketing exposure came before trust, nor did it show if intention came before purchasing. The temporal evidence would be better with a longitudinal panel but was impractical given the available measurement schedule and participant attrition. Therefore, regression coefficients were interpreted as predictive associations instead of causal effects (Saunders et al., 2019).
[bookmark: __RefHeading___Toc3679_1595446594][bookmark: bm_51_B_3_6_Population__Sampling_and_S][bookmark: _Toc240673991][bookmark: _Toc241196383]3.6 Population, Sampling and Sample Size
[bookmark: __RefHeading___Toc3681_1595446594][bookmark: bm_52_B_3_6_1_Target_Population_and_El][bookmark: _Toc241196384]3.6.1 Target Population and Eligibility Criteria
The target population consisted of people aged 18-27 in the UK who viewed ASOS marketing content on Instagram or TikTok in the last 3 months. Participants had to be adults, resident in the United Kingdom at the time of participation, and have viewed ASOS posts, Reels, TikToks, ads or influencer collaborations. Each respondent identified 1 focal platform (the platform where the highest proportion of content related to ASOS was seen). If exposure was identical, the last platform encountered was selected. This rule eliminated the ambiguity by making sure all items that followed in the platforms were using one setting.
[bookmark: __RefHeading___Toc3683_1595446594][bookmark: bm_53_B_3_6_2_Sampling_Technique][bookmark: _Toc241196385]3.6.2 Sampling Technique
Purposive and convenience sampling were combined. Purposive screening was necessary because many Generation Z consumers did not satisfy the recent-exposure criterion. Convenience recruitment through university networks, personal networks, online fashion communities, Instagram and TikTok provided practical access to eligible respondents. Probability sampling would have offered stronger population inference, but no accessible sampling frame identified all UK 18 to 27-year-olds recently exposed to ASOS content on either platform. The resulting sample should therefore be interpreted as a non-probability sample rather than a statistically representative cross-section of UK Generation Z consumers.
[bookmark: __RefHeading___Toc3685_1595446594][bookmark: bm_54_B_3_6_3_Sample_Size][bookmark: _Toc241196386]3.6.3 Sample Size
An a priori power analysis using G*Power 3.1 provided the statistical basis for the sample target (Faul et al., 2009). For the five-predictor regression, a medium effect size (f² = 0.15), α = 0.05 and power = 0.80 required a minimum of approximately 92 usable cases. H4 was more demanding because it compared two platform groups: a two-tailed independent-samples test with a medium effect (d = 0.50), α = 0.05 and power = 0.80 required approximately 64 respondents per group, or 128 in total under balanced allocation. A recruitment target of about 150 completed responses was therefore set to allow for screening losses. In practice, 106 responses were collected and only 22 satisfied all eligibility and quality criteria. The achieved sample was consequently well below the planned power target, and the inferential findings in Chapter 4 are reported with this limitation made explicit.
[bookmark: __RefHeading___Toc3687_1595446594][bookmark: bm_55_B_3_7_Data_Collection][bookmark: _Toc240673992][bookmark: _Toc241196387]3.7 Data Collection
[bookmark: __RefHeading___Toc3689_1595446594][bookmark: bm_56_B_3_7_1_Questionnaire_Design_and][bookmark: _Toc241196388]3.7.1 Questionnaire Design and Operationalisation
Primary data were collected through the structured online questionnaire reproduced in Appendix C. The instrument began with consent and screening, followed by demographics, ASOS purchasing, platform exposure and construct measures. Five-point Likert response options were used for the multi-item scales because they provide a consistent format for capturing degrees of agreement and can be combined into composite means when reliability is adequate. The instrument contained 12 social media marketing activity items, eight influencer credibility items, four brand trust items and four purchase intention items, alongside an attention check and control variables.
Measurement drew on established conceptual domains rather than creating unsupported single items. Entertainment, interaction, trendiness and personalisation reflect the social media marketing activity tradition (Kim and Ko, 2012; Godey et al., 2016). The elements of influencer credibility were drawn from Ohanian (1990) and Lou and Yuan (2019) and included trustworthiness, expertise, authenticity and persuasiveness. Its adaptation went from physical beauty to authenticity. Persuasiveness was defined as communication convincingness and used the wording of the administered Q32, which was related to recommendations and consideration of ASOS products, but has some overlap with scales related to purchase evaluation. Trustworthiness, reliability, confidence and dependability were equated with brand trust (Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001). Purchase intention was measured using likelihood, consideration, preference and willingness, as in social media and retail studies (Kim and Ko, 2012; McClure and Seock, 2020). The following operational definitions and the administration of the items and analyses are documented in this methodology chapter and in Appendix C
To achieve a clearer understanding of the referred to, the questionnaire separated the concepts of ‘focal-platform marketing' from ‘general attitudes towards ASOS'. Common-method bias remained possible because predictors and outcomes were self-reported together, so previous purchasing and exposure frequency were retained as controls. The final administered questionnaire also contained two wording deviations from the earlier measurement plan. Q32 stated that influencer recommendations encouraged consideration of ASOS products, while Q41 linked purchase willingness directly to viewing ASOS content. These items create greater conceptual overlap between influencer credibility, social-media exposure and purchase intention than originally intended. Chapter 4 therefore reports this as a measurement limitation, and the affected composite-based analyses are interpreted cautiously rather than being treated as evidence of clear discriminant validity.
[bookmark: __RefHeading___Toc3691_1595446594][bookmark: bm_57_B_3_7_2_Pilot_Testing_and_Data_C][bookmark: _Toc241196389]3.7.2 Pilot Testing and Data Collection Procedure
A small pilot phase was included in the research design to test the wording, routing and technical presentation prior to the main survey. Pilot responses were not planned to be automatically combined with the primary data set because changes to the questionnaires could render versions non-equivalent. The pilot was not a demonstration of the construct validity, but rather a quality control process (Pajo, 2018; Saunders et al., 2019). 
[bookmark: __RefHeading___Toc3693_1595446594][bookmark: bm_58_B_3_8_Data_Preparation_and_Analy][bookmark: _Toc240673993][bookmark: _Toc241196390]3.8 Data Preparation and Analysis
Data analysis was conducted in MS Excel, which includes screening log, codebook, cleaned analytical data, descriptive statistics, reliability analysis, Pearson Correlations, hierarchical regression, diagnostics and platform comparison. Eligible or low quality records were identified through screening, such as consent failure, age and residence ineligibility, attention-check failure and straight-lining. RQ1 was answered in the frequency, mean and standard deviation of the item and dimension scores. Internal consistency was measured using Cronbach's alpha and the corrected item-total correlation. Since none of the four main final-sample scales met the criterion of α > 0.70, the pre-specified composite scores were used only for analysis of the planned design and the correlations and regression estimates of these scores were considered exploratory and not as definitive evidence. H1 to H3 were examined through hierarchical multiple regression. Exposure frequency and previous purchasing behaviour of ASOS became controls in Block 1:
Model 1:  PIᵢ = β₀ + β₁EFᵢ + β₂APᵢ + εᵢ
The three principal predictors then entered Block 2 simultaneously:
Model 2:  PIᵢ = β₀ + β₁EFᵢ + β₂APᵢ + β₃SMMAᵢ + β₄ICᵢ + β₅BTᵢ + εᵢ
In these equations, PI denotes purchase intention, EF exposure frequency, AP previous ASOS purchasing, SMMA perceived social media marketing activities, IC influencer credibility, BT brand trust, β₀ the intercept, β₁ to β₅ regression coefficients and ε the unexplained error. The change in R² was used to assess whether Block 2 explained additional variance beyond the controls. H1 to H3 were supported only when the relevant coefficient was positive and statistically significant at p < 0.05. The analysis reported unstandardised coefficients, standardised beta coefficients, 95 per cent confidence intervals, R², adjusted R², change in R² and F-statistics. Assumptions were assessed through the residual-versus-predicted plot, residual histogram, Shapiro-Wilk test, Breusch-Pagan test, Durbin-Watson statistic, tolerance and VIF values, studentised residuals, leverage and Cook’s distance. These diagnostics matched the procedures documented in the Stage One Excel workbook and are reported in Chapter 4.
H4 was tested through an independent-samples t-test comparing purchase intention between Instagram-focused and TikTok-focused respondents. Group distributions were reviewed and Levene’s test assessed equality of variances. The equal-variance result and a Welch sensitivity result were both reported, together with group means, a 95 per cent confidence interval for the mean difference, Cohen’s d and Hedges’ g. Any significant difference would have been interpreted as a platform-group association rather than evidence that platform membership caused the difference.
[bookmark: __RefHeading___Toc3695_1595446594][bookmark: bm_59_B_3_9_Reliability__Validity_and_][bookmark: _Toc240673994][bookmark: _Toc241196391]3.9 Reliability, Validity and Research Quality
Reliability concerns whether multi-item measures operate consistently, while validity concerns whether scores support their intended interpretations (Collis and Hussey, 2014). Internal consistency was evaluated through Cronbach’s alpha and corrected item-total correlations, but alpha was not treated as proof of unidimensionality or theoretical validity. Literature-constructed definitions of the constructs and item mapping in Chapters 2 and 3 provided content validity. The measure of influencer-credibility was considered an adaptation to the study rather than a validated measure by Ohanian. Inter-construct correlations and multi-collinearity diagnostics were used to explore the concept of construct construction. An exploration of factors was not carried out because the final analytical sample of 22 cases was too small to allow meaningful factor analytic analysis; but instead is acknowledged as a limitation in the measurement process. The setting and non-probability recruitment limits the external validity. The study is not representative of all UK Generation Z consumers but of the sample of eligible consumers. Limited researcher discretion and transparency/replicability are facilitated by a codebook, documented exclusions, and an analytical workbook and full reporting of coefficients and diagnostics.
[bookmark: __RefHeading___Toc3697_1595446594][bookmark: bm_60_B_3_10_Ethical_Considerations][bookmark: _Toc240673995][bookmark: _Toc241196392]3.10 Ethical Considerations
Prior to primary data collection, formal UWTSD ethical approval of the research protocol was obtained. Full informed consent and voluntary participation. The participants could withdraw from the survey without penalty before anonymous submission but after anonymous submission may not be possible, as the participants could not be identified by their responses. Only adults were surveyed and no sensitive direct identifiers were requested. The planned safeguards of information governance were data minimisation, secure storage and access restrictions, and the university retention and deletion schedule. The design of recruitment messages aimed to prevent the use of coercive language, even in the cases where recruitment had taken place through university or personal networks (Bryman and Bell, 2015; Saunders et al., 2019).
[bookmark: __RefHeading___Toc3699_1595446594][bookmark: bm_61_B_3_11_Methodological_Limitation][bookmark: _Toc240673996][bookmark: _Toc241196393]3.11 Methodological Limitations
The major drawbacks are self-selection, self-report measure, common-method variance, low final-sample scale reliability and cross-sectional timing. However, purchase intention does not always mean actual purchase, and past purchasers might have a more positive assessment of both trust and purchase intention. Recent exposure is recalled rather than observed and the focal-platform rule reduces multi-platform behaviour. Some of the risks are mitigated through screening, control variables, attention and quality checks, diagnostic reporting and explicitly non-causal interpretation but not eliminated by the small final sample and unstable measurement.


[bookmark: bm_63_Chapter_4__Data_Analysis][bookmark: _Toc240673998][bookmark: _Toc241196394]Chapter 4: Data Analysis
[bookmark: bm_64_B_4_1_Introduction][bookmark: _Toc240673999][bookmark: _Toc241196395]4.1 Introduction
This chapter presents the quantitative findings from the survey examining the relationship between Instagram and TikTok marketing and UK Generation Z consumers’ purchase intentions towards ASOS. The analysis is organised around the four research questions and hypotheses established in Chapters 1 and 2. It first presents the data screening and the characteristics of the sample that could be used, followed by the descriptive statistics and the reliability tests. Pearson correlations are then used to examine bivariate relationships among the study variables. Hierarchical multiple regression is used to determine if the variables perceived social media marketing activities, influencer credibility and brand trust account for variance in purchase intention beyond the variance accounted for by exposure frequency and previous ASOS purchases. Finally, an independent-samples comparison is conducted to determine if there is a difference between purchase intent among Instagram-focused respondents and TikTok-focused respondents.
[bookmark: bm_65_B_4_2_Data_Preparation__Screenin][bookmark: _Toc240674000][bookmark: _Toc241196396]4.2 Data Preparation, Screening and Analytical Approach
A total of 106 survey responses were collected. Data were pre-screened prior to hypothesis testing by the eligibility and quality rules outlined in the methodology. One respondent did not consent to the research; 45 of the respondents did not fall within the required age range (18-27 years); and two of the respondents indicated that they were not residing in the United Kingdom at the time of the study. No other case was touched for recent exposure to ASOS, invalid focal platform, incomplete essential analysis items or exact duplicate response pattern. Thirty-five responses were identified as failing the Q33 attention check (required response not selected), and one additional response was identified as a straight-lining response for all 28 substantive Likert items. These exclusions resulted in a primary analytical sample of 22 respondents.
The planned number of usable observations to support a five-predictor regression is about 92, while the planned number of respondents for a balanced platform comparison is 128, but the final number of usable observations is significantly lower and the number of respondents in the platform comparison is significantly less. The targets were determined using an a priori power analysis as described in Chapter 3 (Faul et al., 2009). Thus, the inferential results are presented as exploratory and not as a definitive confirmation.
The cleaned data, calculations, statistical tables and figures were arranged in an Excel workbook. Frequencies, means, standard deviations, Cronbach's alpha, corrected item-total checks, Pearson correlation coefficients, and independent-samples tests were used in analysis, as were hierarchical regression and regression diagnostics. The wording of Q32 and Q41 was not the same that was planned during the development of this instrument.
[bookmark: bm_66_Table_4_1__Data_Screening_and_]Table 4.1: Data Screening and Final Sample
	Screening step
	n
	Outcome

