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[bookmark: _Toc151742553]Chapter 1: Introduction 
[bookmark: _Toc151742554]1.1 Talk about the topic
The topic of the study is to analyse the impact of social media influencers on the branding of a company. Social media influencer helps boost brand awareness and engagement in an effective way (Hudders et al., 2021, p. 327). The topic is also discussed how social media influencers are able to boost brand engagement properly. The study focuses on the LK Bennett Company and discusses in which way social media influencer helps to make the brand name stronger for this company.  LK Bennett follows a social media influencing approach to enhance the brand image in the clothing market (lkbennett.com, 2023). 
[bookmark: _Toc151742555]1.2 Significance of the topic
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Figure 1: Use of social media influencers by companies in the UK
(Source: statista.com, 2022)
As postulated by Kay et al., (2020, p. 248), social media influencers are important not only to foster the brand image of a company but also to attract more target customers towards the business. Influencers could make unique content for the brand which enhances the brand engagement in an effective way. 
[bookmark: _Toc151742556]1.3 Purpose of the research
The main purpose of the research is to analyse the significance of social media influencers to make a stronger brand name in an effective way. Another purpose of this study is to identify which issues are faced by social media influencers while creating a brand. From this research, readers will be able to identify how social media influencers help to make a stronger brand image of a company. 
The study also discusses the main characteristics of social media influencers and how these characteristics help to attract more customers towards the brand. 
[bookmark: _Toc151742557]1.4 Proposed aim, objectives and research questions
Aim 
The aim of this study is to identify the impact of social media influencers on company branding, a case scenario of the LK Bennett brand. 
Objectives
· To identify the major characteristics and impact of social media influencers within a company
· To analyse the necessity of social media influencers for creating a successful brand
· To assess the barriers of social media influencing approach during branding within LK Bennett 
· To recommend in which ways LK Bennett can mitigate the issues related to social media influencers
Research questions
R1: What are the major characteristics and effectiveness of social media influencers within a company?
R2: What is the significance of social media influencers to create a successful brand?
R3: Which issues are faced by social media influencers within a brand?
R4: What are the stages needed to remove the issues experienced by social media influencers?
[bookmark: _Toc151742558]Chapter 2: Literature Review 
[bookmark: _Toc151742559]2.1 Concept and significance of social media influencers to make a strong brand value 
As cited by Sánchez et al., (2021, p. 1123), social media influencers are helping to make a stronger brand value of a company in an effective way. In the marketing strategy, social media influencers are helping to attract the target audience towards the brand. Creating brand trust and credibility is essential for setting up a positive reputation in an effective way. With the help of social media influencers, clothing brand like Zara is able to reach its target audience in an effective way. On the other side, H&M is able to foster its brand awareness by applying a social media influencing approach within the brand. In order to enter new markets clothing brands are taking help from social media influencers. As per the view of Duffy (2020, p. 1), identified that sometimes social media influencers sometimes promote materialism as well as consumerism which creates issues for the brand. In addition, if social media influencers have a smaller following that could limit the reach of a specific brand's message to large audiences. Lack of authenticity is another risk that is related to social media influencers. 
[bookmark: _Toc151742560]2.2 Effectiveness of social media influencers in the business
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Figure 2: Two-step-flow theory 
(Source: Fei et al., 2022)
As depicted by Gearhart and Brammer (2021), social media influencers apply the two-step flow theory to influence others by communicating in a proper way. The idea of the "two-step flow" theory works in two steps, in the first step the communication is transferred from mass media to opinion leaders and after that, it goes to opinion followers in a systematic way. As cited by Vrontis et al., (2021, p. 617), social media influencers use the “two-step-flow” theory to reach large audiences by creating attractive videos and meaningful images in a shorter period of time. Social media influencers are able to foster the brand image of Next Plc and Burberry with the help of the “two-step-flow theory”. As viewed by Leung et al.,  (2022, p. 1), conversion influencer marketing theory shows how many social media influencers’ followers make a proper purchasing decision after watching the content. For example, Burberry hires “social media influencers” and applies “conversion influencer theory” to leverage its customer base. These companies are hiring social media influencers who have a large number of followers and fan base and make realistic videos of the products to trigger the followers’ buying decision power and desire level. 
