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Introduction:

Recent technological breakthroughs and alterations in consumer behavior have led to a notable
revolution in the luxury shoe market. Influencer marketing has been a popular tactic used by
businesses to connect and convince prospective consumers as traditional marketing techniques have
proven less successful in reaching younger consumer demographics. Influencer marketing is the process
of using social media influencers—people with large followings and sway over large audiences—to
market items and brands. Influencer marketing has been embraced by the luxury shoe business in the
UK in particular as a way to raise brand recognition, encourage customer interaction, and eventually
affect purchasing decisions. This dissertation proposal's primary research question looks at how

influencer marketing affects luxury shoe buyers' decisions in the UK.

Objectives:

1. How much does influencer marketing affect UK consumers' perceptions of premium sneakers?

2. How does influencer marketing impact UK consumers' plans to buy high-end sneakers?

3. In the UK luxury sneaker market, what are the main variables that function as moderators in the

interaction between influencer marketing and consumer purchasing behavior?

By answering these research questions, this study will provide scholars and practitioners with insights

into the efficacy and consequences of influencer marketing in the luxury shoe sector.



Methodology:

We'll use a mixed-methods approach, fusing qualitative insights from interviews with quantitative
survey data. This design makes it possible to thoroughly investigate how influencer marketing affects

customer choice in the UK premium shoe market.

Techniques for Gathering Data

1. Quantitative Data: To collect quantitative data from a sample of customers in the UK luxury
sneaker market, a survey questionnaire will be created. Customers' opinions about luxury sneakers,
their plans to buy, and their exposure to influencer marketing initiatives will all be covered in the poll.
Online communities that discuss sneakers and a variety of social media sites will be used to disseminate
the study. The survey will aim to include 120 participants, since this is deemed a sufficient sample size

to guarantee statistical reliability and the generalizability of results.

2. Qualitative Data: A portion of survey respondents will be the subject of in-depth interviews. The
qualitative insights gained from the interviews will be extremely helpful in understanding the
underlying motives, perspectives, and experiences of consumers with relation to influencer marketing
and the acquisition of luxury sneakers. Based on their survey replies, about 20 to 30 participants will be
chosen in order to guarantee a thorough comprehension of the research issue and a diversity of

opinions.

Sampling Methodology and Estimating Sample Size

Convenience sampling, a non-probability sample technique, will be used for the survey, and
participants will be chosen for it based on their availability and want to take part. Based on the
suggested sample size for survey research, the target sample size of 120 participants will be chosen,

guaranteeing a sufficient number of respondents to yield trustworthy results.

Methods of Data Analysis



Descriptive statistics will be used to examine the quantitative data from the survey and give the means,
frequencies, and percentages of the survey replies. The study will employ inferential statistical
methods, including regression analysis, to investigate the correlation between customer purchasing

behavior and influencer marketing.

Thematic analysis will be employed to transcribe, code, and analyze the qualitative data obtained from
the interviews. In order to gain a deeper understanding of the viewpoints and experiences of the

participants, themes and patterns that emerge from the qualitative data will be discovered.

Research Limitations

Even with efforts to guarantee validity and rigor, there are still restrictions to take into account.
Convenience sampling may limit the findings' generalizability and introduce potential biases.
Furthermore, respondent biases may be introduced if self-reported survey replies are relied upon. To
offer a thorough grasp of the research findings, these limitations will be recognized and covered in the

final dissertation.

By using this methodology, the study hopes to gather qualitative and quantitative information that will
enable a thorough examination of the influencer marketing's effects on consumer purchasing patterns

in the UK luxury sneaker market.

Aunticipated Findings:

The study is expected to show how influencer marketing significantly affects UK customers’ judgments
on what to buy. It is anticipated that a key factor in the success of influencer marketing initiatives

would be trust, authenticity, relatability, and engagement.

Expected Contribution:



The aim of this research is to contribute to the growing body of knowledge regarding influencer
marketing and its impact on consumer behavior. Companies can leverage the data to optimize their
influencer marketing approach and enhance their digital marketing endeavors. In addition, the study
will improve academic understanding of influencer marketing and shed light on its effectiveness in the
UK market.

Literature Review:

Review of the Literature on Influencer Marketing's Effect on Consumer Purchasing Patterns in the UK Luxury

Sneaker Sector

Introduction: Influencer marketing has become a potent tool for brands to engage with their target market and
impact consumer behavior in recent years. This study of the literature attempts to investigate the research that
has already been done on the effects of influencer marketing, particularly in the UK luxury sneaker market. It

will also emphasize the novel elements and distinctive contributions of the suggested research.