	Raw responses received
	106
	Starting dataset

	Consent not provided
	1
	Excluded

	Age outside 18–27
	45
	Excluded

	Not currently living in the UK
	2
	Excluded

	No recent ASOS exposure after prior screens
	0
	Excluded

	Missing or invalid focal platform
	0
	Excluded

	Incomplete essential analysis items
	0
	Excluded

	Exact duplicate response pattern
	0
	Excluded

	Attention-check failure (Q33)
	35
	Excluded

	Straight-lining across substantive Likert items
	1
	Excluded

	Final primary analytical sample
	22
	Included



[bookmark: bm_67_B_4_3_Demographic_and_Sample_Pro][bookmark: _Toc240674001][bookmark: _Toc241196397]4.3 Demographic and Sample Profile
The final sample characteristics are summarised in Table 4.2. The largest number of respondents, 16 of the 22 usable cases (72.7 per cent) were between 24 and 27 years of age. There were 18-20 respondents and 21-23 respondents who made up 13.6 per cent and 13.6 per cent respectively. The age distribution is shown directly from the Excel analysis in Figure 4.1. 14 respondents (63.6 per cent) indicated that Instagram was the focal platform, while eight respondents (36.4 per cent) said that TikTok was the focal platform. This imbalance is crucial for the later platform comparison as the smaller TikTok group gives less of an accurate estimation. This distribution is plotted in figure 4.2. The distribution of male and female respondents was also highly skewed with 20 male respondents and 2 female respondents in the final sample. 16 of the participants were full-time students and 4 were part-time students. One participant had a part-time job and one had a full-time job. In relation to the ASOS Purchasing, 8 respondents said they had not purchased anything from ASOS in the last 12 months and 14 respondents said that they had purchased at least one item from ASOS in the last 12 months. The exposure to ASOS content was spread out across the four categories with six respondents saying they rarely, six sometimes, four often and six very often. The demographic profile is thus a description of the cases analysed and should not be considered to be representative of the wider UK Generation Z population.
[bookmark: bm_69_Table_4_2__Demographic_and_Sam]Table 4.2: Demographic and Sample Profile (N = 22)
	Characteristic
	Category
	n
	%

	Age
	18–20
	3
	13.6%

	Age
	21–23
	3
	13.6%

	Age
	24–27
	16
	72.7%

	Focal platform
	Instagram
	14
	63.6%

	Focal platform
	TikTok
	8
	36.4%

	Gender
	Male
	20
	90.9%

	Gender
	Female
	2
	9.1%

	Employment / education
	Full-time student
	16
	72.7%

	Employment / education
	Part-time student
	4
	18.2%

	Employment / education
	Employed part-time
	1
	4.5%

	Employment / education
	Employed full-time
	1
	4.5%

	ASOS purchases, previous 12 months
	None
	8
	36.4%

	ASOS purchases, previous 12 months
	One purchase
	6
	27.3%

	ASOS purchases, previous 12 months
	Two to three purchases
	4
	18.2%

	ASOS purchases, previous 12 months
	Four to five purchases
	3
	13.6%

	ASOS purchases, previous 12 months
	Six or more purchases
	1
	4.5%

	Exposure frequency
	Rarely
	6
	27.3%

	Exposure frequency
	Sometimes
	6
	27.3%

	Exposure frequency
	Often
	4
	18.2%

	Exposure frequency
	Very often
	6
	27.3%
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[bookmark: bm_70_Figure_4_1__Age_Distribution_o]Figure 4.1: Age Distribution of the Final Sample
Source: Author's analysis of survey data (2026)
[image: ]
[bookmark: bm_71_Figure_4_2__Focal_Platform_Dis]Figure 4.2: Focal Platform Distribution
Source: Author's analysis of survey data (2026)
[bookmark: bm_72_B_4_4_Descriptive_Statistics][bookmark: _Toc240674002][bookmark: _Toc241196398]4.4 Descriptive Statistics
The descriptive statistics indicate generally favourable responses across the measured constructs. As shown in Table 4.3, the overall perceived social media marketing activities score had a mean of 4.019 on the five-point scale, with a standard deviation of 0.279. Among its four dimensions, trendiness recorded the highest mean at 4.212, followed by personalisation at 4.015, interaction at 3.955 and entertainment at 3.894. These values show that the screened respondents tended to agree that ASOS content was current, relevant and engaging.
The mean and standard deviation for Influencer credibility was 3.966 and 0.401 respectively. The mean of the Principal Construct of the brand trust was 4.182 with a standard deviation of 0.387. The mean score of Purchase intention was 4.068, the standard deviation was 0.495. The composite measures are related to constructs operationalized in Chapter 3, as identified in the literature of social media marketing, source credibility and relationship-marketing research (Kim and Ko, 2012; Ohanian, 1990; Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001).
The results of the item level were also similar. The mean for Q19 (how representative the content on ASOS was of current fashion trends) was 4.318. The average for Q34 – ASOS as an honest brand – was 4.273. The lowest item mean was for Q13 (mean=3.682) which was related to the entertainment of ASOS content. These descriptive results answer the RQ1 question and present the pattern of consumers' perceptions in the usable sample. The reliability results reported below, however, indicate the degree of caution one needs to exercise when interpreting composite scores.
[bookmark: bm_73_Table_4_3__Descriptive_Statist]Table 4.3: Descriptive Statistics for Study Constructs and Dimensions
	Construct / dimension
	N
	Mean
	SD
	Minimum
	Maximum

	Entertainment
	22
	3.894
	0.376
	3.000
	4.333

	Interaction
	22
	3.955
	0.428
	3.000
	4.667

	Trendiness
	22
	4.212
	0.510
	3.333
	5.000

	Personalisation
	22
	4.015
	0.621
	2.333
	5.000

	Perceived social media marketing activities (SMMA)
	22
	4.019
	0.279
	3.417
	4.583

	Influencer credibility (IC)
	22
	3.966
	0.401
	3.000
	4.500

	Brand trust (BT)
	22
	4.182
	0.387
	3.500
	5.000

	Purchase intention (PI)
	22
	4.068
	0.495
	3.000
	5.000



[image: ]
[bookmark: bm_74_Figure_4_3__Mean_Construct_and]Figure 4.3: Mean Construct and Dimension Scores (1–5)

[bookmark: bm_75_B_4_5_Reliability_Analysis][bookmark: _Toc240674003][bookmark: _Toc241196399]4.5 Reliability Analysis
Cronbach's alpha was used to check for internal consistency, as defined in the measurement-quality procedure in Chapter 3. Reliability refers to the consistence of the items that are supposed to measure the same construct, but not necessarily the same as high alpha does not mean high validity (Collis and Hussey, 2014). The outcomes of the four main composite measures are reported in Table 4.4.
The final-sample alpha of perceived social media marketing activities was 0.281. The alpha values of Influencer credibility and of purchase intention were 0.485 and 0.415 respectively. The alpha for Brand trust was -0.002. All four values are less than the accepted item coherence of 0.70 that is found at Stage One of the workbook. Checks at the level of the dimensions were also poor, such as negative alphas for entertainment and interaction. It could not be concluded that the composite scores were stable scales, however, for the final sample. The results of a sensitivity analysis performed on the workbook, prior to the strict final screening, indicated that there was a materially higher reliability. For instance, the raw-sample alpha for SMMA was 0.856 and influencer credibility was 0.803. The number of cases remaining after screening is very few and the item covariances are limited and unstable, as seen in the large dropoff after screening. For transparency, the planned correlations and regression and comparison of platforms were still carried out. Thus, their coefficients are provided as provisional estimates, and not as evidence of confirmation or disconfirmation of the theory.
[bookmark: bm_76_Table_4_4__Internal_Consistenc]Table 4.4: Internal Consistency Reliability of Principal Scales
	Construct
	Items
	Cronbach’s α
	Assessment
	Analytical status

	Perceived social media marketing activities
	12
	0.281
	Weak / unacceptable
	Exploratory only

	Influencer credibility
	8
	0.485
	Weak / unacceptable
	Exploratory only

	Brand trust
	4
	-0.002
	Weak / unacceptable
	Exploratory only

	Purchase intention
	4
	0.415
	Weak / unacceptable
	Exploratory only



[bookmark: bm_77_B_4_6_Pearson_Correlation_Analys][bookmark: _Toc240674004][bookmark: _Toc241196400]4.6 Pearson Correlation Analysis
Pearson correlation analysis was used to examine the direction and strength of bivariate relationships before the regression models were estimated. Table 4.5 presents correlations among exposure frequency, previous ASOS purchasing, perceived social media marketing activities, influencer credibility, brand trust and purchase intention.
The relationship between SMMA and purchase intention was positive, r = 0.356, but it did not reach statistical significance, p = 0.104. The corresponding bivariate evidence therefore suggests that respondents who evaluated ASOS social media marketing more favourably also tended to report higher purchase intention, although the observed association was not sufficiently precise to meet the 0.05 significance criterion. Influencer credibility was also positively related to purchase intention, r = 0.229, p = 0.304. Brand trust showed a smaller positive relationship with purchase intention, r = 0.150, p = 0.506. Neither relationship was statistically significant.
The two control variables were not meaningfully related to purchase intention in the final sample. Exposure frequency correlated negatively and weakly with purchase intention, r = -0.096, p = 0.671. Previous ASOS purchasing showed an almost zero association, r = 0.012, p = 0.956. These results indicate that simple bivariate relationships with the outcome were generally modest and uncertain.
The strongest statistically significant inter-construct relationship was between SMMA and influencer credibility, r = 0.586, p = 0.004. This indicates that respondents who rated ASOS social media marketing more positively also tended to evaluate ASOS-related influencers more positively. The relationship is relevant to the regression stage because correlated predictors can share explanatory information. However, the coefficient was not so large that it automatically indicated severe multicollinearity, and the subsequent VIF results remained low.
Overall, the correlation matrix provides only preliminary evidence for H1 to H3. Each focal predictor had a positive correlation with purchase intention, which was consistent with the hypothesised direction, but none was statistically significant. The regression analysis was therefore required to determine whether any predictor retained a unique association with purchase intention after the control variables and other focal predictors were considered simultaneously. Given the low reliability coefficients, all observed correlations should also be viewed as unstable estimates from this screened sample.
[bookmark: bm_78_Table_4_5__Pearson_Correlation]Table 4.5: Pearson Correlation Matrix for the Final Sample (N = 22)
	Variable
	1
	2
	3
	4
	5
	6

	1. Exposure frequency
	1.000
	
	
	
	
	

	2. Previous ASOS purchasing
	-0.270
	1.000
	
	
	
	

	3. SMMA
	-0.111
	-0.163
	1.000
	
	
	

	4. Influencer credibility
	-0.179
	-0.032
	0.586**
	1.000
	
	

	5. Brand trust
	-0.371
	-0.216
	0.150
	-0.016
	1.000
	

	6. Purchase intention
	-0.096
	0.012
	0.356
	0.229
	0.150
	1.000


 ** p < 0.01; no other correlation is significant at p < 0.05.
[bookmark: bm_79_B_4_7_Regression_Assumptions_and][bookmark: _Toc240674005][bookmark: _Toc241196401]4.7 Regression Assumptions and Diagnostic Tests
The diagnostic tests for Model 2 are summarised in Table 4.6. The Durbin-Watson statistic was 2.333, which did not indicate an obvious residual autocorrelation problem. The Shapiro-Wilk test of residual normality was non-significant, W = 0.971, p = 0.731. The Breusch-Pagan test was also non-significant, LM = 4.856, p = 0.434, providing no statistical indication of heteroscedasticity.
Multicollinearity was limited. VIF values ranged from 1.271 for previous ASOS purchasing to 1.617 for SMMA, while tolerance values ranged from 0.618 to 0.787. These results do not suggest any problems of overlap among the predictors. The maximum absolute studentised residual was 2.358 and the maximum Cook’s distance was 0.229, neither of which exceeded the common review points of three and one respectively. The maximum leverage was 0.561, which was slightly higher than the simple reference leverage of ~0.545, but not extreme, and did not represent a case that needed attention.
Figures 4.4 and 4.5 reproduce the Excel residual plot and histogram. No major diagnostic violation is evident from these outputs. Nevertheless, formal and graphical assumption checks have limited power with only 22 observations and five predictors. The small sample and weak scale reliability therefore remain more important constraints on inference than the regression diagnostics themselves.
[bookmark: bm_80_Table_4_6__Regression_Diagnost]Table 4.6: Regression Diagnostics for Model 2
	Diagnostic
	Statistic
	Reference / p-value
	Finding

	Durbin-Watson
	2.333
	Approximately 2 desired
	No obvious residual autocorrelation signal

	Shapiro-Wilk residual normality
	W = 0.971
	p = 0.731
	No significant departure from normality

	Breusch-Pagan test
	LM = 4.856
	p = 0.434
	No significant heteroscedasticity

	VIF range
	1.271–1.617
	Low values desired
	No problematic multicollinearity

	Tolerance range
	0.618–0.787
	Above common minimums
	No problematic multicollinearity

	Maximum |studentised residual|
	2.358
	Review above |3|
	No case exceeded |3|

	Maximum Cook's distance
	0.229
	Review above 1
	No case exceeded 1

	Maximum leverage
	0.561
	Reference ≈ 0.545
	One case slightly above simple reference
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[bookmark: bm_81_Figure_4_4__Residuals_versus_P]Figure 4.4: Residuals versus Predicted Values for Regression Model 2
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[bookmark: bm_82_Figure_4_5__Residual_Histogram]Figure 4.5: Residual Histogram for Regression Model 2

[bookmark: bm_83_B_4_8_Hierarchical_Multiple_Regr][bookmark: _Toc240674006][bookmark: _Toc241196402]4.8 Hierarchical Multiple Regression Analysis
[bookmark: bm_84_B_4_8_1_Regression_Model_1__Cont][bookmark: _Toc241196403]4.8.1 Regression Model 1: Control Variables
In Model 1, the two control variables explained only 0.9 per cent of the variance in purchase intention, R² = 0.009. The adjusted R² was -0.095 and the standard error of the estimate was 0.518. The overall model was not statistically significant, F(2, 19) = 0.090, p = 0.914. Exposure frequency had a small negative coefficient, B = -0.042, β = -0.100, t = -0.421, p = 0.678. Previous ASOS purchasing also had a near-zero coefficient, B = -0.006, β = -0.015, t = -0.061, p = 0.952. Neither control variable therefore contributed significantly to the prediction of purchase intention in this sample. Tables 4.7 to 4.10 report the Model 1 specification, model summary, ANOVA and coefficients.
[bookmark: bm_85_Table_4_7__Regression_Model_1_]Table 4.7: Regression Model 1, Variables Entered and Removed
	Model
	Variables Entered
	Variables Removed
	Method

	1
	Exposure frequency; Previous ASOS purchasing
	None
	Enter



[bookmark: bm_86_Table_4_8__Regression_Model_1_]Table 4.8: Regression Model 1 Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	0.097
	0.009
	-0.095
	0.518
	Not reported



[bookmark: bm_87_Table_4_9__ANOVA_for_Regressio]Table 4.9: ANOVA for Regression Model 1
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	0.048
	2
	0.024
	0.090
	0.914

	Residual
	5.099
	19
	0.268
	
	

