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[bookmark: _Toc162020472]1. Introduction
In today's digital world, influencer marketing has become a powerful tool for brands that want to connect with the people they want to reach. This study looks at the complicated link between influencer marketing and brand loyalty in the tech industry, which is always changing, with a focus on college students. Because these students live in the digital world, they have a big impact on current marketing trends. They also have different ideas about how influencer-driven strategies affect their long-term brand associations (Ali, 2018). Our main goal with this study is to fill in a gap in the academic literature by explaining the complex ways that influencer marketing affects brand loyalty in the tech industry over a long period of time. This study will give us information about how consumers behave, both right away and over time.
The technology industry, which is known for constantly changing and coming up with new ideas quickly, makes for an interesting background for this question. Since influencers are becoming more and more important in shaping customer tastes, tech companies need to understand how their endorsements affect brand loyalty to stay ahead of the competition. By focusing only on college students, this study acknowledges the very important role that this group plays in shaping technological progress and, in turn, the future of relationships between consumers and brands. Through looking at the long-lasting effects, this study tries to give marketers useful advice for dealing with the tricky combination of influencer marketing and brand loyalty in the tech industry, which is always changing.
In the following parts of this research proposal, I will fully explain the chosen method, look at relevant scholarly works about brand loyalty, influencer marketing, and the complexities of the technology sector, and also talk about any problems that might come up. This study aims to make a major academic and useful addition to the field of digital marketing strategy by looking into how influencer marketing affects brand loyalty among college students in the technology industry over time.
[bookmark: _Toc162020473]2. Methodology
[bookmark: _Toc162020474]2.1 Research Design
Using a quantitative research approach (Gunter, 2013), the study will carefully look at how influencer marketing affects brand loyalty among college students in the tech industry over time. This question fits well with quantitative research because it can collect numerical data, which makes it easier to use statistical analysis to find patterns, trends, and connections. We will mostly be collecting data by sending organised surveys to a group of college students that is representative of the whole. The goal is to use numbers to figure out how they feel, what they want, and what they do when it comes to tech brands that are affected by social media personalities.
In order to carry out the quantitative research methodology, a carefully put together survey will be made up of closed-ended questions and predetermined response categories. This method makes sure that the process of collecting data is standardised and streamlined, which makes it easier to do statistical studies later on. The survey will look into important things like how often people see material from influencers, how trustworthy people think influencers are, and how brand loyalty changes over time. Researchers will use Likert scales to measure how strongly people feel about their attitudes and ideas, which will help them understand how they really feel.
[bookmark: _Toc162020475]2.2 Data Collection Methods
The main way that data for this study will be gathered is by using surveys in Microsoft Forms (Ponto, 2015). It was decided to use this method because it is practical, easy to find, and well-suited for giving comments. As a result of its easy-to-use interface, Microsoft Forms makes it simple to create, send, and collect survey answers. This makes it a quick and high-tech way to gather quantitative data.
To make sure it fits with the study goals, the survey tool will be carefully created. A mix of closed-ended questions and Likert scores will be used. Using Microsoft Forms, a planned study can be carried out into how people feel, what they like, and how they act when it comes to influencer marketing and brand loyalty in the tech industry. Different kinds of questions can be included. Another great thing about the platform is that it makes customisation easy. This makes sure that the survey stays interesting and fits the specifics of the study.
To get the most responses and complete information, the survey will be sent to a carefully chosen group of university students through relevant channels, such as campus communication platforms and social media groups. This is because using an online platform not only makes it easier for a lot of people to participate, but it also speeds up the process of getting a lot of answers. Using Microsoft Forms, you can see the answers right away, which makes it easy to collect data in a structured and timely way that will prepare it for later quantitative analysis.
[bookmark: _Toc162020476]2.3 Data Analysis Techniques
A full quantitative analysis of the data from the Microsoft Forms-based online survey will be carried out using a mix of graphs and statistical measures. The chosen methods, which include mean measurement, pie charts, and bar charts, are meant to effectively show patterns, trends, and connections in the dataset. Categorical data, such as the opinions of participants about certain tech brands that are affected by influencers, will be shown visually with bar charts. By showing frequency distributions in a clear and concise way, bar charts make it easy to quickly compare answers. Also, pie charts will be used to show how the categorical variables are distributed proportionally. This will give a visual picture of how the participants feel about different aspects of brand loyalty and influencer marketing.
The mean will be used to find the central trend of a set of quantitative variables. When you calculate the means for factors like how brand loyalty changes over time and how trustworthy people think influencers are, you'll get a number that shows the average answers of the participants. Mean measurement is an important statistical tool used to make complicated data easier to understand. This makes it easier to find trends and figure out how influencer marketing affects brand loyalty among college students in the tech industry as a whole. 
