An empirical investigation into the return on investment (ROI) of influencer marketing campaigns on consumer purchase intention in the UK fashion industry.
Introduction and Background
The growing popularity of social media consumption has made influencer marketing a vital component of digital marketing. In the UK fashion industry, this is of particular importance since fashion products are visual, trend-driven and associated with identity, lifestyle and social acceptance. Influencers can impact consumer purchase intention by showing how clothes look, how they can be put together and how they can fit into desirable lifestyles. But critical questions remain about the value of influencer marketing, as many consumers engage with influencers, perhaps through likes and comments and shares, but do not necessarily end up buying the product or merchandise, or even realizing that the brand is getting a good return on investment. Kaplan and Haenlein (2010) discuss how social media is integral to brand-consumer communication, and Chaffey and Ellis-Chadwick (2022) mention the importance of evaluating digital marketing with measurable outcomes. Thus, this study will review ROI based on published indicators including engagement, conversion, trust and purchase intention.
Research Problem and Rationale
The research problem is that in the UK fashion industry, influencers are often measured using quantifiable metrics like likes, comments, shares, and follower counts, despite the fact that these metrics are not always indicative of consumer intent to buy. This is important as fashion brands can spend a lot on influencers who drive online engagement but don't drive higher purchase intent or measurable campaign value. De Veirman, Cauberghe and Hudders (2017) demonstrate that followers can influence brand attitudes, but there is no direct link between high publicity and positive consumer outcomes. Likewise, Hughes, Swaminathan and Brooks (2019) propose that influencers can be used to create brand engagement, though engagement does not necessarily lead to purchases. The problem also touches consumers too as influencer content might come across as personal, genuine and trustworthy but commercial at the same time. Hence, this study will critically examine if there are meaningful relationships between the influencer credibility, authenticity, as well as the engagement and conversion-based indicators and consumer purchase intention.




Research Aim, Objectives and Research Questions
This research aims to critically investigate how secondary evidence on influencer marketing ROI-related indicators explains consumer purchase intention in the UK fashion industry.
The research objectives are:
1. To critically analyse academic and industry literature on influencer marketing effectiveness.
2. To evaluate how influencer credibility, authenticity and trust affect consumer purchase intention.
3. To examine secondary evidence on engagement, conversion and campaign performance.
4. To assess how ROI-related indicators, such as brand awareness, engagement and consumer trust, contribute to purchase intention.
5. To synthesise evidence on the value and limitations of influencer marketing for UK fashion brands.
The research questions are:
1. How does influencer marketing affect purchase intention?
2. Why do credibility and authenticity matter?
3. How useful are engagement and conversion indicators?
4. What limitations arise when measuring ROI through secondary data?











Literature Review and Theoretical Context
Social media marketing can be developed in a way that encourages influencer marketing. According to Kaplan and Haenlein (2010), social media enables the users to share and produce content, which reforms the bond between the brand and consumers. Unlike conventional advertisement, influencer marketing involves individuals who are perceived to be more personal, relatable and even socially integrated. Both Chaffey and Ellis-Chadwick (2022) and Ryan (2020) highlight that digital marketing has to be evaluated by quantifiable results, whereas Tuten and Solomon (2023) make the connection between social media marketing and consumer interaction. Engagement however is not enough to consider it effective, in that online presence does not translate to purchase intention.
The UK fashion industry presents a topical setting as fashion consumption is visual, trend-sensitive and identity based. Solomon (2020) opposes the idea that consumers purchase products with purely functional purposes, and states that they want them not only to serve their needs but also to symbolize themselves, and live. To the same effect, Schiffman and Wisenblit (2019) reveal that consumer decision-making is influenced by psychological, social and cultural factors. This indicates that fashion influencers can have an impact on purchase intention by demonstrating how clothes fit an admirable identity or lifestyle. This, however, is also an indication that influencer marketing can promote image-based and socially oriented consumption instead of the objective product consideration.
Source Credibility Theory is central to this study. Hovland, Janis and Kelley (1953) claim that persuasion is partly a factor of the perceived credibility of the communicator. Ohanian (1990) pushes this further by pinpointing the expertise, trustworthiness and attractiveness as dimensions of credibility. These concepts come in handy since influencers of fashion can easily convince by being attractive, living an expensive life, and seeming to have the knowledge. Djafarova and Rushworth (2017) demonstrate that online celebrities are able to make a confusing impact on purchasing choice, and more so when they are removed as reliable. On the same note, Lou and Yuan (2019) propose that the value and credibility of the message affect the consumer trust in branded content. However, these sources also imply a limitation: credibility is not automatic. Trust can be lost in case consumers see an influencer as over-commercialised or unsuitable with a brand.
Authenticity and parasocial influence also help explain purchase intention. According to Sokolova and Kefi (2020), credibility and the interaction of followers with the influencers can play a role in influencing the purchase intentions and, thus, followers may act on the influence of the influencers because of the personal connection. Schouten, Janssen and Verspaget (2020) also include that the issues of identification, credibility and product-endorser fit play a role in endorsement effectiveness. This puts more emphasis on emotional connectivity and similarity as compared to Source Credibility Theory. Nonetheless, even the personal acquisition may shift the fringe between the personal suggestion and the paid advertisement.
The purchase intention is significant as it determines the likelihood of the consumers shifting the awareness to buying behaviour. The purchase intention has been addressed as a quantifiable consumer reaction by Spears and Singh (2004) and perceived value is an evaluation of products by consumers as revealed by Dodds, Monroe and Grewal (1991). However, purchasing intention is not a purchase, it must be considered as a significant yet incomplete measure of ROI.
Lastly, ROI and campaign performance should be critically defined. Hughes, Swaminathan and Brooks (2019) demonstrate that influencers may generate brand engagement, whereas Leung et al. (2022) demonstrate that influencer marketing effectiveness is a result of several factors. De Veirman, Cauberghe and Hudders (2017) illustrate that the number of followers impacts the attitude towards the brand but this does not translate into a conversion. Evans et al. (2017) also demonstrate disclosure influences advertising recognition and behavioural intent. Thus, this research paper will differentiate between the surface level indicators e.g. likes and followers and the stronger indicators, e.g. trust, conversion and purchase intention.
















