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[bookmark: _Toc234870754]1. Introduction
In 2024, global influencer marketing is estimated to have grown to around USD 24 billion, with the UK marketer spend expected to surpass GBP 1.3 billion by 2025 (Statista, 2024; EMARKETER, 2024; Deloitte, 2024). The trend since then is a significant change of focus from macro- to micro-influencers, as campaigns are less costly, more targeted, and have better engagement rates (De Veirman, Cauberghe and Hudders, 2017). The trend is most evident in the UK skincare category, which is forecast to grow to GBP 4.1 billion by 2028 and is strongly influenced by a mobile-first generation of consumers -- Gen Z -- who are discovering products primarily through TikTok and Instagram (Djafarova and Bowes, 2021; Mintel, 2024). A study by the industry tracker reports that 62 per cent of the UK's Gen Z believe that micro-influencers are more trustworthy than celebrities, while 74 per cent say they have bought something after seeing it endorsed on social media (Edelman, 2024).
Although there is investment, the literature has not yet agreed on the exact dimensions of credibility that impact the purchase intention in the UK Gen-Z skincare context. The tri-dimensional Source Credibility Model (Ohanian, 1990) continues to be the dominant model, but recent studies suggest that other models, such as Authenticity (Audrezet, de Kerviler and Guidry Moulard, 2020) and Homophily (Belanche et al., 2021), are also influential. There are inconsistent findings across platforms and disclosure regimes (Vrontis et al., 2021), and relatively few studies are based on skincare, a moderately high-involvement product category, compared to fashion and FMCG. These contextual pressures only served to increase the need: the UK rollout of TikTok Shop in late 2023 closed the gap between content and purchase (Ofcom, 2024) and the tightening up of disclosure requirements under the Digital Markets, Competition and Consumers Act 2024 (ASA, 2024). These shifts combine to alter how UK Gen-Z consumers evaluate the credibility of influencers, so results of pre-2023 studies in other markets should not be blindly applied. Therefore, a structured secondary-data investigation is academically justified and timely because it can compare how credibility has been operationalised and what relationships have been reported across UK-relevant Gen-Z, skincare, beauty and platform contexts.
Research Aim: To critically evaluate, through secondary data, how micro-influencer credibility dimensions influence purchase intention among UK Gen-Z consumers in the skincare industry.
Objectives:
1. To critically synthesise secondary evidence on how trustworthiness, expertise, attractiveness, authenticity and homophily influence purchase intention among Gen-Z consumers, with particular emphasis on UK skincare and closely related contexts.
2. To evaluate how parasocial attachment, platform context and sponsorship disclosure shape the credibility-to-purchase-intention relationship and translate the findings into an evidence-based selection framework for UK skincare brand managers.
Research Question:
RQ1: How does existing secondary evidence explain the influence of micro-influencer credibility on Gen-Z purchase intention, including the roles of parasocial attachment, platform context and sponsorship disclosure in UK skincare and closely related settings?
[bookmark: _Toc234870755]2. Literature Review