	Total
	5.148
	21
	
	
	



[bookmark: bm_88_Table_4_10__Regression_Coeffic]Table 4.10: Regression Coefficients for Model 1
	
	Unstandardised
Coefficients
	Standardised
Coefficients
	
	
	Collinearity
Statistics
	95% Confidence
Interval


	Predictor
	B
	Std. Error
	Beta
	t
	Sig.
	Tolerance
	VIF
	95% CI

	Constant
	4.178
	0.317
	
	13.181
	<0.001
	
	
	[3.514, 4.841]

	Exposure frequency
	-0.042
	0.099
	-0.100
	-0.421
	0.678
	0.927
	1.079
	[-0.249, 0.166]

	Previous ASOS purchasing
	-0.006
	0.095
	-0.015
	-0.061
	0.952
	0.927
	1.079
	[-0.205, 0.194]



Using the unstandardised coefficients, the fitted Model 1 equation was:
	PI = 4.178 - 0.042(EF) - 0.006(AP)



Here, PI represents purchase intention, EF represents exposure frequency, and AP represents previous ASOS purchasing. The equation indicates the predicted purchase-intention score when the two coded controls change by one unit while the other control is held constant. The coefficients are very small and statistically non-significant, so the equation is presented as the fitted sample model rather than a reliable predictive rule.
[bookmark: bm_89_B_4_8_2_Regression_Model_2__Cont][bookmark: _Toc241196404]4.8.2 Regression Model 2: Controls and Principal Predictors
Model 2 added SMMA, influencer credibility and brand trust. The full model produced R = 0.383 and R² = 0.146, meaning that the five predictors jointly accounted for 14.6 per cent of the observed variance in purchase intention. However, the adjusted R² was -0.120 because the apparent explained variance was small relative to the number of predictors and the limited sample. The overall model was not statistically significant, F(5, 16) = 0.549, p = 0.737, with a standard error of the estimate of 0.524. Tables 4.11 to 4.14 present the corresponding Model 2 outputs.
Adding the three focal predictors increased R² by 0.137. This change was not statistically significant, F-change(3, 16) = 0.856, p = 0.484. Therefore, the block containing SMMA, influencer credibility and brand trust did not provide statistically significant additional explanatory power beyond the two controls.
Among the focal predictors, SMMA had the largest standardised coefficient. Its unstandardised coefficient was B = 0.582, with β = 0.328, t = 1.117 and p = 0.280. The 95 per cent confidence interval ranged from -0.522 to 1.686 and included zero. H1 required a positive and statistically significant relationship between perceived social media marketing activities and purchase intention. Although the estimated coefficient was positive, the significance criterion was not met. H1 was therefore not supported.
Influencer credibility produced B = 0.058, β = 0.047, t = 0.161 and p = 0.874. Its 95 per cent confidence interval ranged from -0.710 to 0.826. The coefficient was positive but extremely small after the other variables were controlled. Since the result was not statistically significant, H2 was not supported.
Brand trust produced B = 0.170, β = 0.133, t = 0.490 and p = 0.631. The 95 per cent confidence interval ranged from -0.565 to 0.905. The direction again matched the stated hypothesis, but the coefficient did not reach significance. H3 was therefore not supported in the screened sample.
[bookmark: bm_90_Table_4_11__Regression_Model_2]Table 4.11: Regression Model 2, Variables Entered and Removed
	Model
	Variables Entered
	Variables Removed
	Method

	2
	Exposure frequency; Previous ASOS purchasing; SMMA; Influencer credibility; Brand trust
	None
	Enter



[bookmark: bm_91_Table_4_12__Regression_Model_2]Table 4.12: Regression Model 2 Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	2
	0.383
	0.146
	-0.120
	0.524
	2.333


 R² change = 0.137; F-change(3, 16) = 0.856, p = 0.484.
[bookmark: bm_92_Table_4_13__ANOVA_for_Regressi]Table 4.13: ANOVA for Regression Model 2
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	0.754
	5
	0.151
	0.549
	0.737

	Residual
	4.394
	16
	0.275
	
	

	Total
	5.148
	21
	
	
	



[bookmark: bm_93_Table_4_14__Regression_Coeffic]Table 4.14: Regression Coefficients for Model 2
	
	Unstandardised
Coefficients
	Standardised
Coefficients
	
	
	Collinearity
Statistics
	95% Confidence
Interval


	Predictor
	B
	Std. Error
	Beta
	t
	Sig.
	Tolerance
	VIF
	95% CI

	Constant
	0.710
	2.398
	
	0.296
	0.771
	
	
	[-4.373, 5.792]

	Exposure frequency
	0.011
	0.116
	0.026
	0.094
	0.926
	0.695
	1.439
	[-0.235, 0.256]

	Previous ASOS purchasing
	0.041
	0.105
	0.103
	0.396
	0.697
	0.787
	1.271
	[-0.180, 0.263]

	SMMA
	0.582
	0.521
	0.328
	1.117
	0.280
	0.618
	1.617
	[-0.522, 1.686]

	Influencer credibility
	0.058
	0.362
	0.047
	0.161
	0.874
	0.619
	1.616
	[-0.710, 0.826]

	Brand trust
	0.170
	0.347
	0.133
	0.490
	0.631
	0.725
	1.379
	[-0.565, 0.905]



The fitted Model 2 equation was:
	PI = 0.710 + 0.011(EF) + 0.041(AP) + 0.582(SMMA) + 0.058(IC) + 0.170(BT)



The equation shows that SMMA had the largest positive unstandardised slope among the focal predictors, while influencer credibility contributed very little once the remaining variables were included. However, none of the focal coefficients was statistically significant, and all three confidence intervals crossed zero. These results should therefore be read as imprecise estimates rather than evidence that the predictors have no relationship with purchase intention. The small sample and weak scale reliability substantially restrict the strength of the inference.
[bookmark: bm_94_B_4_9_Instagram_and_TikTok_Platf][bookmark: _Toc240674007][bookmark: _Toc241196405]4.9 Instagram and TikTok Platform Comparison
H4 examined whether purchase intention differed between respondents whose main ASOS exposure occurred on Instagram and those whose focal platform was TikTok. For the Instagram group, 14 respondents were identified with a mean score on purchase-intention of 4.125 and a standard deviation of 0.578. Eight people were in the TikTok group and the mean was 3.969 with a standard deviation of 0.312. This means that the observed mean difference was 0.156 points in favour of Instagram.
Levene’s test was not statistically significant, F = 2.701, p = 0.116, so equality of variances was not rejected. The equal-variances independent-samples test produced t(20) = 0.703, p = 0.490. The 95 per cent confidence interval for the mean difference ranged from -0.307 to 0.620 and therefore included zero. A Welch sensitivity test led to the same conclusion, t = 0.823, df = 19.985, p = 0.420. The standardised difference was small, with Cohen’s d = 0.312 and Hedges’ g = 0.300.
The data therefore show a slightly higher average purchase-intention score for Instagram-focused respondents, but the difference was not statistically significant. H4 was not supported. The result is particularly imprecise because the two groups were small and unbalanced, with only eight TikTok-focused respondents compared with 14 Instagram-focused respondents. It should therefore be reported as a sample-specific comparison rather than evidence that the two platforms produce equivalent purchase intentions.
[bookmark: bm_95_Table_4_15__Instagram_versus_T]Table 4.15: Instagram versus TikTok Purchase-Intention Comparison
	Analysis
	Instagram
	TikTok
	Test statistic
	p-value
	Additional result

	Group size (n)
	14
	8
	
	
	

	Mean purchase intention
	4.125
	3.969
	
	
	Mean difference = 0.156

	Standard deviation
	0.578
	0.312
	
	
	

	Levene equality of variances
	
	
	F = 2.701
	0.116
	Equal variances not rejected

	Independent-samples t-test
	
	
	t(20) = 0.703
	0.490
	95% CI [-0.307, 0.620]

	Welch sensitivity test
	
	
	t(19.985) = 0.823
	0.420
	Cohen d = 0.312; Hedges g = 0.300



[bookmark: bm_96_B_4_10_Hypothesis_Testing_Summar][bookmark: _Toc240674008][bookmark: _Toc241196406]4.10 Hypothesis Testing Summary
[bookmark: bm_97_Table_4_16_summarises_the_deci]Table 4.16 summarises the decisions for the four hypotheses. H1, H2 and H3 all produced positive regression coefficients, but none met the p < 0.05 significance criterion. H1 was not supported because the SMMA coefficient was B = 0.582, p = 0.280. H2 was not supported because the influencer credibility coefficient was B = 0.058, p = 0.874. H3 was not supported because the brand trust coefficient was B = 0.170, p = 0.631.
H4 was also not supported. Instagram-focused respondents recorded a purchase-intention mean 0.156 points higher than TikTok-focused respondents, but the independent-samples test was not statistically significant, p = 0.490. The hypothesis decisions therefore reflect the predefined statistical decision rule rather than a claim that the underlying relationships are absent. The consistently positive directions for H1 to H3 and the wide confidence intervals show that the data are too imprecise for strong null conclusions. This distinction is important because the final usable sample was much smaller than planned and the principal scales demonstrated weak internal consistency.
[bookmark: bm_98_Table_4_16__Summary_of_Hypothe]Table 4.16: Summary of Hypothesis Testing
	Hypothesis
	Test / predictor
	Estimate
	p-value
	Decision

	H1
	SMMA → Purchase intention
	B = 0.582; β = 0.328
	0.280
	Not supported

	H2
	Influencer credibility → Purchase intention
	B = 0.058; β = 0.047
	0.874
	Not supported

	H3
	Brand trust → Purchase intention
	B = 0.170; β = 0.133
	0.631
	Not supported

	H4
	Instagram vs TikTok purchase intention
	Mean difference = 0.156
	0.490
	Not supported