[bookmark: _Toc151742561]2.3 Issues related to social media influencers within a brand 
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Figure 3: Issues related to social media influencers
(Source: Self-Developed)
As per the view of Lee and Eastin (2022, p. 822), the main concern for the brand is fake social media influencers within the social media platforms. A social media influencer faces issues like “online hate and abuse" in the present situation. Trolling social media influencers on social media platforms is common nowadays and it impacts the brand image of the companies. "Less capable of maintaining creativity” is another issue for the social media influencers in the current situation. For example, some social media influencers have faced a struggle to balance creativity on the social media platforms. These social media influencers are not able to create “meaningful video content" on social media platforms which creates issues for both the brands and social media influencers. "The huge pressure to keep a good image" on social media platforms is another challenge that is faced by social media influencers presently. 
[bookmark: _Toc151742562]2.4 Approaches to make stronger social media influencing approaches within a brand
“Hiring a social media manager" could help brands and social media influencers avoid issues like "online hate and abuse" and "less capable of maintaining creativity" within the social media platforms. On the other side, applying "social listening tools" such as Hootsuite would permit social media influencers to ignore the "trolling issue" and help to create "attractive-content-based videos" in a proper manner. 
[bookmark: _Toc151742563]2.5 Literature Gap 
Rather than following the impact of social media influencers on all types of business, the study mainly focuses on the clothing brands of the UK and for this reason; it is depicted as one of the major literature gaps of the study. 
[bookmark: _Toc151742564]2.6 Conceptual framework
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Figure 4: Conceptual framework
(Source: Self-Developed)
[bookmark: _Toc151742565]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc151742566]3.1 What research philosophy and why? 
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Figure 5: Research Onion
(Source: Saunders et al., 2015)
Research Philosophy is applied in research work to gather information and analyse the information in a proper way (Park et al., 2020, p. 690). The current study would follow the interpretivism philosophy to identify the major characteristics of social media influencers within a brand.  Interpretivism would help to identify the key factors of social media influencers. 
[bookmark: _Toc151742567]3.2 What research paradigms and why? 
A research paradigm is a technique to get the answers to the research questions of a research work. The following proposal would follow an exploratory research design because the mentioned design would help to investigate the chosen research questions.  
[bookmark: _Toc151742568]3.3 What research approach and why? 
A research approach is applied in a research work to gather relevant information about a research study. In this study, researchers would follow an inductive research approach because this approach would help to collect relevant information about the social media influencers within a brand by making a concrete solution. 
[bookmark: _Toc151742569]3.4 What research methodology and why? 
Research methodology provides scientific findings about a specific research work. With the help of epistemology, researchers would be able to analyse the basic concepts of social media influencers within the brand. In addition, epistemology would help to deal with how knowledge would be collected and from which particular sources. 
[bookmark: _Toc151742570]3.5 What research strategy and why? 
Research strategy is one type of strategy that helps to gather the proper data about a particular topic and helps to analyse properly. The following study would choose a qualitative research strategy because this mentioned strategy would help to refine the hypothesis for future work in an efficient way. 
[bookmark: _Toc151742571]3.6 Sampling methods and why? 
The sampling method is applied in a research study to gather richer data about a big population in a particular study (Chandler et al., 2019, p.2022). In order to complete this research before the deadline judgemental sampling would be applied by the researchers of this study. Judgemental sampling would help to complete this research with the help of existing data and knowledge of the researchers. 
[bookmark: _Toc151742572]3.7 Data collection methods 
The researchers of this study would follow only the secondary data collection method to foster the sampling size of a specific research study. A secondary data collection method will be followed here to collect the relevant data about LK Bennett to analyse the impact of social media influencers. 
[bookmark: _Toc151742573]3.8 Ways of interpreting data 
Researchers would follow authentic books, journals and annual reports of LK Bennett to collect relevant information about social media influencers’ importance within the branding of this company. The thematic analysis would be followed in the study to approach huge information sets in a unique way by sorting these into widened themes. 
[bookmark: _Toc151742574]3.9 Gantt chart
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[bookmark: _Toc151742575]3.10 Ethical Considerations of the Research 
The mentioned study would follow both the Data Protection Act 2018 and General Data Protection Regulations to maintain the credibility of the study in an effective way. With the help of DPA 2018 and GDPR, researchers would be able to prevent data breaches while collecting secondary information. 
[bookmark: _Toc151742576]Chapter 4: Conclusion 
The probable outcome of the study will be helpful in identifying the key factors of social media influencers and their impact on a strong brand image. After completing, the research proposal, readers would be able to know about the importance of social media influencing approaches within LK Bennett properly. The clothing brand will be able to identify which factors would help to make a stronger social media influencing approach. 
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