Research Methodology
In this study, secondary-data, desk-based research design will be employed to understand the relationship between indicators of applicability of influencer marketing ROI and consumer purchase intention in the UK fashion industry. The rationale behind this design is that the study aims at critically reviewing current academic and industry evidence as opposed to obtaining direct consumer data. Peer-reviewed journal articles, marketing and consumer behaviour textbooks, digital marketing books, industry reports, the evidence of the UK fashion-sector, published campaign case studies and trustworthy marketing publications will be used in the study.
Academic sources will be gathered from databases such as Google Scholar, Emerald Insight, ScienceDirect, SAGE Journals, Taylor & Francis Online, Wiley Online Library and the university library catalogue. These databases are suitable because they contain journal articles on influencer marketing, consumer behaviour, purchase intention, digital marketing and advertising effectiveness. Examples of some major academic sources are De Veirman, Cauberghe and Hudders (2017) on the number of followers and brand attitude, Lou and Yuan (2019) on the credibility and trust of influencers, Sokolova and Kefi (2020) on parasocial interaction and purchase intention, and Leung et al. (2022) on the effectiveness of influencer marketing.
The industry and market data will be obtained using sources like the Mintel, Statista, WARC, McKinsey fashion reports, Business of Fashion, Deloitte as well as the UK fashion retail reports where available. These materials can give information about the social media marketing trends, the fashion consumer behaviour, performance of the influencers campaign, engagement rates, conversion indicators and rate of ROI.
The research will adopt a qualitative secondary research approach. In the case of numerical secondary evidence, e.g., engagement rates, conversion rates or published ROI estimates, it will be presented in a descriptive fashion, as opposed to evaluating it to obtain specific financial ROI. Sources will be used when they are relevant when it comes to influencer marketing, ROI, credibility, engagement, conversion, purchase intention, fashion marketing or consumer behaviour. The sources will be excluded when they lack credibility, irrelevancy, they are solely promotion and promotion and outdated and lacks any theoretical implications and when they lack evidence.
This methodology is suitable because exact financial ROI data, such as campaign costs, profit margins and sales uplift, is often confidential. Secondary data thus enables the research to assess the existing evidence whereas identifying the shortcomings of published sources.



Data Analysis Strategy
The thematic analysis and comparative content analysis will be employed to explore the critical aspect of the secondary evidence in the study. Thematic analysis will be employed to find recurrent trends in academic literature, industry reports and evidence of published campaigns. Expected themes include influencer credibility, authenticity, consumer trust, engagement, conversion indicators, perceived ROI, campaign effectiveness and consumer purchase intention. This will be followed by using comparative content analysis of academic sources versus industry evidence. This is necessary since academic research tends to lean towards theory, consumer behaviour and credibility as opposed to industry reports, which might be more performance-based in indices like reach, engagement and conversion. The analysis will thus provide provisions on agreements, contradictions and gaps among sources. The study will not assert definite financial ROI unless the source has trustworthy and open-minded data. The analysis will assess the relevance of the evidence specifically to UK fashion and whether it has purchase intention or merely an indication of online interactions.
Ethical Considerations
This study is based on secondary research which means that no questionnaires, interviews or personal data collection will be undertaken and there will be no human participants. So, the ethical risk is relatively low. But there are still important ethical aspects of the research. The sources mentioned in the presentation, whether academic or industrial, should be cited appropriately to prevent plagiarism and misrepresentation of information. The study will not employ selective reporting or hyperbole, or unsupported conclusions, on ROI of influencer marketing. Industry reports will be sceptically reviewed, given some might be created by marketing companies, platforms or commercial entities looking favourably on influencer marketing. Hence, evidence will be interpreted in a fair manner and limitations will be recognised. The ethical issue is not only participant protection, but also avoiding misleading claims about ROI and not presenting promotional material as neutral evidence.

Limitations of the Study
The main limitation is that exact financial ROI may be difficult to measure because campaign costs, sales uplift, affiliate revenue and profit margins are often private. Because of this, the study can make critical decisions about ROI-related indicators, but it can't necessarily give a precise financial based ROI calculation. An additional restriction is that, secondary data does not always provide information particularly on the fashion sector in the UK, and some general digital marketing or international fashion data might have to be applied correctly. Certain industry sources might also be skewed, since they are created by marketing firms or commercial sites. Furthermore, the correlation between purchase intent and purchase behaviour is not a given and many “likes” and “comments” can be an over representation of a campaign's effectiveness.
Expected Contribution and Conclusion
This study will make a contribution by synthesizing facts and figures from academia and industry that prove the effective use of influencer marketing in the UK Fashion industry. It will provide insights into influencers' credibility and authenticity, engagement with audiences, and trust in the brand, and understand why ROI in influencer marketing is challenging. It could be beneficial for fashion marketers not to just focus on the base level metrics of likes, comments and follower counts in the research. The feasibility of the study is good reason that it is based on concealed and available secondary sources, and the critical analysis strategy is clearly explained. What it does do is raise the thought-provoking question around if influencer marketing leads to real consumer purchase intent, and you can't assume that there is ROI just because there is visibility.
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