The power of persuasion from the endorsers is theoretically grounded in the Source Credibility Model (Hovland and Weiss, 1951; Ohanian, 1990), which posits that credibility is defined as trustworthiness, expertise, and attractiveness. Lou and Yuan (2019) empirically demonstrate that the informativeness and credibility of content are positive predictors of follower trust in branded social media content and that micro-influencers are seen as more credible and identifiable than celebrity influencers (Schouten, Janssen and Verspaget 2020). The simplicity of the model can be its drawback, though. Audrezet, de Kerviler and Guidry Moulard (2020) and Pöyry et al. (2019) claim that, in platform-native contexts, perceived authenticity can have an influence even when the three dimensions are held constant, as the perceived similarity between influencer and follower, in the form of homophily, is regarded as an effect that is distinct from them.
The Theory of Planned Behaviour (Ajzen, 1991) defines purchase intention as the immediate antecedent of purchase behaviour and states that this purchase intention is influenced by attitudes, subjective norms and perceived control, which are shaped by credible influencer content (Casalo, Flavian and Ibanez-Sanchez, 2020). The relevance of homophily for Gen Z is further accentuated by subjective norms, as it is in their peer-driven digital environment. This is complemented by Parasocial Interaction Theory (Horton and Wohl, 1956; Sokolova and Kefi, 2020), which suggests that repeated unidirectional exposure creates quasi-personal interaction that boosts the persuasive effect; however, Sokolova and Kefi (2020) have limited their sample to a French group, limiting generalisability to the UK context. The Match-Up Hypothesis (McCracken, 1989) also demands that the endorser-product congruence be met for meaning transfer to be more likely to be successful for micro-influencers in niche positioning versus megacelebrities.
Three tensions are identified in the literature. First, the construct instability of authenticity: Audrezet, de Kerviler and Guidry Moulard (2020) see it as a managerial outcome, Pöyry et al. (2019) as an audience perception and Lee and Eastin (2021) as an intervening variable -- all of which impedes cumulative theory-building. Second, the evidence on disclosure's impact on persuasion is ambiguous: while Boerman, Willemsen and van der Aa (2017) conclude that disclosure diminishes persuasion by triggering cognitions of persuasion, Eisend et al. (2020) conduct a meta-analysis showing that disclosure can increase persuasion credibility when the influencer is already credible, which makes for a conflict made relevant by the ASA (2024) enforcement regime. Third, the geographic and category imbalance – most studies are based on US, Chinese or German samples in fashion, fitness or FMCG (Vrontis et al., 2021), and the UK Gen Z skincare intersection is under-researched. This generation is also unique, as it is the generation that cares more about authenticity than any other attribute of an endorser, as highlighted by Djafarova and Bowes (2021) and Pöyry et al. (2019). These tensions justify a structured secondary-data investigation that critically compares existing evidence, identifies the conditions under which findings converge or diverge, and assesses how confidently it can be applied to UK Gen-Z skincare consumers.
Conceptual Framework and Analytical Themes. Based on this synthesis, Figure 1 organises the secondary evidence around five credibility dimensions, parasocial attachment as a relational mechanism, purchase intention as the outcome, and platform context and sponsorship disclosure as contextual influences. Table 1 converts the framework into eight analytical themes that guide source selection, data extraction and thematic comparison; they are not statistical hypotheses to be tested on newly collected respondent data.
Figure 1: Proposed Secondary-Data Analytical Framework
	CREDIBILITY EVIDENCE THEMES
	