[bookmark: bm_99_B_4_11_Analytical_Limitations][bookmark: _Toc240674009][bookmark: _Toc241196407]4.11 Analytical Limitations
There were several limitations directly related to the analysis. First, only 22 of the 106 responses collected met all pre-specified screening and quality criteria.First, of the 106 responses collected, only 22 met all pre-specified screening and quality criteria. With this last sample, the end result was well short of the power-analysis goal for regression as well as platform comparison. A low statistical power increases uncertainty of coefficients and hinders the detection of moderate relationships from sampling variation (Faul et al., 2009). Second, the reliability of all scales with more than one item (except for the single item scales) was low in the final screened sample. This limits confidence in the composite scores and may weaken or destabilise correlations and regression coefficients. Third, the administered versions of Q32 and Q41 differed from the earlier planned wording used during instrument development. Q32 asked whether influencer recommendations encouraged consideration of ASOS products, while Q41 linked willingness to purchase directly to viewing ASOS content. These wordings may increase conceptual overlap between predictor and outcome measures.
Finally, the data are cross-sectional, self-reported and obtained through non-probability recruitment. The results therefore describe associations within the screened sample and cannot establish temporal causality or population representativeness (Saunders et al., 2019). Purchase intention also remains an attitudinal outcome rather than verified purchasing behaviour, a distinction consistent with Ajzen’s (1991) treatment of intention and behaviour. These limitations do not prevent reporting the results, but they require cautious interpretation in Chapter 5.
[bookmark: bm_100_B_4_12_Chapter_Summary][bookmark: _Toc240674010][bookmark: _Toc241196408]4.12 Chapter Summary
This chapter presented the quantitative findings from the screened survey dataset. The final usable sample contained 22 respondents, with generally favourable mean evaluations of ASOS social media marketing, influencer credibility, brand trust and purchase intention. However, reliability was weak across all principal scales. Pearson correlations between each focal predictor and purchase intention were positive but non-significant. The hierarchical regression model was also non-significant, and none of SMMA, influencer credibility or brand trust produced a statistically significant unique coefficient. The Instagram-focused group reported slightly higher purchase intention than the TikTok-focused group, but the difference was not significant. Accordingly, H1 to H4 were not supported in the final screened sample. Chapter 5 will interpret these findings in relation to the theoretical framework and previous literature while recognising the substantial limitations created by sample size and measurement quality.
[bookmark: bm_101_Chapter_5__Discussion][bookmark: _Toc240674011][bookmark: _Toc241196409]Chapter 5: Discussion
[bookmark: bm_102_B_5_1_Introduction][bookmark: _Toc240674012][bookmark: _Toc241196410]5.1 Introduction
This chapter analyses the Chapter 4 results with regard to the research questions, hypotheses, theoretical framework and previous literature. The present study investigated the relationship between perceived social media marketing activities, brand trust, and the perceived credibility of influencers with the consumers' (UK Generation Z) purchasing intention with regards to ASOS. It also compared its Instagram-focused and TikTok-focused respondents. Interpretations are kept provisional due to the low number of responses that met screening criteria (N = 22) and the low internal consistency of the principal scales.
[bookmark: bm_103_B_5_2_Overview_of_the_Main_Findi][bookmark: _Toc240674013][bookmark: _Toc241196411]5.2 Overview of the Main Findings and Consumer Perceptions
The descriptive findings provided an answer to the first research question, revealing generally positive attitudes towards ASOS. These included the average score of 4.019 across the 5-point scale for perceived SM activities, 3.966 for perceived influence credibility, 4.182 for perceived brand trust and 4.068 for purchase intention. The most trendy social media marketing was the part of trendiness, having a mean of 4.212. This is a potential pattern in online fashion since immediate signals and trends in culture are major components of communicating through social media. Previous research also points to the entertainment value, interaction, trendiness and personalisation as significant components of social media marketing activities (Kim and Ko, 2012; Godey et al., 2016). The high descriptive scores were not correlated with significant predictive relationships, however. Consumers can view ASOS content as relevant, engaging or current and not make a greater intent to purchase. Chapter 2 also highlighted attention-seeking from commercial persuasion. The study by Chen and Lin (2019) indicates that social media marketing could work via identification, value and satisfaction, whereas McClure and Seock (2020) demonstrate that involvement can influence the impact of brand social media pages. This finding therefore reinforces a conservative perspective that positive platform experiences do not necessarily lead to purchase intentions.
[bookmark: bm_104_B_5_3_Perceived_Social_Media_Mar][bookmark: _Toc240674014][bookmark: _Toc241196412]5.3 Perceived Social Media Marketing Activities and Purchase Intention
H1 proposed a significant positive relationship between perceived social media marketing activities and purchase intention. The bivariate relationship was positive, r = 0.356, but non-significant at p = 0.104. In the full regression model, SMMA remained the largest focal predictor, with B = 0.582 and beta = 0.328, but the coefficient was not significant, p = 0.280. H1 was therefore not supported. Importantly, the positive direction is broadly consistent with previous research linking social media marketing activities with favourable consumer responses (Kim and Ko, 2012; Godey et al., 2016; Seo and Park, 2018; Khan, 2022). The difference is that the present study did not obtain sufficient evidence that the relationship was distinct and statistically reliable in the screened ASOS sample.
Several features may explain this outcome without assuming that earlier research is incorrect. The highest mean was found for trendiness, but the current content may not close the retailer selection set for the consumer as it was in the previous case. ASOS is also a multi-brand online retailer rather than the luxury-brand context used in influential studies, so entertainment and personalisation may operate differently. Khan (2022) likewise shows that social media marketing effects can be contingent. Finally, the SMMA scale had an alpha of only 0.281, making the composite score unstable. The result therefore provides weak evidence for a direct effect rather than a rejection of the wider literature.
[bookmark: bm_105_B_5_4_Influencer_Credibility_and][bookmark: _Toc240674015][bookmark: _Toc241196413]5.4 Influencer Credibility and Purchase Intention
H2 predicted that influencer credibility would be positively associated with purchase intention. The correlation was positive but modest, r = 0.229, p = 0.304, and the regression coefficient became very small after the other predictors were controlled, B = 0.058, beta = 0.047, p = 0.874. H2 was therefore not supported. This result differs from studies that report positive relationships between influencer credibility and purchase-related outcomes (Lou and Yuan, 2019; Sokolova and Kefi, 2020; Masuda et al., 2022). Meta-analytic evidence also indicates positive average influencer effects, while emphasising substantial variation across contexts (Han and Balabanis, 2024; Pan et al., 2025).
A notable finding places the weak unique effect in context. SMMA and influencer credibility were significantly correlated, r = 0.586, p = 0.004, suggesting that content and source evaluations shared information. Once both constructs entered the regression, influencer credibility contributed little unique explanatory value. Research similarly shows that credibility can depend on product-influencer fit, identification, authenticity and parasocial relationships (Schouten et al., 2020; Reinikainen et al., 2020; Janssen et al., 2022). The adapted credibility measure also was less reliable (alpha = 0.485). The outcome in other words, does not negate Source Credibility Theory, but rather reveals that the finding of a stable independent effect was not obtained here.
[bookmark: bm_106_B_5_5_Brand_Trust_and_Purchase_I][bookmark: _Toc240674016][bookmark: _Toc241196414]5.5 Brand Trust and Purchase Intention
H3 expected brand trust to have a positive relationship with purchase intention. Brand trust had the highest mean among the principal constructs at 4.182, indicating that respondents generally evaluated ASOS favourably. Yet its correlation with purchase intention was only r = 0.150, p = 0.506, and its regression coefficient was B = 0.170, beta = 0.133, p = 0.631. H3 was therefore not supported. This finding appears weaker than the expectations of relationship marketing theory, which treats trust as important for reducing uncertainty and supporting continuing exchange (Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001).
The outcome could be due to the difference between trust and explaining variation in intention. Little variation existed to distinguish purchase intentions as all respondents reported high levels of trust. Trust might also be based on a wider reputation, returns or delivery or a transaction, but not on recent platform exposure. Trust is also embedded in a broader digital relationship, as Hollebeek and Macky (2019) do. However, more importantly, a negative cronbach's alpha was obtained with the brand trust scale, indicating poor item coherence. This complicates the interpretation of the coefficient and prevents from using it to inform about relationship marketing theory.
[bookmark: bm_107_B_5_6_Instagram_and_TikTok_Compa][bookmark: _Toc240674017][bookmark: _Toc241196415]5.6 Instagram and TikTok Comparison
H4 was analyzed to determine the differences between purchase intention among the Instagram-focused and TikTok-focused respondents. The mean of the Instagram group was 4.125, while the mean of the TikTok group was 3.969, the difference of which was not significant, t(20) = 0.703, p = 0.490. The effect size was very low, Cohen's d = 0.312. H4 was not supported, as a result. The direction is in line with the potential of Instagram's existing user base and fashion influencers to facilitate purchase consideration, as proposed by Djafarova and Bowes (2021). Meanwhile, TikTok research identifies consumer response as being through different discovery paths, humour, hedonic experience, and a fast speed of consumer trend circulation (Barta et al., 2023; Zhang et al., 2023; Jamil et al., 2024). The result is not significant, so it's not evidence that Instagram and TikTok produce the same results. The number of respondents focusing on TikTok dropped to only eight, whereas there were 14 respondents focusing on Instagram and the confidence interval was wide. The study was therefore not sufficiently precise to detect slight differences in the platforms. This narrow conclusion was that there was no statistically significant difference between the two groups in terms of purchase intention in this screened sample.
[bookmark: bm_108_B_5_7_Theoretical_Interpretation][bookmark: _Toc240674018][bookmark: _Toc241196416]5.7 Theoretical Interpretation and Contribution to the Research Gap
The Stimulus-Organism-Response framework, backed by Source Credibility Theory and relationship marketing theory, was used in the study. All three of the focal coefficients were positive but the findings did not support the proposed direct paths statistically. However, all stimuli do not necessarily elicit a direct response in SOR, as internal evaluation and context may influence whether exposure will result in intention (Mehrabian and Russell, 1974; Erensoy et al., 2024). Since mediation was not tested, it is not possible to conclude whether the stimulus on the platform leads to brand trust or another unmeasured mechanism that also relates purchase intention and brand trust. Content-level, source-level and brand-level perceptions were combined in a single model for the ASOS brand on Instagram and comparisons were made between Instagram and TikTok to address the research gap. The results demonstrate the importance of this integration. There was a significant strong relationship between SMMA and influencer credibility, but neither had a significant independent effect with the brand trust and the controls. This shows the overlap of favourable marketing evaluations, as well as the fact that findings of separate single-predictor studies may not be applied directly to an integrated model. The contribution is largely contextual and methodological in nature and not confirmatory. It offers a test based on ASOS among the respondents from the UK generation Z, but the relatively low reliability and small final sample size limit the coverage of the identified literature gap.
[bookmark: bm_109_B_5_8_Implications_of_the_Findin][bookmark: _Toc240674019][bookmark: _Toc241196417]5.8 Implications of the Findings and Study Limitations
The results highlight with caution the potential for positive social media reactions as an indicator of purchase conversion for practice. Overall, ASOS respondents rated trendiness, trust and purchase intention as high level predictors but none of these three had a statistically reliable unique effect. In general, it is important for managers to differentiate between content that captures attention and content that directly forecasts consumer purchasing. The data were not conclusive enough to justify allocation of the resources to different platforms, such as Instagram and TikTok. Rather, bigger samples and content versus influencer trust versus actual shopping outcomes would be required for stronger evaluation.
The limitations are central to interpretation. After screening 106 responses, only 22 remained, which is significantly below the power-analysis target of 40 (Faul et al., 2009). There was also poor final scales reliability although final scales had a higher reliability when stringent screening was not performed. In the administered wording of the two questions (Q32 and Q41), some conceptual overlap with the earlier planned wording of the questionnaire was possible, which may have led to more conceptual overlaps between the two questions. The sample was mainly male and student, which further reduced the generalisability of the findings. Lastly, the cross sectional, self-reported design limits the ability to infer cause and effect, and intention to act is not the same as actual behavior (Ajzen, 1991; Saunders et al., 2019). The uncertainty of the estimates can be attributed to these issues.
[bookmark: _Toc241196418]5.9 Chapter Summary
The results of this chapter were interpreted in the context of the research questions, hypotheses and literature. The general opinion of the respondents was positive on all the items regarding the social media marketing at ASOS, influencers and brand trust except the items H1, H2, H3 and H4 which were not statistically supported. As shown, SMMA had the highest positive correlation with purchase intention, whereas the credibility of influencers and brand trust were insignificant in the complete regression. The difference between purchase intention was not significant between the Instagram-focused and TikTok-focused respondents. The results are not strong evidence to disprove the theories as there was a small final sample and low reliability of measurements. The study, however, shows that considering content, source and brand perceptions in conjunction with one another rather than taking the positive sentiment on social media as a given is a valuable endeavor. The results of this research can be used to support the conclusions, implications, recommendations, and priorities for future research in Chapter 6.
 


[bookmark: _Toc241196419]Chapter 6: Conclusion
[bookmark: _Toc241196420]6.1 Introduction
This study examined the relationships between perceived Instagram and TikTok marketing activities, influencer credibility, brand trust and UK Generation Z consumers’ purchase intentions towards ASOS. It also compared the purchase intention of those who saw ASOS on Instagram compared to those who saw it on TikTok. It was found that the research gap could be filled by content level, source level and brand level factors being studied separately in one ASOS-specific model. In this chapter the findings are summarized and the research questions and hypotheses answered, the contribution of the study is stated, and recommendations, limitations, and future research priorities are presented.
[bookmark: _Toc241196421]6.2 Summary of Key Findings and Answers to the Research Questions
The first research question was: How do UK Generation Z consumers view ASOS marketing activities on Instagram and TikTok? Generally favorable perceptions were reported by the respondents who were screened. The mean for perceived social media marketing activity was 4.019, influencer credibility was 3.966, brand trust was 4.182 and purchase intent was 4.068 on the five-point scale. The most trendy social media marketing dimension was Trendiness (mean 4.212). This led to a general positive attitude towards ASOS content, with overall scores around the content being considered current. But there was no statistically significant predictive relationship between descriptive favourability.
The second research question focused on the relationship of perceived social media marketing activities and purchase intention. The correlation was positive r = 0.356, but statistically insignificant. However, in the full regression model, while the focal index B = 0.582 was significant, the focal β = 0.328 was not significant (p = 0.280). The evidence did not result in a statistically reliable relationship in the screened sample.
The third research question focused on influencer credibility and the trust that can be placed in brands. Both constructs were positively correlated with purchase intention, although the relationships between the constructs were not significant. Influencer credibility produced B = 0.058, β = 0.047 and p = 0.874, while brand trust produced B = 0.170, β = 0.133 and p = 0.631. The fourth research question was a comparative study of the two platforms. The purchase intention of the Instagram-focused group and TikTok-focused group were not significantly different, with t (20) = 0.703, p = 0.490, Cohen's d = 0.312.
[bookmark: _Toc241196422]6.3 Conclusions on the Hypotheses
There was no statistical support for any of the four hypotheses. There were positive estimated coefficients for H1, H2 and H3 but their confidence intervals contained zero and p-values were above 0.05. H4 was also not supported as the platform difference was not significant. While these decisions do not constitute proof that social media marketing, influencer credibility, brand trust or platform context do not matter, they do highlight the necessity of these areas for any social media marketing efforts. Only 22 respondents were in the analytical sample and all scales had low internal consistency. These results are thus presented as exploratory evidence and not as a refutation of the proposed relationships.
[bookmark: bm_115_B_6_4_Contribution_to_Theory_and][bookmark: _Toc240674025][bookmark: _Toc241196423]6.4 Contribution to Theory and the Research Gap
The study is valuable as it tests content, source and brand evaluations in a common model that focuses on the ASOS. This fills the identified gap where consumer evaluations are correlated and analysed jointly with this. Significant correlation between SMMA and source judgement (r = 0.586) indicates that favourable content and source judgements can overlap. In examining them together, then, one was able to test them more thoroughly than by using individual correlations.
The results do not support the theoretical framework, but rather limited support. Despite this, the Stimulus-Organism-Response model is still a useful tool for organizing content-related stimuli, source-related stimuli, internal brand evaluation and behavioral response (Mehrabian and Russell, 1974). The findings, however, did not find significant direct effects of the measured predictors on purchase intention. There was no evidence of significant unique effects for both Source Credibility Theory and relationship marketing theory in the data, however, they continue to be conceptually relevant. Hence, it is important to recognize that when implementing existing theories to social commerce, the context and the quality of the measurements are crucial.
[bookmark: _Toc241196424]6.5 Practical implications and recommendations
Properly, positive ASOS social media reviews can't be equated to purchase conversion. There was high rating for trendiness and the overall regression model was not significant. Managers need to link their social media metrics to more successful commercial ones such as product page visits, basket additions, completed orders, repeat purchasing. There is a need to separate attention and engagement from behavioural outcomes to measure campaign success.
The evidence also does not support the action of transferring resources from TikTok to Instagram or visa-versa due to the lack of a significant difference between the platforms and the uncertainty of the statistical significance of this difference. The latter should instead be done through controlled campaigns and similar conversion metrics across platforms to analyse how different formats perform across each platform. As mentioned by Lou and Yuan (2019), there should be a focus on the credibility of the influencers, as well as the authenticity of their content and the fit of the content with the product and the percentage of sales that this accounts for.
But the trust of the brand must be respected outside of social media communication as well. Confidence in online fashion purchases can be bolstered via dependable delivery, clear returns, accurate product descriptions, and consistent service. The recommendations made are still conservative because the current study only assessed purchase intention and not actual buying behaviour.
[bookmark: _Toc241196425]6.6 Limitations of the Study
The primary limitation was that after the pre-determined screening and quality parameters 106 responses were collected and 22 cases were available for analysis. This significantly lowered the power of the statistical tests and resulted in large confidence intervals. The final sample was also completely male and a student sample, which restricted the representativeness of the sample.
The second limitation was the quality of measurements. Cronbach's alpha was low for all the main scales, including for brand trust, which had a negative value. In addition, the wording of Q32 and Q41 was administered, rather than the wording originally planned in the questionnaire, making for possible conceptual overlap between predictor and outcome measures. Furthermore, the cross sectional, self-reported and non-probability study design makes causal inferences and population level studies difficult (Saunders et al., 2019). Also, intention to purchase is not the same as actual purchasing behaviour (Ajzen, 1991).
[bookmark: _Toc241196426]6.7 Recommendations for Future Research
Larger and more balanced sample of the UK Generation Z population, with enough representation of both genders and students who use the various platforms, should be recruited for future studies. The questionnaire should be re-piloted and the items used in administering the questionnaire should exactly match the approved questionnaire. Items that do not perform well should be re-evaluated prior to hypothesis testing.
A longitudinal or experimental design would give firm answers to the question of whether there is a change over time in the trust or purchase intention due to particular content in ASOS. Self-reported intention could also be supplemented with click-through data and basket/sales data in future studies. Larger samples would allow for separate Instagram and TikTok models, interaction testing and mediation analysis, including whether brand trust correlates with social media evaluation and purchase outcomes, respectively.
[bookmark: _Toc241196427]6.8 Final Conclusion
This dissertation investigated the relationship between ASOS social media marketing activities, influencer credibility and brand trust with purchase intention among UK generation Z consumers and the differences in purchase intention between Instagram and TikTok users. Overall, the respondents had a positive attitude towards ASOS, with no statistically significant support for the four hypotheses under investigation. The largest positive relationship was found in SMMA, and there was a small, but unclear difference between the platform comparison.
The study does not prove social media marketing to be of no value. Rather, it indicates that positive attitudes towards the content, influencers, and brand did not result in significant differences in purchase intentions in this small screen-only sample. It also proves that combining overlapping perceptions of marketing and marketing analysis is beneficial and that social media attention can be differentiated from commercial outcomes. Future research can expand on this framework by using more robust measurement, larger samples and behavioural data to provide more accurate evidence of the role that Instagram and TikTok play in online fashion purchases.
[bookmark: bm_120_References]
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	Anonymous online survey – no participant identification number was collected.

