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[bookmark: _dzfp0tf67zj2][bookmark: _Toc213320337]1. Introduction/Background
As per the terms of the digital environment, influencer marketing has become the most popular and beneficial strategy for companies to gain a remarkable and quick growth in the business. According to the evidence, the influencer marketing industry has achieved values beyond $21 billion by depicting its accelerating significance within brand interaction (Influencer Marketing Hub, 2025). Especially, from the perspectives of Gen Z, who were born between 1997 to 2012, influencer marketing provides a high amount of reliability and brand loyalty. It has been found that 60% of Gen Z rely upon influencer marketing over traditional advertisement (Statista, 2025). 
According to the context of Burger King, this company is a leading fast-food brand in the UK and has a strong presence in influencer marketing for increasing loyalty and reliability of Gen Z. Thus, this brand enhances its brand recognition, brand perception and brand trust. Other than this, this company has also launched some creative and unique campaigns like “Mouldy Whopper”. This brand majorly utilises Instagram and TikTok for targeting Gen Z through influencer marketing, as 81.2% of Gen Z people are using instagram and TikTok in recent times, from which 76% are gaining proper influence for different brands, including Burger King (Kalum, 2025). Thus, this proposed research will investigate the impacts of influencer marketing for Gen Z within Burger King. 
[bookmark: _y81k5rnz49i1][bookmark: _Toc213320338]2. Research Problem & Questions 
[bookmark: _bxp6thymy9b1][bookmark: _Toc213320339]2.1 Research problem
Burger King UK has been utilising brief social content and influencer relationships to target Gen Z, but it is important to highlight that there has not been a positive correlation between campaign reach and consistent positive brand image. To illustrate, the TikTok social activity by Burger King in the form of a video promoting its viral video of the unnoticeable Whopper received 22 million views and 3.2 million likes, but with an inability to predict the future brand equity (Contagious, 2024). In the meantime, UK Gen Z is turning to brands more on Instagram and TikTok Ofcom’s Online Nation reveals extensive use of these platforms by younger groups, and 61% of online social users use these platforms to discover products. (OFCOM, 2024) Quick purchase behaviours are also supported by influencer marketing. According to industry sources, around 40 per cent of consumers take prompt buying decisions following influencer posts (Sprout Social, 2025). 
Nevertheless, scholarly literature also identifies that different types of influencers in relation to their type (micro vs macro) and perceived authenticity influence attitude change as well as trust and brand perception. The issue is that Burger King UK's digital or influencer strategies might help produce engagement and short-term sales (DAN, 2023). However, they do not have quantifiable data on whether they can create a positive brand perception, loyalty, or even perceived authenticity in the UK market in the long term. In this research, the gap will be quantified and revealed, and what influencer strategies really change the perception of the brand and purchase intent among Gen Zers. This study will map the types of influencers, content types, and platform combinations that relate to positive long-term brand perception among UK Gen Z so that Burger King UK can prominently focus on the authentic micro-influencer collaborations, KPI shifts (perception with loyalty), and content experimentations to change strategy to focus on long-term brand equity.
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In terms of assessing effective research results, the following research question has been developed. 
1. How successful is the use of influencer marketing by Burger King UK can be with respect to influencing the perception of Gen Z towards its brand?
2. What are the influences of influencer type, style of content and authenticity on trust and engagement in Gen Z?
3. What is the connection between influencer campaigns and the purchase intent and brand loyalty of Gen Z?
4. What is the evidence-based influencer marketing activities that increase Gen Zs brand equity and a favourable image over time?
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[bookmark: _Toc213320341]3. Aim and Objectives of the Study 
Research Aim
To Assess the influencer marketing impact on brand perception among gen Z customers through study on burger king UK’s digital marketing strategy
The following information presents the effective objectives of this research. 
· To investigate how successful the use of influencer marketing by Burger King UK can be with respect to influencing the perception of Gen Z towards its brand.
· To determine the influences of influencer type, style of content and authenticity on trust and engagement in Gen Z.
· To establish the connection between influencer campaigns and the purchase intent and brand loyalty of Gen Z.