[bookmark: _Toc162020477]2.4 Sampling Strategy
For this study, a random sampling method will be used to make sure that the group of college students is both scientifically representative and diverse (Etikan & Bala, 2017). Random sampling lowers the chance of bias and makes it easier to use the data with a larger group of university students. In order to complete this study, fifty people will be asked to give their opinions on how influencer marketing affects brand trust in the technology industry over the long term. For the random sampling plan to work, the university management will give a full list of all the students who are enrolled. Using a computer-generated sampling method, fifty people will be chosen at random from this list. This method makes sure that all students have an equal chance to be a part of the study, which makes the results more reliable and accurate overall.
[bookmark: _Toc162020478]2.5 Ethical Considerations
Putting ethical standards and the well-being of research subjects first is very important for this study. All research projects will go through an ethical review and get approval from the right institutional review board before they start collecting data. This is to make sure that they follow established ethical standards. Each subject will have to give informed consent, which includes a full explanation of the study's goals, the level of their involvement, and the fact that they are choosing to take part. The answers given by individuals will be kept secret and anonymous at all times. The data will be kept safely, and only the research team will be able to view it.
[bookmark: _Toc162020479]3. Aims and Objectives
[bookmark: _Toc162020480]3.1 Aim
The main goal of this study is to look into whether influencer marketing has long-lasting effects on brand trust among college students in the technology industry. The goal of this study is to identify and describe the thoughts, feelings, and actions of students by using a quantitative research method and Microsoft Forms to collect poll data. The exact goals of the study are: Find out if there is a link between being exposed to influencers and long-term brand loyalty. Also, look into how trustworthy influencers are and see how well influencer marketing tactics work at building lasting brand affinity.
[bookmark: _Toc162020481]3.2 Research Objectives
1. To assess the correlation between the frequency of exposure to influencer content and the longitudinal evolution of brand loyalty among university students in the technology sector.
2. To analyse the influence of perceived influencer credibility on the sustained brand loyalty of university students in the technology sector.
3. To identify and quantify the impact of distinct influencer marketing strategies on the sustained brand affinity of university students within the technology industry.
4. To explore and quantify the moderating effects of demographic factors and individual characteristics on the relationship between influencer marketing exposure and brand loyalty within the technology industry among university students.
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1. How does the frequency of exposure to influencer marketing content among university students in the technology industry correlate with changes in brand loyalty over an extended period?
2. What role does the perceived credibility of influencers play in shaping university students' brand loyalty within the technology industry over time?
3. How do specific influencer marketing strategies impact the long-term brand affinity of university students towards technology brands?
4. To what extent do demographic factors and individual characteristics moderate the relationship between influencer marketing exposure and brand loyalty among university students in the technology sector?
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[bookmark: _Toc162020484]4.1 Influencer Marketing Exposure and Long-Term Brand Loyalty
Influencer marketing has become an important part of modern consumer culture, especially in the tech industry. Understanding how college students' exposure to influencer material affects their long-term brand loyalty is important for marketers who want to build lasting relationships with their target audience. Zhu and Szekely (2023) looked into this link by following college students who were exposed to influencer marketing efforts for two years and keeping track of their brand preferences and consumption patterns. The study's results showed a strong and positive link between how often the participants saw material from influencers and how well they were able to stay loyal to a brand. The study also stressed how important it was for influencer content to be real and relevant. It was found that students were more likely to form long-lasting brand links with content that they thought was real and related to their own interests.
Additionally, Lou and Xie's (2020) thorough meta-analysis of influencer marketing study gave us more information on how influencer marketing can affect brand loyalty over time. After carefully looking at the results of many studies in many different areas, such as technology, the authors were able to find strong evidence that long-term exposure to content from influencers has a positive and long-lasting effect on brand loyalty. It was emphasised how important it is for consumers to consistently interact with and see content created by influencers in order to improve brand associations and build a sense of brand affinity. Additionally, their research underlined how important emotional connection and relatability are in influencer-generated content as the main reasons why college students stay loyal to a brand.
Also, Weinlich and Semerádová (2022) used a mixed-methods study to look into how university students' brand loyalty changed over time in response to influencer campaigns. This added to what was already known about influencer marketing. They were able to show how influencer material slowly changes how students think about brands and how loyal they are to those brands by doing in-depth interviews and analysing survey data. Their research shows that initial exposure to influencer-generated content may pique people's interest and encourage them to try the promoted goods. However, ongoing exposure builds stronger emotional connections and brand loyalty. According to the study, brands can build lasting relationships with their target audience through influencer marketing tactics if they interact with influencers in a real and consistent way.
[bookmark: _Toc162020485]4.2 The Role of Perceived Influencer Credibility in Shaping Brand Loyalty
Manavat, Pandey, Pandey, and Chauhan (2020) looked into the link between how trustworthy leaders are and how they change how people feel about a brand. Universities students were more likely to trust influencers who they thought were trustworthy, real, and knowledgeable, according to the study's findings. In turn, this made people more loyal to the company in the long term. The study stressed how important it is to make sure that influencers have the same goals and values as the target group in order to boost their credibility. Marketers who want to make strategic partnerships with influential people in the tech business could learn a lot from the results.