	PARTICIPANT INFORMATION AND CONSENT FORM
(for participant to read before starting the survey)

	Project Title: Investigating the Relationship Between Instagram and TikTok Marketing and UK Generation Z Consumers' Purchase Intentions: Evidence from ASOS

	Name of Researcher: Md Ranu Miah
	Name of Supervisor: Dr Xavier Matieni

	Email of Researcher: mranumiah5793@gmail.com

	Participant Information: This Master's dissertation examines the relationships between perceived Instagram and TikTok marketing activities, influencer credibility, brand trust and purchase intention towards ASOS among UK residents aged 18–27 who encountered ASOS content on Instagram or TikTok during the previous three months. Participation involves an anonymous online questionnaire taking approximately 8–10 minutes. Participation is voluntary. No names, email addresses, social-media handles, audio or video recordings, or other direct identifiers are requested. There is no payment or material benefit for taking part, and no risks beyond those normally associated with completing an online questionnaire are anticipated. You may stop before submitting the questionnaire without giving a reason. Because responses are anonymous, withdrawal after submission may not be possible because a response cannot be linked back to an individual. Data will be used for academic purposes and handled securely in accordance with university research and data-management requirements.



	(for participant to fill)
	YES
	NO

	1
	I confirm that I have read and understood the information sheet dated ____25/08/2026_____ for the above study. 
	
	

	2
	I understand there are no material benefits for participating.
	
	

	2
	I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	
	

	3
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.
	
	

	4
	I understand that any information given by me may be used in future reports, articles or presentations by the researcher.
	
	

	5
	I consent for my name and title to be used within this study.
	
	

	
	Where applicable, I understand that my details will not be anonymous.
	
	

	6
	I agree to be recorded (audio and/or audio-visual video).
	
	

	7
	I agree to take part in the above study.
	
	

	Researcher’s Name (Print)
	Md Ranu Miah
	Signature
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	Date
	25/08/2026

	Participant’s Name (Print)

	JAFRUL UR RAHMAN
	Signature
	[image: ]
	Date
	25/08/2026

	You may decline to participate in this study. You may end your participation in this study at any time. All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy.

When completed please email a copy to the below address to be kept on the file of the researcher and retain a copy for yourself.

Subject Title [ JAFRUL UR RAHMAN]– Participant Consent Form
Email :  jafrulurrahman@gmail.com
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Research Title:
Investigating the Relationship Between Instagram and TikTok Marketing and UK Generation Z Consumers' Purchase Intentions: Evidence from ASOS
Introduction and Informed Consent
Thank you for taking part in this survey. This research is being conducted as part of a Master's dissertation investigating the relationship between Instagram and TikTok marketing activities and UK Generation Z consumers' purchase intentions, using ASOS as the case brand.
The survey takes approximately 8–10 minutes to complete. Participation is entirely voluntary. No names, email addresses, social-media handles or other direct identifiers are requested; responses will remain anonymous and confidential, and data will be used solely for academic purposes in line with university research ethics guidelines. You may withdraw at any point before submission without giving a reason. Because responses are anonymous, withdrawal after submission may not be possible because a response cannot be linked back to you.
Regards,
Md Ranu Miah
Consent. I confirm that I have read the above information and consent to take part in this survey.
☐ I agree to participate
☐ I do not agree to participate (survey will end)
Section A: Screening Questions
These questions ensure you meet the criteria for this study (UK-based Generation Z consumers who have recently encountered ASOS marketing content on Instagram and/or TikTok).
1. What is your age?
☐ Under 18 (survey will end)
☐ 18–20
☐ 21–23
☐ 24–27
☐ 28 or above (survey will end)
2. Do you currently live in the United Kingdom?
☐ Yes
☐ No (survey will end)
3. During the previous three months, have you encountered ASOS marketing content on Instagram or TikTok, including posts, Reels, TikToks, advertisements or influencer collaborations?
☐ Yes
☐ No (survey will end)
4. Which one platform is your focal platform for the remainder of this survey? Select the platform on which you encountered more ASOS content during the previous three months. If exposure was equal, select the platform on which you most recently encountered ASOS content.
☐ Instagram
☐ TikTok
Section B: Demographic Information and ASOS Relationship
5. What is your gender?
☐ Male
☐ Female
☐ Non-binary or another gender identity
☐ Prefer not to say
6. What is your current employment or education status?
☐ Full-time student
☐ Part-time student
☐ Employed full-time
☐ Employed part-time
☐ Unemployed
☐ Other
7. Do you currently follow the official ASOS account on Instagram?
☐ Yes
☐ No
☐ I do not use Instagram
8. Do you currently follow the official ASOS account on TikTok?
☐ Yes
☐ No
☐ I do not use TikTok
9. How many purchases have you made from ASOS during the previous 12 months?
☐ None
☐ One purchase
☐ Two to three purchases
☐ Four to five purchases
☐ Six or more purchases
10. When did you most recently purchase from ASOS?
☐ Never
☐ Within the previous month
☐ One to three months ago
☐ Four to six months ago
☐ Seven to twelve months ago
☐ More than twelve months ago
Section C: Social Media Usage and Exposure
11. On average, how much time do you spend on Instagram and TikTok combined each day?
☐ Less than 30 minutes
☐ 30 minutes to 1 hour
☐ More than 1 hour to 2 hours
☐ More than 2 hours to 4 hours
☐ More than 4 hours
12. How often did you encounter ASOS content on your focal platform during the previous three months?
☐ Rarely
☐ Sometimes
☐ Often
☐ Very often
Section D: Perceived Social Media Marketing Activities
For Sections D-H, use the following five-point scale: 1 = Strongly disagree, 2 = Disagree, 3 = Neither agree nor disagree, 4 = Agree, and 5 = Strongly agree.
Answer each statement with reference only to ASOS content on the focal platform selected in Question 4.
Entertainment
	Statement
	1
	2
	3
	4
	5

	13. ASOS content on my focal platform is entertaining.
	☐
	☐
	☐
	☐
	☐

	14. Viewing ASOS content on my focal platform is enjoyable.
	☐
	☐
	☐
	☐
	☐

	15. ASOS content on my focal platform captures my attention.
	☐
	☐
	☐
	☐
	☐



Interaction
	Statement
	1
	2
	3
	4
	5

	16. ASOS content on my focal platform encourages users to interact.
	☐
	☐
	☐
	☐
	☐

	17. ASOS content on my focal platform makes it easy to share opinions with others.
	☐
	☐
	☐
	☐
	☐

	18. ASOS responds to or facilitates communication with users on my focal platform.
	☐
	☐
	☐
	☐
	☐



Trendiness
	Statement
	1
	2
	3
	4
	5

	19. ASOS content on my focal platform reflects current fashion trends.
	☐
	☐
	☐
	☐
	☐

	20. ASOS content on my focal platform provides up-to-date fashion information.
	☐
	☐
	☐
	☐
	☐

	21. ASOS content on my focal platform introduces styles that feel current.
	☐
	☐
	☐
	☐
	☐



Personalisation
	Statement
	1
	2
	3
	4
	5

	22. ASOS content on my focal platform is relevant to my fashion interests.
	☐
	☐
	☐
	☐
	☐

	23. ASOS content on my focal platform appears tailored to my preferences.
	☐
	☐
	☐
	☐
	☐

	24. ASOS content on my focal platform helps me discover products suited to me.
	☐
	☐
	☐
	☐
	☐



Section E: Influencer Credibility
Answer with reference to influencers or creators who promote ASOS on your focal platform.
Trustworthiness
	Statement
	1
	2
	3
	4
	5

	25. Influencers who promote ASOS on my focal platform are trustworthy.
	☐
	☐
	☐
	☐
	☐

	26. These influencers appear honest when discussing ASOS products.
	☐
	☐
	☐
	☐
	☐



Expertise
	Statement
	1
	2
	3
	4
	5

	27. These influencers appear knowledgeable about the ASOS products they feature.
	☐
	☐
	☐
	☐
	☐

	28. These influencers appear competent when evaluating fashion products.
	☐
	☐
	☐
	☐
	☐



Authenticity
	Statement
	1
	2
	3
	4
	5

	29. ASOS-related influencer content on my focal platform feels genuine.
	☐
	☐
	☐
	☐
	☐

	30. These influencers appear to base their recommendations on genuine experience.
	☐
	☐
	☐
	☐
	☐



Persuasiveness
	Statement
	1
	2
	3
	4
	5

	31. These influencers explain ASOS products in a convincing way.
	☐
	☐
	☐
	☐
	☐

	32. Their recommendations encourage me to consider ASOS products.
	☐
	☐
	☐
	☐
	☐



Section F: Attention Check
	Statement
	1
	2
	3
	4
	5

	33. To confirm that you are reading carefully, please select Agree for this statement.
	☐
	☐
	☐
	☐
	☐



Section G: Brand Trust
	Statement
	1
	2
	3
	4
	5

	34. I consider ASOS to be an honest brand.
	☐
	☐
	☐
	☐
	☐

	35. I consider ASOS to be a reliable online retailer.
	☐
	☐
	☐
	☐
	☐

	36. I am confident that ASOS can deliver what it promises.
	☐
	☐
	☐
	☐
	☐

	37. I consider ASOS to be dependable when purchasing fashion products online.
	☐
	☐
	☐
	☐
	☐



Section H: Purchase Intention
	Statement
	1
	2
	3
	4
	5

	38. I am likely to purchase products from ASOS in the near future.
	☐
	☐
	☐
	☐
	☐

	39. I intend to consider ASOS when making my next online fashion purchase.
	☐
	☐
	☐
	☐
	☐

	40. I would consider choosing ASOS rather than another online fashion retailer.
	☐
	☐
	☐
	☐
	☐

	41. Viewing ASOS content on my focal platform increases my willingness to purchase from ASOS.
	☐
	☐
	☐
	☐
	☐



Thank you for your participation.
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ETHICS FORM – UNDERGRADUATE AND TAUGHT POSTGRADUATE COURSES ONLY



APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Md Ranu miah



		2

		Student Number:

		

2437168



		3

		Email address:

		2437168@student.uwtsd. ac.uk



		4

		Programme of Study:

		Master of Business Administration (MBA)



		5

		Supervisor:

		Dr Xavier Matieni







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		

		☐



		4

		

		☐







SECTION C: Details of Research Activity

		1

		Indicative title:

		Investigating the Influence of Instagram and TikTok Marketing on UK Generation Z Consumers' Purchase Intentions: Evidence from ASOS



		2

		Proposed start date:

		June, 2026

		Proposed end date:

		September, 2026



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity

The purpose of this research is to investigate how marketing activities on Instagram and TikTok influence the purchase intentions of Generation Z consumers in the United Kingdom using ASOS as the case organisation. Social media has become one of the most influential digital marketing channels, enabling fashion retailers to engage customers through influencer partnerships, short-form videos, personalised advertising, interactive campaigns and user-generated content. Among different consumer groups, Generation Z is particularly important because they spend considerable time on social media platforms and frequently use them to discover fashion trends, evaluate brands and make purchasing decisions.

Although previous studies have examined the relationship between social media marketing and consumer behaviour, limited research has specifically compared the influence of Instagram and TikTok marketing on the purchase intentions of UK Generation Z consumers within the online fashion retail sector. This study seeks to address this gap by providing empirical evidence from ASOS users in the United Kingdom.

Primary data will be collected through an online questionnaire distributed to approximately 100–120 eligible participants. The findings will contribute to a better understanding of how different social media marketing activities shape consumer engagement, brand perception and purchasing behaviour. The research is expected to provide practical recommendations for ASOS and other fashion retailers seeking to improve the effectiveness of their social media marketing strategies while contributing to the wider academic literature on digital marketing and consumer behaviour.



(this box should expand as you type)



		4

		Research Question

This research seeks to answer the following research question:

How do Instagram and TikTok marketing activities influence the purchase intentions of Generation Z consumers towards ASOS in the United Kingdom?

To address this overarching question, the study will investigate the following sub-questions:

1. To what extent do Generation Z consumers engage with ASOS marketing content on Instagram and TikTok? 

2. How do Instagram and TikTok marketing activities influence consumers' perceptions of the ASOS brand? 

3. What is the relationship between consumer engagement with Instagram and TikTok marketing content and purchase intentions? 

4. Which social media marketing elements, including influencer marketing, content quality, entertainment value and trust, have the greatest influence on Generation Z consumers' purchasing decisions? 

The answers to these questions will help identify the effectiveness of ASOS's current social media marketing strategies and provide evidence-based recommendations for improving customer engagement and conversion. 



(this box should expand as you type)



		5

		Aims of Research Activity

Number your aims and link them to your objectives

Aim

To investigate the influence of Instagram and TikTok marketing on the purchase intentions of Generation Z consumers towards ASOS in the United Kingdom.

This aim will be achieved through the following objectives:

· Examining the level of Generation Z consumers' engagement with ASOS marketing content on Instagram and TikTok. 

· Assessing how social media marketing activities influence consumer attitudes and perceptions towards the ASOS brand. 

· Evaluating the relationship between consumer engagement and purchase intentions. 

· Identifying the marketing elements that most effectively encourage purchasing decisions. 

· Developing practical recommendations that help ASOS improve its social media marketing strategies and increase customer engagement and purchase intention. 

The study aims to generate empirical evidence that assists both academics and practitioners in understanding how social media marketing contributes to consumer purchasing behaviour within the UK online fashion retail industry.

(this box should expand as you type)



		6

		Objectives of Research Activity



· To examine the extent to which Generation Z consumers engage with ASOS marketing content on Instagram and TikTok. 



· To assess how Instagram and TikTok marketing activities influence consumer attitudes towards the ASOS brand. 



· To evaluate the relationship between social media engagement and purchase intentions. 