· To provide evidence-based influencer marketing activities that increase Gen Zs brand equity and a favourable image over time.
[bookmark: _hgd8fuc82k4m][bookmark: _Toc213320342]4. Preliminary Literature Review
[bookmark: _Toc213320343]4.1 The success of the use of influencer marketing by companies for Gen Z
The effectiveness of influencer marketing in Gen Z is based on the possibilities of companies to persuade using relatable, credible, and socially active personalities. Following the style of influencers is more powerful than conventional advertising because Gen Z appreciates genuineness and desires to be surrounded by one or more famous individuals (Venes and Duarte, 2025). The brands can easily attract the attention of Gen Z by incorporating storytelling, trends, and interaction. The strategy increases brand presence and provides an emotional attachment and a sense of belonging to the community. As a result, firms gain greater engagement, brand recall, and rate of conversion, thus making survival in the competitive digital market a sustainable success.
[bookmark: _Toc213320344]4.2 Influences of influencer type, style of content and authenticity on trust and engagement in Gen Z
The influence type, their content format and perceived authenticity influence Gen Z greatly, making trust and interest highly dependable. The micro and nano influencers tend to produce a greater amount of credibility because of the relatability on a personal level and the communication within a community (Soto-Vásquez and Jimenez, 2022). True and authentic content like vlogs, backstage videos, and question-and-answer sessions encourages authentic relationships. By contrast, promotional or over-scripted content decreases trust. Gen Zers will react most to the influencers, whose tone portrays to them the element of sincerity and openness, as it persuades them to invest their feelings in the brand and stay engaged with them over a longer period.
[bookmark: _Toc213320345]4.3 The connection between influencer campaigns and the purchase intent and brand loyalty of Gen Z
Gen Z influencer campaigns are essential in improving Gen Z purchase intent and the brand's loyalty to the products. This group appreciates genuineness, social credibility, and is morally aligned, which is what influencer marketing offers. Gen Z considers such recommendations credible and aspirational when motivators genuinely endorse those products, which represent them and their identity (Lunda, 2025). Familiarity and emotional attachment are achieved when people are consistently exposed to credible messages. As a result, influencer campaigns not only enhance direct purchase intent but also foster a continuum of loyalty and referral among digital market Gen Z consumers.
[bookmark: _Toc213320346]4.4 The evidence-based influencer marketing activities that increase Gen Z's brand equity 
The influencer marketing activities based on evidence that increase the brand equity of Gen Z focus on authenticity, inclusivity, and personalisation with the use of data. The strategies that have proven to be successful are sponsorships with socially responsible influencers, disclosure of sponsored material, and promotion of user-created further involvement (Rockenbach, 2024). Brand image and emotional connection are increased with the help of campaigns focused on common values, which can be sustainable, equal, and creative. With time, regular interactions with the influencers foster a sense of trust, perceived quality, and confidence in the positive brand associations. These operations eventually maintain brand equity, which guarantees long-term growth and a positive image among Gen Z viewers.
[bookmark: _Toc213320347]4.5 Theoretical Intervention
The success of influencer marketing among Gen Z can be best described using Source Credibility Theory, which underscores the essence of the trustworthiness, expertise, and appeal of an influencer to influence the attitudes and behaviors of a consumer (BOGOEVSKA-GAVRILOVA and CIUNOVA-SHULESKA, 2022). The tendency of gen Z towards authentic and relatable influencers follows the principles of this theory because people will probably internalise a message conveyed by a credible source. By showing that the influencers genuinely use products and being transparent, it elevates perceived credibility and results in a greater desire to be persuaded, be more engaged, and want to buy their products.
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[bookmark: _vv03ob90ozmj][bookmark: _Toc213320349]5.1 Research Philosophy
Interpretivist philosophy is focused on learning the human experiences and social meanings (Alharahsheh and Pius, 2020). This philosophy can help the study to understand how Gen Z customers process and react to influencer marketing campaigns made by Burger King UK. It assists in discovering the perceptions, attitudes and emotions instead of statistical generalizations. Interpretivism, in its turn, will allow the study to comprehensively examine the positive implication of influencer marketing on brand image and loyalty, providing a closer look at the digital behaviour and pattern of brand interaction among Gen Z in the social media setting.