Similalrly, Jun and Yi (2020) did important research by looking into the different parts of perceived credibility and how they affect brand loyalty in their own unique ways. Based on a thorough analysis of material created by tech industry influencers, the researchers identified three main factors that determine credibility: expertise, dependability, and appeal. Their research showed that expertise was important for establishing the influencer as a trustworthy source of information, but that trustworthiness and attractiveness had separate but significant effects on the emotional bond that formed between the influencer, the audience, and the endorsed brand. This thorough understanding of perceived credibility shows how complicated and multifaceted influencer marketing is. It also shows how important it is to create campaigns that connect with all the different aspects of perceived credibility in order to get college students to loyally follow a brand.
Also, Balaban and Mustățea (2019) looked at how trustworthy people think influencers are from a cross-cultural point of view in a study that compared different global markets. When the study looked at how cultural differences affected how people thought about the trustworthiness of influencers, it also looked at how this affected brand loyalty. Their study showed that cultural factors, such as individualism and collectivism, had a big effect on how students judged the credibility of people who had a lot of influence over them. Marketers need to fully understand these cultural differences if they want to tailor their influencer marketing strategies to connect with a wide range of foreign audiences. This study makes a big difference in the creation of culturally sensitive influencer marketing campaigns. These campaigns try to build brand loyalty by making sure that the perceived authority fits with local values and norms.
[bookmark: _Toc162020486]4.3 Influencer Marketing Strategies and Sustained Brand Affinity
There are many types of influencer marketing in the tech business, and each one has a different effect on how loyal college students are to a brand over time. Zhou et al. (2021) looked into this phenomenon by looking at different influencer marketing strategies and how they affected brand loyalty over the long run. Researchers used both case studies and consumer surveys to find the most important ways to build long-lasting brand associations. These are product integration, narrative building, and interactive involvement. Importantly, the study showed how important it is to create uniform stories that include the influencer, the product being promoted, and the audience that the story is meant for. This made it very clear how important strategic alignment is for keeping customers loyal to a business.
Similalrly, Leung, Gu, and Palmatier (2022) looked into experiential influencer marketing and how it affects brand trust over time. The study was mostly about how immersive and interactive influencer campaigns are. Specifically, it looked at how university students' direct interaction with material created by influencers affects the growth of long-lasting brand loyalty. The researchers found that adding engaging elements, virtual experiences, and product demos to influencer marketing strategies made students feel much more emotionally connected to the brand. This study shows that experiential influencer marketing has a lot of power to help college students in the tech industry form lasting brand connections.
[bookmark: _Toc162020487]4.4 Demographic Factors in Moderating Influencer Marketing Effects
In order to tailor campaigns to different groups of people, it is important to understand the complex relationships between demographic factors, personal traits, and the link between brand loyalty and influencer marketing exposure. In their in-depth cross-sectional study, Hazari and Sethna (2022) looked at how demographic factors, such as academic major, age, and gender, affected the link between influencer marketing and brand trust among college students in the technology sector. According to the results of their study, different groups of people showed different levels of susceptibility to content created by influencers. This shows how important it is to come up with focused strategies that appeal to all the different parts of the target group.
Additionally, Boerman and Müller (2021) looked into how personal traits, such as how much someone uses technology and how good they are at using social media, might affect how well influencer marketing works. Students who were better at using social media were better able to tell the difference between influencer content and other content, while students who were more interested in technology were more likely to fall for influencer ads. Marketers can make ads more effective by tailoring them to specific groups of people based on their technological and media literacy levels when they understand these unique individual differences.
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There are some problems with this study that should be thought about, even though it followed a strict set of rules. To begin, the results may not be useful in all situations because they were only studied at one university and among its students. Due to the unique traits and interests of its students, the results from this school might not be applicable to a larger group of people. Additionally, it is important to note that the cross-sectional design of the study limits the amount of time that can be used to show how influencer marketing affects brand loyalty, as it only shows a brief picture of the effect. Because of this, subtleties that may emerge over longer periods of time may not be noticed. 
Also, using self-reported poll data increases the chance of response bias, which means that people might give answers that are socially acceptable or not accurately remember how they interacted with influencer-generated content. Also, the study's reliance on only quantitative data might make it harder to fully understand because it leaves out the qualitative details that could make the results more complicated. The chosen study design allows for statistical analysis, but it may not be able to fully capture the complexity of each person's experiences and thoughts. 
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The following Gantt Chart shows the timeline of the research:
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In conclusion, the goal of this study is to give a full picture of the complicated relationship between influencer marketing and brand loyalty among college students in technology-related schools. This study uses a quantitative research methodology and Microsoft Forms to collect survey data in order to find out what effects being exposed to influencers has on brand loyalty over time. It also looks into the effects of different marketing tactics, demographic factors, and how trustworthy influencers are thought to be. During its sixteen weeks, the study aims to fully address the problems that have been discovered and offer important new information that will help both academics and marketing professionals. Our main goal with this study is to give you useful information that will help you make smart choices about influencer marketing in the constantly changing tech industry. By doing this, it hopes to lay the groundwork for more research in the areas of digital marketing and customer behaviour, as well as provide useful advice.
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