· To identify the marketing elements that most effectively encourage purchasing decisions among UK Generation Z consumers. 



· To develop recommendations that enable ASOS to improve its social media marketing strategies, strengthen consumer engagement and increase purchase intentions.



(this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.

Primary data for this study will be collected using a structured online questionnaire. The quantitative research approach has been selected because it enables the collection of standardised data from a relatively large number of participants and facilitates statistical analysis of the relationships between social media marketing activities and purchase intentions.

The target population consists of Generation Z consumers (aged 18 years and above) residing in the United Kingdom who actively use Instagram and TikTok and are familiar with ASOS. Participants will be recruited through convenience sampling using social media platforms, university networks, online communities and personal contacts. Approximately 100–120 participants are expected to take part in the study.

Before completing the questionnaire, participants will receive a Participant Information Sheet explaining the purpose of the study, the voluntary nature of participation, confidentiality arrangements and their right to withdraw before submitting their responses. Electronic informed consent will be obtained before participants proceed to the questionnaire.

The questionnaire will include three sections. The first section will contain screening questions to confirm participant eligibility, including age, residence in the UK and familiarity with ASOS. The second section will collect demographic information such as age, gender, education level and frequency of Instagram and TikTok use. The final section will contain closed-ended statements measured using a five-point Likert scale. These items will assess key constructs including content quality, influencer marketing, entertainment value, consumer engagement, trust and purchase intentions. Wherever possible, questionnaire items will be adapted from previously validated academic scales to enhance reliability and validity.

Data will be collected electronically using Google Forms or Microsoft Forms. Responses will be exported into IBM SPSS Statistics for analysis. Statistical techniques including descriptive statistics, reliability testing, correlation analysis and multiple regression analysis will be used to examine the relationships between the study variables.

The study will not involve interviews, focus groups, audio or video recording, observation or experimental procedures. No personally identifiable information such as names, addresses or telephone numbers will be collected. All responses will remain anonymous, confidential and securely stored in password-protected University-approved electronic storage, accessible only to the researcher and academic supervisor.



(this box should expand as you type)







SECTION D: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☐



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:



Not applicable. The research will only use a structured online questionnaire administered through Google Forms or Microsoft Forms. No interviews, focus groups, observations, recordings or experimental methods will be used.



(this box should expand as you type)

		

		







If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:

Complete this only if your participants cannot give consent. This includes animals

Not applicable. All participants will be competent adults (18 years or older) capable of providing informed consent.



(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.

Approximately 100–120 participants are expected.

Participants will be recruited using convenience sampling through social media platforms (Instagram, TikTok, Facebook, LinkedIn), university networks, online communities and personal contacts. The survey link will be shared electronically with potential participants who satisfy the eligibility criteria.



(this box should expand as you type)



		11

		Who will the participants be?



		

Participants will be adults aged 18 years or above who:

· Live in the United Kingdom; 

· Belong to Generation Z; 

· Actively use Instagram and TikTok; 

· Are familiar with or have previously visited or purchased from ASOS. 

These participants represent the target consumer segment most relevant to the research objectives.



(this box should expand as you type)



		12

		How will you identify the participants?

		Participants will be identified using screening questions at the beginning of the online questionnaire.

Only respondents who confirm that they:

· are aged 18 years or above; 

· currently live in the UK; 

· actively use Instagram and TikTok; and 

· know or have used ASOS 

will continue to complete the questionnaire.



(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		14

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		15

		Will you obtain written consent for participation?

		☒

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☒

		☐



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☒

		☐

		☐



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☒

		☐

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		You should be able to tick YES for all of these questions. If not, then explain why not in this box.



(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☒

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		28

		If YES to any question, please provide full details 



		

		You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

Not applicable. Participants will not receive payment, no specialist equipment will be used, there are no financial interests associated with the study, and participants will not be deceived at any stage of the research.



(this box should expand as you type)







SECTION F: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants:

There are always risks. Do not write N/A unless you have no participants.

The research presents only minimal risk. Participants may experience minor inconvenience due to the time required to complete the online questionnaire. Some respondents may also feel slight discomfort when expressing their opinions about social media marketing practices or their purchasing behaviour.



(this box should expand as you type)

		How you will mitigate the risk to participants:



Participants will receive a Participant Information Sheet before taking part in the research. Participation will be entirely voluntary, informed consent will be obtained electronically, participants may skip any question they do not wish to answer, and they may withdraw before submitting their questionnaire. No personally identifiable information will be collected, ensuring complete anonymity and confidentiality. The questionnaire will focus only on non-sensitive consumer opinions.



(this box should expand as you type)



		2

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		

The study does not investigate sensitive subjects such as health conditions, political beliefs, religion, criminal activity, sexual behaviour or illegal activities. Therefore, significant emotional distress is not anticipated. If any participant feels uncomfortable, they may discontinue participation immediately without penalty. Because the study presents minimal risk, no specialist support services are expected to be required.



(this box should expand as you type)



		3

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

There are always risks. Do not write NA.

The principal risks to the researcher include delays in recruiting sufficient participants, technical issues during online data collection, accidental loss of electronic data, and possible errors during statistical analysis.



(this box should expand as you type)

		How you will mitigate the risk to the investigator:

Recruitment will begin early to allow sufficient time for data collection. Electronic data will be backed up regularly using password-protected University-approved cloud storage. The researcher will receive guidance from the academic supervisor where necessary, and SPSS will be used to analyse the data following established statistical procedures to minimise analytical errors.





(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

There are always risks. Do not write NA.



Potential risks include accidental disclosure of participant information, failure to comply with ethical requirements or breaches of UK GDPR and the Data Protection Act 2018, which could affect the University's reputation.



(this box should expand as you type)

		How you will mitigate the risk to the University:



The study will fully comply with the UWTSD Research Ethics and Integrity Code of Practice, the Research Data Management Policy, UK GDPR and the Data Protection Act 2018. All data will remain anonymous, securely stored and used solely for academic purposes. Only the researcher and academic supervisor will have access to the research data.



(this box should expand as you type)



		5

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:



The study presents negligible environmental risk because all questionnaires will be completed electronically.



(this box should expand as you type)

		How you will mitigate the risk to environment:



No paper questionnaires or printed research materials will be used. Conducting the survey online reduces paper consumption, travel requirements and associated environmental impacts.



(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

Participants will receive a Participant Information Sheet before beginning the questionnaire explaining the purpose of the study, the expected completion time, confidentiality arrangements and their rights as research participants. Upon completion of the questionnaire, participants will receive a brief debriefing message thanking them for their participation and reminding them of the study's objectives. Participants wishing to obtain further information or a summary of the research findings may contact the researcher using the University email address provided in the Participant Information Sheet.





(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.

If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.



Before accessing the questionnaire, participants will be presented with an electronic Participant Information Sheet describing the purpose of the research, participation requirements, confidentiality arrangements, expected duration, benefits, risks and withdrawal procedures. Participants will provide informed consent by selecting an electronic consent statement before proceeding to the questionnaire. Individuals who do not provide consent will not be able to participate. Consent records will be stored securely in accordance with UK GDPR and the Data Protection Act 2018.



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.



Participant anonymity will be fully protected throughout the study. No names, addresses, email addresses, telephone numbers or other direct identifiers will be collected within the questionnaire. Responses will be analysed only in aggregate form, and individual participants will not be identifiable in the dissertation or any future publication. Electronic research data will be stored securely using password-protected University-approved cloud storage and accessed only by the researcher and academic supervisor.



(this box should expand as you type)







SECTION H: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☒



		☐



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

Limited personal data will be collected, including electronic consent records and demographic information such as age group, gender and frequency of Instagram and TikTok use. These data are necessary to determine participant eligibility and analyse demographic differences. No direct identifiers such as names, addresses or telephone numbers will be collected.



(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

☒





		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



The study will not collect any special category data under UK GDPR, such as racial or ethnic origin, political opinions, religious beliefs, health information, biometric data, trade union membership or sexual orientation.





(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☒

		☐



		7

		Private company computers?

		☒

		☐



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☐

		☐



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.



All data will be kept in password protected cloud storage on the University Office 365 system which

will not be shared. Audio/visual data will be transcribed and would be shown to participants to

check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 

All research data will be stored in password-protected University OneDrive/Office 365 cloud storage. Backup copies will also be maintained securely. Survey responses will be anonymised immediately after collection by assigning unique participant identification numbers. Electronic files will be encrypted where appropriate and accessed only by the researcher and academic supervisor. Any temporary local copies will be securely deleted once the research has been completed.



(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☒

		☐



		14

		Sharing of data with others at the University outside of the immediate research team?

		☒

		☐



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):



		

		This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.



All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

Electronic questionnaire data will be transferred securely from Google Forms or Microsoft Forms to University-approved storage and then exported into IBM SPSS Statistics for analysis. All electronic transfers will be password protected. Only anonymised datasets will be analysed. Participants may request withdrawal of their responses before data analysis begins. The researcher will comply fully with UK GDPR, the Data Protection Act 2018 and UWTSD data management requirements.



(this box should expand as you type)



		20

		List all who will have access to the data generated by the research activity:



		

		Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?



(this box should expand as you type)



		21

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		Usually the principal researcher.

Md Ranu Miah (Principal Researcher) 



Dr Xavier Matieni (Academic Supervisor) 



Internal Examiner (if required) 



External Examiner (if required)



(this box should expand as you type)



		22

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 



		

		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

Md Ranu Miah (Principal Researcher)



(this box should expand as you type)



		22

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		☒



		23

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		☒









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☒

		☐

		☐



		3

		Generate graphics?

		☒

		☐

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☒

		☐

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

Generative AI tools, specifically ChatGPT, may be used only to support language editing, grammar checking, proofreading, formatting assistance and the preparation of simple conceptual diagrams. AI will not be used to generate research findings, fabricate references, create survey responses, analyse research data or make research decisions. All academic writing, literature evaluation, data analysis, interpretation and conclusions will be independently completed, critically reviewed and verified by the researcher. No participant data, personal information or confidential research data will be entered into AI systems. The use of AI will comply fully with UWTSD policies on academic integrity and the responsible use of generative AI.

AI Tools: 

· ChatGPT (OpenAI) 

· Cloud-based service operated by OpenAI. 

· Used only for language refinement, formatting assistance and proofreading.

(this box should expand as you type)









SECTION J: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Md Ranu miah

		Date: 17.07.2026





		2

		Supervisor:

		Dr Xavier Matieni

		Date:



		3

		Signature:
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APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Md Ranu miah



		2

		Student Number:

		

2437168



		3

		Email address:

		2437168@student.uwtsd. ac.uk



		4

		Programme of Study:

		Master of Business Administration (MBA)



		5

		Supervisor:

		Dr Xavier Matieni







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		

		☐



		4

		

		☐







SECTION C: Details of Research Activity

		1

		Indicative title:

		Investigating the Influence of Instagram and TikTok Marketing on UK Generation Z Consumers' Purchase Intentions: Evidence from ASOS



		2

		Proposed start date:

		June, 2026

		Proposed end date:

		September, 2026



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity

The purpose of this research is to investigate how marketing activities on Instagram and TikTok influence the purchase intentions of Generation Z consumers in the United Kingdom using ASOS as the case organisation. Social media has become one of the most influential digital marketing channels, enabling fashion retailers to engage customers through influencer partnerships, short-form videos, personalised advertising, interactive campaigns and user-generated content. Among different consumer groups, Generation Z is particularly important because they spend considerable time on social media platforms and frequently use them to discover fashion trends, evaluate brands and make purchasing decisions.

Although previous studies have examined the relationship between social media marketing and consumer behaviour, limited research has specifically compared the influence of Instagram and TikTok marketing on the purchase intentions of UK Generation Z consumers within the online fashion retail sector. This study seeks to address this gap by providing empirical evidence from ASOS users in the United Kingdom.

Primary data will be collected through an online questionnaire distributed to approximately 100–120 eligible participants. The findings will contribute to a better understanding of how different social media marketing activities shape consumer engagement, brand perception and purchasing behaviour. The research is expected to provide practical recommendations for ASOS and other fashion retailers seeking to improve the effectiveness of their social media marketing strategies while contributing to the wider academic literature on digital marketing and consumer behaviour.



(this box should expand as you type)



		4

		Research Question

This research seeks to answer the following research question:

How do Instagram and TikTok marketing activities influence the purchase intentions of Generation Z consumers towards ASOS in the United Kingdom?

To address this overarching question, the study will investigate the following sub-questions:

1. To what extent do Generation Z consumers engage with ASOS marketing content on Instagram and TikTok? 

2. How do Instagram and TikTok marketing activities influence consumers' perceptions of the ASOS brand? 

3. What is the relationship between consumer engagement with Instagram and TikTok marketing content and purchase intentions? 

4. Which social media marketing elements, including influencer marketing, content quality, entertainment value and trust, have the greatest influence on Generation Z consumers' purchasing decisions? 

The answers to these questions will help identify the effectiveness of ASOS's current social media marketing strategies and provide evidence-based recommendations for improving customer engagement and conversion. 



(this box should expand as you type)



		5

		Aims of Research Activity

Number your aims and link them to your objectives

Aim

To investigate the influence of Instagram and TikTok marketing on the purchase intentions of Generation Z consumers towards ASOS in the United Kingdom.

This aim will be achieved through the following objectives:

· Examining the level of Generation Z consumers' engagement with ASOS marketing content on Instagram and TikTok. 

· Assessing how social media marketing activities influence consumer attitudes and perceptions towards the ASOS brand. 

· Evaluating the relationship between consumer engagement and purchase intentions. 

· Identifying the marketing elements that most effectively encourage purchasing decisions. 

· Developing practical recommendations that help ASOS improve its social media marketing strategies and increase customer engagement and purchase intention. 

The study aims to generate empirical evidence that assists both academics and practitioners in understanding how social media marketing contributes to consumer purchasing behaviour within the UK online fashion retail industry.

(this box should expand as you type)



		6

		Objectives of Research Activity



· To examine the extent to which Generation Z consumers engage with ASOS marketing content on Instagram and TikTok. 



· To assess how Instagram and TikTok marketing activities influence consumer attitudes towards the ASOS brand. 



· To evaluate the relationship between social media engagement and purchase intentions. 



· To identify the marketing elements that most effectively encourage purchasing decisions among UK Generation Z consumers. 



· To develop recommendations that enable ASOS to improve its social media marketing strategies, strengthen consumer engagement and increase purchase intentions.



(this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.

Primary data for this study will be collected using a structured online questionnaire. The quantitative research approach has been selected because it enables the collection of standardised data from a relatively large number of participants and facilitates statistical analysis of the relationships between social media marketing activities and purchase intentions.