	RELATIONAL MECHANISM
	
	OUTCOME

	Trustworthiness
	→
	Parasocial Attachment
	→
	PURCHASE INTENTION (UK Gen Z, Skincare)

	Expertise
	→
	
	
	

	Attractiveness
	→
	
	
	

	Authenticity
	→
	
	
	

	Homophily
	→
	
	
	

	CONTEXTUAL INFLUENCES: Platform — TikTok vs Instagram | Sponsorship disclosure — ASA-compliant labelling


Source: Author, synthesised from Ohanian (1990); Ajzen (1991); Sokolova and Kefi (2020); Belanche et al. (2021).
[bookmark: _Toc234870756]3. Methodology
The study will be a secondary data study and will utilise a structured literature review and thematic narrative synthesis. It will rely on published peer-reviewed research, regulatory documents and trusted industry reports; no survey, interview, observation or primary data collection will be conducted. This design is suitable given that it allows for comparisons of results between the credibility dimensions, between platforms, between countries, and between product categories, and also because it directly addresses the identified inconsistencies and gaps in the literature between the dimensions of credibility and platforms and between countries and product categories. The unit of analysis will be the published study or report, and conclusions will be based on the strength, relevance and limitations of available evidence and not claim results from a new sample of UK respondents (Saunders, Lewis and Thornhill, 2019; Snyder, 2019).
[bookmark: _Toc234870757]3.1 Philosophy and Approach
The philosophy of the research will be pragmatic since the review will need to combine the evidence from quantitative, qualitative and mixed-method studies. Themes and contextual explanations will be captured through mainly deductive codes that will be drawn from source credibility, parasocial interaction, planned behaviour and match-up theories. This hybrid method allows for meaningful comparisons, but the secondary data is not taken as one primary source (Saunders, Lewis and Thornhill, 2019; Braun and Clarke, 2006).
[bookmark: _Toc234870758]3.2 Secondary Data Sources and Selection Criteria
A search for evidence will be carried out via Scopus, Web of Science, ScienceDirect, Google Scholar and the university library catalogue. Combined terms that are being searched include 'micro-influencer', 'influencer credibility', 'trustworthiness', 'expertise', 'attractiveness', 'authenticity', 'parasocial attachment', 'skincare', 'beauty', 'TikTok', 'Instagram' and 'UK', amongst others. The main publication time frame will be 2017-2026, with seminal theoretical sources kept. English-language, peer-reviewed empirical or review studies examining social-media influencers' credibility and purchase intention or purchase behaviour will be eligible academic sources. UK, Gen-Z, skincare/beauty, TikTok and Instagram evidence will take priority, with studies from adjacent markets/categories included when they help to ‘light up' a clear evidence gap. Contextual information from ASA, Ofcom and reputable market reports will not be considered to be the same as causal evidence that has been peer-reviewed. Only the endorsements of celebrities; advertising not done through social media; and opinion pieces that fail to indicate method and sources, which fail to consider credibility and consumer response, will be excluded. Titles and abstracts will be reviewed first, full text reviewed, and decisions of inclusion and exclusion will be recorded in a search log.
[bookmark: _Toc234870759]3.3 Data Extraction, Quality Appraisal and Analysis
A structured extraction matrix in Microsoft Excel will be created for each source that includes bibliographic information, country, sample characteristics, platform, product category, research design, credibility constructs, measures, analytical method, reported relationships, limitations and relevance to the UK Gen-Z skincare context. The methodological quality will be evaluated using clear and transparent criteria on source authority, sample size, construct validity, analytical clarity, risk of bias and contextual relevance. There will be a directed thematic analysis, and possible themes will be trustworthiness, expertise, attractiveness, authenticity, homophily, parasocial attachment, platform context and disclosure, in addition to emerging themes (Braun and Clarke, 2006). A narrative synthesis will be used to compare both the direction and consistency of reported relationships, as well as to elucidate differences in set and method. The proposal does not claim to be a "meta-analysis" because statistical estimates are not pooled if studies are not sufficiently comparable. A peer-reviewed finding will be given more weight than a commercial report, and conflicting findings will be reported rather than averaged. A search trail, documented extraction template and coding framework will create an audit trail of interpretation.
Table 1: Secondary-Data Analytical Themes and Evidence Sources
	Theme
	Relationship examined
	Evidence compared
	Indicative conceptual sources

	T1
	Trustworthiness → purchase intention
	Reported direction, consistency and context
	Ohanian (1990); Lou and Yuan (2019)

	T2
	Expertise → purchase intention
	Reported direction, consistency and context
	Ohanian (1990)

	T3
	Attractiveness → purchase intention
	Reported direction, consistency and context
	Ohanian (1990)

	T4
	Authenticity → purchase intention
	Definitions, reported influence and boundary conditions
	Audrezet et al. (2020); Lee and Eastin (2021)

	T5
	Homophily → purchase intention
	Reported influence and Gen-Z relevance
	Belanche et al. (2021)

	T6
	Parasocial attachment as an explanatory mechanism
	Mediation or process explanations reported
	Sokolova and Kefi (2020)

	T7
	Platform context: TikTok versus Instagram
	Cross-platform similarities and differences
	Ofcom (2024); relevant empirical studies

	T8
	Sponsorship disclosure and credibility
	Conditions producing positive or negative responses
	Boerman et al. (2017); Eisend et al. (2020)