[bookmark: _4y9yxt4aalmw][bookmark: _Toc213320350]5.2 Research Approach
Inductive approach provides the theory to be developed on the basis of observed data instead of examining the hypotheses which are available (Kumar and Ujire, 2024). The methodology aids the research by establishing trends and themes of Gen Z in their reactions to influencer marketing based on secondary data. It helps to find out the effect of the digital content and authenticity of influencers on brand perception. The induction process contributes to the conceptual knowledge of the marketing performance of the case of Burger King UK, providing new awareness of the changing customer-brand relations due to the dynamics of social media and influencer involvement.
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Exploratory research design is appropriate when the preliminary findings of the under-researched phenomena are sought (Olawale et al. 2023). It helps by providing an opportunity to inquire freely on how influencer marketing affects the perception of the brand of Burger King UK to Gen Z. This design promotes the flexible research of consumer attitudes, social interaction, and online narration. It enables the study to see the emergent patterns and drivers of behaviour, which would offer background knowledge that could be used in further research and the planning of strategies in the digital marketing and brand management field.
[bookmark: _py6r7l22fb1z][bookmark: _Toc213320352]5.4 Research Strategy
A qualitative research design is a study that aims at interpreting the opinions, motivation and perceptions of non-numerical data (Busetto et al. 2020). The approach is useful as it facilitates a detailed examination of the way the Gen Z customers interact with the influencer marketing campaigns of Burger King UK. It relies on written and graphic materials of the second-hand sources like social media posts, marketing reports, and customer feedback. The qualitative strategy aids in explaining emotional and cognitive reactions, which are very useful in understanding how credibility of the influencer and genuineness of the message can influence the perception of the brand.
[bookmark: _j5eg0pnsvrkp][bookmark: _Toc213320353]5.5 Data Collection Method
Secondary data collection entails the collection of available enlightened sources including marketing journals, social media analytics, and company reports, and industry publications (Mazhar et al. 2021). The approach is beneficial because it offers a broad range of information on the trends and consumer of influencer marketing. It facilitates the research by allowing the study of the digital campaigns by Burger King UK and behavioural reactions of Gen Z. Secondary data will provide efficient, economical, and ethical access to various opinions which will add value to the contextual comprehension on the impact of influencer marketing.
[bookmark: _hkii2hr7aw6f][bookmark: _Toc213320354]5.6 Data Analysis
Thematic analysis assists in identifying the patterns and recurrent themes of the gathered qualitative data so that to draw appropriate conclusions (Braun and Clarke, 2019). The strategy is value added because it organizes information on significant themes such as the trustworthiness of the influencer, content sincerity, emotional connection, and brand affections. It helps to grasp how the Gen Z customers are shaping their image of Burger King UK with the help of the influencer campaigns. Thematic analysis provides a systematic interpretation, which is interpretative and assists the investigation in attributing digital engagement patterns to the variation in brand image and customer trust.
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This research will be very informative on how influencer marketing can influence the brand perception of Burger King UK to Gen Z consumers. Through secondary data analysis and identification of the major themes, including authenticity, trust and engagement, the study will close the gap between social media reach and long term brand equity. The results will assist Burger King UK and other related brands to improve their influencer strategy that focuses on micro-influencers and the right content to create better emotional engagement, brand loyalty, and long-term consumer confidence in the UK fast-food landscape, which is highly competitive.
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The study is in line with the International Code of Conduct and Market Research Society (MRS) Code of Conduct (May 15, 2023). These principles guarantee ethical management of the secondary information, disclosure, as well as the protection of the intellectual rights. Through ethical compliance, research credibility, correct citation, bias, and misrepresentation can be avoided. Maintaining these norms assists in promoting accountability and honesty, which means that the information on influencer marketing in Burger King UK and the perception of Generation Z will be credible and ethically sound.
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The following table presents the information on the research timeline
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Table A: Research Timeline
(Source: Author)
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