The target population consists of Generation Z consumers (aged 18 years and above) residing in the United Kingdom who actively use Instagram and TikTok and are familiar with ASOS. Participants will be recruited through convenience sampling using social media platforms, university networks, online communities and personal contacts. Approximately 100–120 participants are expected to take part in the study.

Before completing the questionnaire, participants will receive a Participant Information Sheet explaining the purpose of the study, the voluntary nature of participation, confidentiality arrangements and their right to withdraw before submitting their responses. Electronic informed consent will be obtained before participants proceed to the questionnaire.

The questionnaire will include three sections. The first section will contain screening questions to confirm participant eligibility, including age, residence in the UK and familiarity with ASOS. The second section will collect demographic information such as age, gender, education level and frequency of Instagram and TikTok use. The final section will contain closed-ended statements measured using a five-point Likert scale. These items will assess key constructs including content quality, influencer marketing, entertainment value, consumer engagement, trust and purchase intentions. Wherever possible, questionnaire items will be adapted from previously validated academic scales to enhance reliability and validity.

Data will be collected electronically using Google Forms or Microsoft Forms. Responses will be exported into IBM SPSS Statistics for analysis. Statistical techniques including descriptive statistics, reliability testing, correlation analysis and multiple regression analysis will be used to examine the relationships between the study variables.

The study will not involve interviews, focus groups, audio or video recording, observation or experimental procedures. No personally identifiable information such as names, addresses or telephone numbers will be collected. All responses will remain anonymous, confidential and securely stored in password-protected University-approved electronic storage, accessible only to the researcher and academic supervisor.



(this box should expand as you type)







SECTION D: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☐



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:



Not applicable. The research will only use a structured online questionnaire administered through Google Forms or Microsoft Forms. No interviews, focus groups, observations, recordings or experimental methods will be used.



(this box should expand as you type)

		

		







If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:

Complete this only if your participants cannot give consent. This includes animals

Not applicable. All participants will be competent adults (18 years or older) capable of providing informed consent.



(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.

Approximately 100–120 participants are expected.

Participants will be recruited using convenience sampling through social media platforms (Instagram, TikTok, Facebook, LinkedIn), university networks, online communities and personal contacts. The survey link will be shared electronically with potential participants who satisfy the eligibility criteria.



(this box should expand as you type)



		11

		Who will the participants be?



		

Participants will be adults aged 18 years or above who:

· Live in the United Kingdom; 

· Belong to Generation Z; 

· Actively use Instagram and TikTok; 

· Are familiar with or have previously visited or purchased from ASOS. 

These participants represent the target consumer segment most relevant to the research objectives.



(this box should expand as you type)



		12

		How will you identify the participants?

		Participants will be identified using screening questions at the beginning of the online questionnaire.

Only respondents who confirm that they:

· are aged 18 years or above; 

· currently live in the UK; 

· actively use Instagram and TikTok; and 

· know or have used ASOS 

will continue to complete the questionnaire.



(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		14

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		15

		Will you obtain written consent for participation?

		☒

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☒

		☐



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☒

		☐

		☐



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☒

		☐

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		You should be able to tick YES for all of these questions. If not, then explain why not in this box.



(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☒

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		28

		If YES to any question, please provide full details 



		

		You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

Not applicable. Participants will not receive payment, no specialist equipment will be used, there are no financial interests associated with the study, and participants will not be deceived at any stage of the research.



(this box should expand as you type)







SECTION F: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants:

There are always risks. Do not write N/A unless you have no participants.

The research presents only minimal risk. Participants may experience minor inconvenience due to the time required to complete the online questionnaire. Some respondents may also feel slight discomfort when expressing their opinions about social media marketing practices or their purchasing behaviour.



(this box should expand as you type)

		How you will mitigate the risk to participants:



Participants will receive a Participant Information Sheet before taking part in the research. Participation will be entirely voluntary, informed consent will be obtained electronically, participants may skip any question they do not wish to answer, and they may withdraw before submitting their questionnaire. No personally identifiable information will be collected, ensuring complete anonymity and confidentiality. The questionnaire will focus only on non-sensitive consumer opinions.



(this box should expand as you type)



		2

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		

The study does not investigate sensitive subjects such as health conditions, political beliefs, religion, criminal activity, sexual behaviour or illegal activities. Therefore, significant emotional distress is not anticipated. If any participant feels uncomfortable, they may discontinue participation immediately without penalty. Because the study presents minimal risk, no specialist support services are expected to be required.



(this box should expand as you type)



		3

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

There are always risks. Do not write NA.

The principal risks to the researcher include delays in recruiting sufficient participants, technical issues during online data collection, accidental loss of electronic data, and possible errors during statistical analysis.



(this box should expand as you type)

		How you will mitigate the risk to the investigator:

Recruitment will begin early to allow sufficient time for data collection. Electronic data will be backed up regularly using password-protected University-approved cloud storage. The researcher will receive guidance from the academic supervisor where necessary, and SPSS will be used to analyse the data following established statistical procedures to minimise analytical errors.





(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

There are always risks. Do not write NA.



Potential risks include accidental disclosure of participant information, failure to comply with ethical requirements or breaches of UK GDPR and the Data Protection Act 2018, which could affect the University's reputation.



(this box should expand as you type)

		How you will mitigate the risk to the University:



The study will fully comply with the UWTSD Research Ethics and Integrity Code of Practice, the Research Data Management Policy, UK GDPR and the Data Protection Act 2018. All data will remain anonymous, securely stored and used solely for academic purposes. Only the researcher and academic supervisor will have access to the research data.



(this box should expand as you type)



		5

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:



The study presents negligible environmental risk because all questionnaires will be completed electronically.



(this box should expand as you type)

		How you will mitigate the risk to environment:



No paper questionnaires or printed research materials will be used. Conducting the survey online reduces paper consumption, travel requirements and associated environmental impacts.



(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

Participants will receive a Participant Information Sheet before beginning the questionnaire explaining the purpose of the study, the expected completion time, confidentiality arrangements and their rights as research participants. Upon completion of the questionnaire, participants will receive a brief debriefing message thanking them for their participation and reminding them of the study's objectives. Participants wishing to obtain further information or a summary of the research findings may contact the researcher using the University email address provided in the Participant Information Sheet.





(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.

If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.



Before accessing the questionnaire, participants will be presented with an electronic Participant Information Sheet describing the purpose of the research, participation requirements, confidentiality arrangements, expected duration, benefits, risks and withdrawal procedures. Participants will provide informed consent by selecting an electronic consent statement before proceeding to the questionnaire. Individuals who do not provide consent will not be able to participate. Consent records will be stored securely in accordance with UK GDPR and the Data Protection Act 2018.



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.



Participant anonymity will be fully protected throughout the study. No names, addresses, email addresses, telephone numbers or other direct identifiers will be collected within the questionnaire. Responses will be analysed only in aggregate form, and individual participants will not be identifiable in the dissertation or any future publication. Electronic research data will be stored securely using password-protected University-approved cloud storage and accessed only by the researcher and academic supervisor.



(this box should expand as you type)







SECTION H: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☒



		☐



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

Limited personal data will be collected, including electronic consent records and demographic information such as age group, gender and frequency of Instagram and TikTok use. These data are necessary to determine participant eligibility and analyse demographic differences. No direct identifiers such as names, addresses or telephone numbers will be collected.



(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

☒





		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



The study will not collect any special category data under UK GDPR, such as racial or ethnic origin, political opinions, religious beliefs, health information, biometric data, trade union membership or sexual orientation.





(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☒

		☐



		7

		Private company computers?

		☒

		☐



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☐

		☐



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.



All data will be kept in password protected cloud storage on the University Office 365 system which

will not be shared. Audio/visual data will be transcribed and would be shown to participants to

check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 

All research data will be stored in password-protected University OneDrive/Office 365 cloud storage. Backup copies will also be maintained securely. Survey responses will be anonymised immediately after collection by assigning unique participant identification numbers. Electronic files will be encrypted where appropriate and accessed only by the researcher and academic supervisor. Any temporary local copies will be securely deleted once the research has been completed.



(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☒

		☐



		14

		Sharing of data with others at the University outside of the immediate research team?

		☒

		☐



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):



		

		This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.



All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

Electronic questionnaire data will be transferred securely from Google Forms or Microsoft Forms to University-approved storage and then exported into IBM SPSS Statistics for analysis. All electronic transfers will be password protected. Only anonymised datasets will be analysed. Participants may request withdrawal of their responses before data analysis begins. The researcher will comply fully with UK GDPR, the Data Protection Act 2018 and UWTSD data management requirements.



(this box should expand as you type)



		20

		List all who will have access to the data generated by the research activity:



		

		Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?



(this box should expand as you type)



		21

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		Usually the principal researcher.

Md Ranu Miah (Principal Researcher) 



Dr Xavier Matieni (Academic Supervisor) 



Internal Examiner (if required) 



External Examiner (if required)



(this box should expand as you type)



		22

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 



		

		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

Md Ranu Miah (Principal Researcher)



(this box should expand as you type)



		22

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		☒



		23

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		☒









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☒

		☐

		☐



		3

		Generate graphics?

		☒

		☐

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☒

		☐

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

Generative AI tools, specifically ChatGPT, may be used only to support language editing, grammar checking, proofreading, formatting assistance and the preparation of simple conceptual diagrams. AI will not be used to generate research findings, fabricate references, create survey responses, analyse research data or make research decisions. All academic writing, literature evaluation, data analysis, interpretation and conclusions will be independently completed, critically reviewed and verified by the researcher. No participant data, personal information or confidential research data will be entered into AI systems. The use of AI will comply fully with UWTSD policies on academic integrity and the responsible use of generative AI.

AI Tools: 

· ChatGPT (OpenAI) 

· Cloud-based service operated by OpenAI. 

· Used only for language refinement, formatting assistance and proofreading.

(this box should expand as you type)









SECTION J: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Md Ranu miah

		Date: 17.07.2026





		2

		Supervisor:

		Dr Xavier Matieni

		Date:



		3

		Signature:
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Investigating the  Influence of Instagram and TikTok Marketing on UK Generation Z Consumers' Purchase Intentions_ Evidence from ASOS (Responses).xlsx


Investigating the Influence of Instagram and TikTok Marketing on UK Generation Z Consumers' Purchase Intentions_ Evidence from ASOS (Responses).xlsx
Form Responses 1

		Timestamp		I confirm that I have read the above information and consent to take part in this survey.		Q1. What is your age?		Q2. Do you currently live in the United Kingdom?		Q3. During the previous three months, have you encountered ASOS marketing content on Instagram or TikTok, including posts, Reels, TikToks, advertisements or influencer collaborations?		Q4. Which one platform is your focal platform for the remainder of this survey? Select the platform on which you encountered more ASOS content during the previous three months. If exposure was equal, select the platform on which you most recently encountered ASOS content.		Q5. What is your gender?		Q6. What is your current employment or education status?		Q7. Do you currently follow the official ASOS account on Instagram?		Q8. Do you currently follow the official ASOS account on TikTok?		Q9. How many purchases have you made from ASOS during the previous 12 months?		Q10. When did you most recently purchase from ASOS?		Q11. On average, how much time do you spend on Instagram and TikTok combined each day?		Q12. How often did you encounter ASOS content on your focal platform during the previous three months?		Q13. ASOS content on my focal platform is entertaining.		Q14. Viewing ASOS content on my focal platform is enjoyable.		Q15. ASOS content on my focal platform captures my attention.		Q16. ASOS content on my focal platform encourages users to interact.		Q17. ASOS content on my focal platform makes it easy to share opinions with others.		Q18. ASOS responds to or facilitates communication with users on my focal platform.		Q19. ASOS content on my focal platform reflects current fashion trends.		Q20. ASOS content on my focal platform provides up-to-date fashion information.		Q21. ASOS content on my focal platform introduces styles that feel current.		Q22. ASOS content on my focal platform is relevant to my fashion interests.		Q23. ASOS content on my focal platform appears tailored to my preferences.		Q24. ASOS content on my focal platform helps me discover products suited to me.		Q25. Influencers who promote ASOS on my focal platform are trustworthy.		Q26. These influencers appear honest when discussing ASOS products.		Q27. These influencers appear knowledgeable about the ASOS products they feature.		Q28. These influencers appear competent when evaluating fashion products.		Q29. ASOS-related influencer content on my focal platform feels genuine.		Q30. These influencers appear to base their recommendations on genuine experience.		Q31. These influencers explain ASOS products in a convincing way.		Q32. Their recommendations encourage me to consider ASOS products.		Q33. To confirm that you are reading carefully, please select Agree for this statement.		Q34. I consider ASOS to be an honest brand.		Q35. I consider ASOS to be a reliable online retailer.		Q36. I am confident that ASOS can deliver what it promises.		Q37. I consider ASOS to be dependable when purchasing fashion products online.		Q38. I am likely to purchase products from ASOS in the near future.		Q39. I intend to consider ASOS when making my next online fashion purchase.		Q40. I would consider choosing ASOS rather than another online fashion retailer.		Q41. Viewing ASOS content on my focal platform increases my willingness to purchase from ASOS.