[bookmark: _Toc234870760]3.4 Ethical Considerations
This study depends on secondary data only, without recruiting human subjects, using questionnaires, conducting interviews, and collecting new personal data. As such, no participant information sheets or consent forms or withdrawal procedures are needed. Only published materials that are publicly available or that have been legitimately accessed by library users will be used, and analysis will be limited to the aggregate level reported by the originators of those texts; no attempt will be made to identify individuals or to combine information in ways that might lead to the re-identification of individuals. Accurate referencing, using the Harvard System, will be used, and copyright and licensing conditions will be respected through accurate quotation and paraphrasing. The search log, extraction matrix, coded evidence and dissertation drafts will be kept securely in the student's university OneDrive and accessed only for academic supervision and assessment. Research will commence once ethical approval or low-risk confirmation from UWTSL has been obtained.
[bookmark: _Toc234870761]4. Expected Outcomes
The secondary analysis will be expected to yield an evidence map of the dimensions of credibility that are consistently linked to purchase intention and where there is some uncertainty in the findings. The fundamental principles of "trustworthiness" and "authenticity" can reappear, as can the importance of "expertise", "attractiveness" and "homophily", depending on the platform, on the product's involvement in the study process, and upon the study setting (Audrezet, de Kerviler and Guidry Moulard, 2020; Poyry et al., 2019; Sokolova and Kefi, 2020). Additionally, the review will investigate the extent to which parasocial attachment is consistently referred to as a mechanism and whether disclosure of sponsorship increases or decreases persuasion across various credibility conditions (Boerman, Willemsen and van der Aa, 2017; Eisend et al., 2020). The following are expected directions of analysis, but not conclusions. The main deliverable will be a clear convergence, contradiction and transferability analysis of the current evidence that will lead to a selection framework for UK skin care brands contextually. Any recommendation will be “scaled” to the quality and directness of the sources and not be offered as a causal outcome as a result of the UK Gen-Z participants.
[bookmark: _Toc234870762]5. Limitations
There are four expected restrictions. First, the study can consider only published and/or accessible data, which may produce publication and access bias. Second, there may be interdefinition or interconceptual differences in the definitions, scales, samples, platforms, and product categories that limit direct comparisons; a narrative synthesis may be able to chart patterns, but it does not produce the statistical equivalence. Thirdly, evidence on UK Gen-Z skin care may be sparse and limited and so may need to be used with care, with studies from neighbouring countries or from other age groups or skin care categories. Fourth, commercial reports can give useful context in real time but may not give as many details about the methodology as peer-reviewed research. Their constraints will be addressed and dealt with by applying selection criteria, documenting a search trail, assessing their quality and distinguishing the UK-relevant direct evidence from the contextual evidence. As there is no new respondent data collected, the study will not attempt to estimate prevalence or causal effects or a uniquely UK effect but will provide propositions for evidence to support and priorities for future primary research.
[bookmark: _Toc234870763]6. Timeframe
Ethics and proposal approval will be done before the 16-week timeframe of July to September 2026. In Weeks 3-5 the search protocol will be developed, the database will be searched, and the titles and abstracts will be screened. Full text screening, quality appraisal and data extraction will be completed in weeks 5-8. Coding and thematic/comparative synthesis will take place in weeks 7-11, followed by drafting of analysis, discussion, and conclusion during weeks 9-14. In weeks 13-16, prior to submission on 25 September 2026, the papers will be subject to a process of supervisor review, revision, proofreading and final Harvard referencing. The detailed schedule is shown in figure 2.
Figure 2: Dissertation Gantt Chart (July–September 2026)
	Task / Week
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10
	W11
	W12
	W13
	W14
	W15
	W16

	Ethics approval & proposal sign-off
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Draft Chapters 1–2 (Intro & LR)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Search protocol
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Database search & source export
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Title/abstract screening
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Full-text screening & appraisal
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Draft Chapter 3 (Methodology)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Data extraction & coding
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Thematic synthesis & comparison
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Draft Chapter 4 (Data Analysis)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Draft Chapter 5 (Discussion)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Draft Chapter 6 (Conclusion)
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Supervisor review & revisions
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Proofread, Harvard check & submission
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


[bookmark: _Toc234870764]7. Conclusion
This proposal establishes an academically and practically relevant secondary-data investigation of micro-influencer credibility and purchase intention among UK Gen-Z skincare consumers. It responds to construct instability, conflicting disclosure evidence and geographic/category imbalance through a transparent search, selection, quality-appraisal, extraction and thematic narrative-synthesis process. The study will use existing academic, regulatory and reputable industry evidence only; it will not recruit participants or collect primary data. Its contribution will be a critical assessment of where findings converge, diverge and transfer to the UK skincare context, together with a context-sensitive influencer-selection framework for managers. The design is feasible within 16 weeks, ethically low risk and appropriately cautious about the limits of heterogeneous secondary evidence.
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