		8/29/2026 7:48:41		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		More than 1 hour to 2 hours		Sometimes		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree

		9/1/2026 1:49:12		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Rarely		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree

		9/1/2026 4:55:17		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		Two to three purchases		Within the previous month		Less than 30 minutes		Sometimes		1 - Strongly Disagree		4 - Agree		4 - Agree		1 - Strongly Disagree		1 - Strongly Disagree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/1/2026 5:16:47		I agree to participate		24–27		Yes		Yes		Instagram		Male		Employed part-time		Yes		Yes		Two to three purchases		Four to six months ago		More than 1 hour to 2 hours		Often		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree

		9/1/2026 5:18:55		I agree to participate		24–27		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		Two to three purchases		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/1/2026 5:20:43		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Two to three purchases		Four to six months ago		Less than 30 minutes		Very often		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree

		9/1/2026 5:22:32		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		One purchase		Within the previous month		30 minutes to 1 hour		Often		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/1/2026 5:24:18		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Employed part-time		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree

		9/2/2026 19:38:03		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Rarely		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		5 - Strongly Agree

		9/2/2026 19:43:42		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Employed full-time		No		Yes		One purchase		One to three months ago		Less than 30 minutes		Often		4 - Agree		5 - Strongly Agree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree

		9/2/2026 20:04:56		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Often		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/2/2026 20:06:24		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		30 minutes to 1 hour		Rarely		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree

		9/3/2026 6:16:20		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Six or more purchases		Four to six months ago		More than 1 hour to 2 hours		Sometimes		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree

		9/3/2026 6:17:42		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		Two to three purchases		Within the previous month		More than 1 hour to 2 hours		Often		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree

		9/3/2026 6:19:37		I agree to participate		21–23		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		One to three months ago		More than 1 hour to 2 hours		Sometimes		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/3/2026 6:23:22		I do not agree to participate (survey will end)		28 or above (survey will end)		Yes		Yes		TikTok		Male		Other		Yes		Yes		Six or more purchases		More than twelve months ago		More than 4 hours		Very often		2 - Disagree		5 - Strongly Agree		4 - Agree		1 - Strongly Disagree		5 - Strongly Agree		5 - Strongly Agree		1 - Strongly Disagree		1 - Strongly Disagree		3 - Neutral		2 - Disagree		4 - Agree		1 - Strongly Disagree		3 - Neutral		4 - Agree		1 - Strongly Disagree		3 - Neutral		5 - Strongly Agree		1 - Strongly Disagree		2 - Disagree		5 - Strongly Agree		1 - Strongly Disagree		2 - Disagree		4 - Agree		5 - Strongly Agree		1 - Strongly Disagree		4 - Agree		4 - Agree		1 - Strongly Disagree		5 - Strongly Agree

		9/3/2026 6:26:29		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		No		No		None		Never		Less than 30 minutes		Sometimes		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		1 - Strongly Disagree		4 - Agree		2 - Disagree		3 - Neutral		2 - Disagree		3 - Neutral		2 - Disagree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree

		9/3/2026 6:40:32		I agree to participate		18–20		Yes		Yes		TikTok		Male		Full-time student		No		No		None		Never		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree

		9/3/2026 6:44:49		I agree to participate		28 or above (survey will end)		Yes		No (survey will end)		Instagram		Male		Full-time student		Yes		Yes		Two to three purchases		More than twelve months ago		30 minutes to 1 hour		Very often		5 - Strongly Agree		1 - Strongly Disagree		3 - Neutral		2 - Disagree		1 - Strongly Disagree		2 - Disagree		3 - Neutral		5 - Strongly Agree		3 - Neutral		1 - Strongly Disagree		5 - Strongly Agree		1 - Strongly Disagree		4 - Agree		1 - Strongly Disagree		5 - Strongly Agree		1 - Strongly Disagree		2 - Disagree		3 - Neutral		1 - Strongly Disagree		5 - Strongly Agree		4 - Agree		1 - Strongly Disagree		5 - Strongly Agree		2 - Disagree		1 - Strongly Disagree		3 - Neutral		1 - Strongly Disagree		5 - Strongly Agree		1 - Strongly Disagree

		9/3/2026 6:46:19		I agree to participate		18–20		Yes		Yes		Instagram		Male		Full-time student		Yes		No		None		Never		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree

		9/3/2026 6:50:02		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		More than twelve months ago		Less than 30 minutes		Very often		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		2 - Disagree		5 - Strongly Agree		3 - Neutral		3 - Neutral		2 - Disagree		4 - Agree		5 - Strongly Agree		2 - Disagree		3 - Neutral		4 - Agree		2 - Disagree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		3 - Neutral		2 - Disagree		4 - Agree

		9/3/2026 6:53:09		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		2 - Disagree		3 - Neutral		2 - Disagree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		2 - Disagree		2 - Disagree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral

		9/3/2026 6:56:18		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Within the previous month		More than 4 hours		Sometimes		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		2 - Disagree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		2 - Disagree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree

		9/3/2026 6:59:46		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		More than 1 hour to 2 hours		Sometimes		2 - Disagree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		2 - Disagree		5 - Strongly Agree		5 - Strongly Agree

		9/3/2026 7:03:53		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		2 - Disagree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		1 - Strongly Disagree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/3/2026 7:07:40		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Never		More than 1 hour to 2 hours		Sometimes		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree

		9/3/2026 7:10:18		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		2 - Disagree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral

		9/3/2026 7:15:03		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Two to three purchases		One to three months ago		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		2 - Disagree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/3/2026 7:17:59		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Two to three purchases		Within the previous month		More than 1 hour to 2 hours		Sometimes		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral

		9/3/2026 7:20:34		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Seven to twelve months ago		More than 4 hours		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		2 - Disagree		4 - Agree		5 - Strongly Agree		2 - Disagree		5 - Strongly Agree		4 - Agree

		9/3/2026 7:23:03		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Two to three purchases		Seven to twelve months ago		More than 1 hour to 2 hours		Often		4 - Agree		3 - Neutral		5 - Strongly Agree		2 - Disagree		2 - Disagree		2 - Disagree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		1 - Strongly Disagree		5 - Strongly Agree		3 - Neutral		3 - Neutral		2 - Disagree		4 - Agree

		9/4/2026 0:23:02		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		No		One purchase		Within the previous month		More than 2 hours to 4 hours		Rarely		2 - Disagree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		2 - Disagree		3 - Neutral		4 - Agree		3 - Neutral		2 - Disagree		5 - Strongly Agree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral

		9/4/2026 0:25:02		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		More than 2 hours to 4 hours		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		2 - Disagree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree

		9/4/2026 0:27:31		I agree to participate		24–27		Yes		Yes		TikTok		Male		Other		Yes		No		None		Within the previous month		More than 2 hours to 4 hours		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree

		9/4/2026 0:30:13		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Six or more purchases		Seven to twelve months ago		More than 2 hours to 4 hours		Rarely		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree

		9/4/2026 0:32:11		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		More than 1 hour to 2 hours		Sometimes		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/4/2026 0:34:15		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Within the previous month		30 minutes to 1 hour		Very often		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree

		9/6/2026 23:48:24		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		30 minutes to 1 hour		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral

		9/6/2026 23:50:55		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		One to three months ago		30 minutes to 1 hour		Very often		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		2 - Disagree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree

		9/6/2026 23:53:25		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Four to six months ago		More than 1 hour to 2 hours		Very often		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/6/2026 23:56:05		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		More than 1 hour to 2 hours		Very often		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree

		9/6/2026 23:58:30		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		30 minutes to 1 hour		Very often		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree

		9/7/2026 0:06:54		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		No		Yes		None		Within the previous month		30 minutes to 1 hour		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral

		9/7/2026 0:12:45		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		30 minutes to 1 hour		Very often		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/7/2026 0:18:07		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Never		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree

		9/7/2026 0:20:54		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree

		9/7/2026 0:23:32		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Never		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral

		9/7/2026 0:27:18		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Very often		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/7/2026 0:29:42		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		No		Yes		One purchase		Never		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree

		9/7/2026 4:32:58		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree

		9/7/2026 4:40:10		I agree to participate		18–20		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Within the previous month		30 minutes to 1 hour		Very often		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/7/2026 4:43:20		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Often		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree

		9/7/2026 4:46:37		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Sometimes		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree

		9/7/2026 4:56:09		I agree to participate		18–20		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree

		9/7/2026 4:59:15		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Very often		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree

		9/7/2026 5:05:18		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		No		None		Never		Less than 30 minutes		Very often		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree

		9/7/2026 5:15:21		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Very often		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral

		9/7/2026 5:57:51		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Very often		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral

		9/7/2026 6:02:39		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		30 minutes to 1 hour		Often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/8/2026 5:13:33		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral

		9/8/2026 5:15:31		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Employed full-time		Yes		Yes		None		Never		Less than 30 minutes		Sometimes		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree

		9/8/2026 6:17:47		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Sometimes		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/8/2026 6:19:03		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Four to six months ago		30 minutes to 1 hour		Often		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree

		9/8/2026 6:20:18		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		One to three months ago		Less than 30 minutes		Rarely		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree

		9/8/2026 6:21:37		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Part-time student		No		No		None		Never		Less than 30 minutes		Rarely		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree

		9/8/2026 6:23:01		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		No		No		None		Never		Less than 30 minutes		Very often		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree

		9/8/2026 6:28:09		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree

		9/8/2026 6:29:31		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Employed part-time		No		No		None		Never		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree

		9/8/2026 6:30:49		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Rarely		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral

		9/8/2026 6:32:19		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Within the previous month		Less than 30 minutes		Often		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral

		9/8/2026 6:32:23		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Very often		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree

		9/8/2026 6:34:20		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral

		9/8/2026 6:35:23		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Four to five purchases		Within the previous month		Less than 30 minutes		Very often		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral

		9/8/2026 6:36:11		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Employed full-time		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Rarely		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree

		9/8/2026 6:37:50		I agree to participate		24–27		Yes		Yes		Instagram		Male		Employed part-time		Yes		No		One purchase		Never		30 minutes to 1 hour		Very often		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/8/2026 6:40:19		I agree to participate		24–27		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Very often		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree

		9/9/2026 4:47:08		I agree to participate		21–23		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		None		Never		More than 2 hours to 4 hours		Rarely		1 - Strongly Disagree		2 - Disagree		3 - Neutral		1 - Strongly Disagree		4 - Agree		3 - Neutral		1 - Strongly Disagree		2 - Disagree		2 - Disagree		1 - Strongly Disagree		1 - Strongly Disagree		2 - Disagree		3 - Neutral		1 - Strongly Disagree		1 - Strongly Disagree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		1 - Strongly Disagree		3 - Neutral		4 - Agree		3 - Neutral		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		4 - Agree		4 - Agree		4 - Agree

		9/9/2026 4:49:22		I agree to participate		24–27		Yes		Yes		TikTok		Male		Employed part-time		I do not use Instagram		No		None		Never		Less than 30 minutes		Sometimes		2 - Disagree		1 - Strongly Disagree		3 - Neutral		2 - Disagree		1 - Strongly Disagree		3 - Neutral		2 - Disagree		3 - Neutral		3 - Neutral		1 - Strongly Disagree		3 - Neutral		1 - Strongly Disagree		3 - Neutral		2 - Disagree		1 - Strongly Disagree		3 - Neutral		1 - Strongly Disagree		1 - Strongly Disagree		4 - Agree		4 - Agree		1 - Strongly Disagree		4 - Agree		1 - Strongly Disagree		4 - Agree		2 - Disagree		1 - Strongly Disagree		2 - Disagree		1 - Strongly Disagree		2 - Disagree

		9/9/2026 4:51:44		I agree to participate		21–23		Yes		Yes		Instagram		Male		Employed full-time		Yes		I do not use TikTok		One purchase		Within the previous month		30 minutes to 1 hour		Sometimes		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree

		9/9/2026 4:53:50		I agree to participate		18–20		Yes		Yes		TikTok		Female		Part-time student		No		Yes		Two to three purchases		Four to six months ago		More than 1 hour to 2 hours		Sometimes		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral

		9/9/2026 4:55:39		I agree to participate		18–20		Yes		Yes		Instagram		Female		Employed full-time		Yes		I do not use TikTok		One purchase		Seven to twelve months ago		More than 1 hour to 2 hours		Rarely		4 - Agree		5 - Strongly Agree		3 - Neutral		2 - Disagree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree

		9/9/2026 4:57:38		I agree to participate		24–27		No (survey will end)		No (survey will end)		TikTok		Male		Employed part-time		No		I do not use TikTok		None		Never		More than 1 hour to 2 hours		Rarely		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree		1 - Strongly Disagree

		9/9/2026 5:21:15		I agree to participate		24–27		Yes		Yes		TikTok		Male		Part-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/9/2026 5:22:33		I agree to participate		24–27		No (survey will end)		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree

		9/9/2026 5:23:50		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral

		9/9/2026 5:25:16		I agree to participate		24–27		Yes		Yes		Instagram		Male		Part-time student		Yes		Yes		Two to three purchases		Within the previous month		Less than 30 minutes		Sometimes		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral

		9/9/2026 7:04:42		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Very often		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral

		9/9/2026 7:06:10		I agree to participate		21–23		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Six or more purchases		Seven to twelve months ago		Less than 30 minutes		Rarely		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/10/2026 6:52:00		I agree to participate		24–27		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		One to three months ago		Less than 30 minutes		Very often		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree

		9/10/2026 6:53:26		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree

		9/10/2026 6:55:01		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Sometimes		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree

		9/10/2026 6:56:26		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Two to three purchases		Four to six months ago		More than 1 hour to 2 hours		Very often		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree

		9/10/2026 6:58:26		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral

		9/10/2026 7:00:00		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		Four to five purchases		Within the previous month		Less than 30 minutes		Sometimes		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree

		9/10/2026 7:01:28		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Often		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree

		9/10/2026 7:02:43		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Very often		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral

		9/10/2026 7:12:32		I agree to participate		21–23		Yes		Yes		TikTok		Male		Unemployed		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Often		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral

		9/10/2026 7:13:56		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		Two to three purchases		Four to six months ago		More than 1 hour to 2 hours		Often		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree

		9/10/2026 7:15:18		I agree to participate		21–23		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Often		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/10/2026 7:16:32		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Full-time student		Yes		Yes		One purchase		Never		Less than 30 minutes		Rarely		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree

		9/10/2026 7:17:37		I agree to participate		18–20		Yes		Yes		Instagram		Male		Employed full-time		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Sometimes		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree

		9/10/2026 7:18:43		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		One purchase		Within the previous month		Less than 30 minutes		Sometimes		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree

		9/10/2026 7:19:54		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Part-time student		Yes		Yes		None		Never		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree

		9/10/2026 7:21:19		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Other		Yes		Yes		Four to five purchases		Within the previous month		Less than 30 minutes		Rarely		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree

		9/10/2026 7:22:59		I agree to participate		28 or above (survey will end)		Yes		Yes		Instagram		Male		Other		Yes		Yes		None		Never		Less than 30 minutes		Rarely		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree

		9/10/2026 7:24:37		I agree to participate		28 or above (survey will end)		Yes		Yes		TikTok		Male		Full-time student		Yes		Yes		None		Never		Less than 30 minutes		Rarely		3 - Neutral		3 - Neutral		3 - Neutral		3 - Neutral		4 - Agree		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		5 - Strongly Agree		5 - Strongly Agree		4 - Agree		4 - Agree		3 - Neutral		3 - Neutral		4 - Agree		4 - Agree		5 - Strongly Agree		4 - Agree		3 - Neutral		5 - Strongly Agree		4 - Agree		5 - Strongly Agree		3 - Neutral		5 - Strongly Agree		5 - Strongly Agree		3 - Neutral		4 - Agree		3 - Neutral		5 - Strongly Agree
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