The Function of Influencer Marketing: Influencer marketing is defined by the partnership between companies
and users who have a sizable social media following. Within particular specialized marketplaces, these influencers
have the power to affect the beliefs, mindsets, and purchase choices of their followers. Prior research has
demonstrated the efficacy of influencer marketing across other industries; however, the luxury sneaker market in

the United Kingdom has received relatively less attention.

Existing Research on Influencer Marketing: A number of studies on the subject have concentrated on the
influence of influencers on customer decisions as well as general consumer behavior. But when it comes to the
UK market’s luxury sneaker market, there is a research vacuum. The suggested research helps close this gap by

providing a new perspective by looking at this particular industry.

Differentiating Factors and Contributions: This research is distinguished by a number of important

differentiators and contributions, including the following:

1. The UK Luxury shoe Industry: Although influencer marketing studies have been carried out in a number of
industries, this research stands out due to its concentration on the UK luxury shoe market. In order for
businesses to effectively communicate with their target consumers, it is imperative that they understand the
effects of influencer marketing, particularly in the context of luxury shoes, which have gained substantial

popularity in recent years.



2. Particular Consumer Behavior: The investigation of the impact of influencer marketing on consumer
purchasing behavior in the luxury sneaker market is the special emphasis of this study. Through an analysis of
the variables that impact consumer choices, including relatability, trust, authenticity, and engagement, the

suggested study offers insightful information and useful recommendations to improve marketing tactics.

3. Mixed-methodologies Approach: This study combines quantitative and qualitative methodologies in a
mixed-methods approach. This enables a thorough understanding of customer behavior by investigating
through qualitative interviews not only the statistical relationship between purchase behavior and influencer

marketing, but also the underlying reasons and attitudes.

4. Thematic Analysis: To find recurring themes and patterns in the qualitative data, the proposed study employs
thematic analysis. This method allows for a more thorough investigation of how consumers view influencers in

the luxury sneaker market, as well as how they perceive their legitimacy and ability to affect consumer behavior.

This literature analysis concludes by highlighting the distinctive qualities and distinguishing elements of the
suggested study on the influence of influencer marketing on customer purchasing behavior in the UK luxury
sneaker market. Through the application of thematic analysis, a mixed-methods methodology, and a
market-specific focus, the study seeks to close the knowledge gap and offer insightful information to companies
in this sector. The results of this study will help practitioners and academics alike by expanding our knowledge

of the impact and efficacy of influencer marketing in the luxury sneaker market.

Limitations:

This study acknowledges a number of limitations. Because it is not possible to obtain a fully representative
sample of the entire population of the United Kingdom, the study may run into problems with sample
representativeness. Getting interviews with influential persons and their availability may be another study

barrier. Self-reported survey data are also included in the study, which increases the risk of response bias.

Etbical Considerations:



Ethics will be taken into consideration at every stage of the study project. Every participant will give their

informed consent, and no one will see their personal information disclosed. When displaying the findings,

anonymity will be maintained to protect data security and privacy.

Timeframe:

Week 1

Week 2

Week 3

Week 4

Week 5

Define research objectives and questions,

Conduct preliminary literature review,

Develop research methodology

Conduct in-depth literature review, Identify

relevant theories and models

Gather secondary data

Design and pilot survey questionnaire, Recruit

and select representative sample,

Administer surveys to participants.

Collect and compile survey data, Perform

quantitative analysis

Identify key findings and trends.

Design interview guide, Select participants for

qualitative interviews



Conduct in-depth interviews

Week 6 Analyze qualitative data using thematic analysis,
Cross-reference interview findings with survey

data

Identify and compare themes.

Week 7 Incorporate quantitative and qualitative

findings, Synthesize research findings

Draw conclusions and implica

Week 8 Write dissertation report

Week 9 Revise and refine dissertation report

Week 10 Finalize dissertation report
Counclusion:

Influencer marketing's effect on consumer buying patterns in the UK luxury sneaker market is an
important subject that has attracted a lot of attention lately. In order to fill this research void, this
dissertation proposal examined the efficacy of influencer marketing tactics as well as how they affect

consumer attitudes and buy intentions.

After a thorough examination of the literature, it was determined that influencer marketing has

become a potent instrument for companies to interact with customers and advertise their goods.



Nevertheless, empirical proof is still required to fully comprehend its influence, particularly with

regard to the UK's luxury shoe market.

A mixed-methods technique was suggested to solve this research dilemma, fusing qualitative insights
from interviews with quantitative survey data. It was decided that a sample size of 120 respondents
would be sufficient for the survey, guaranteeing accurate statistical findings. In order to gather
information about the participants’ opinions toward high-end sneakers, exposure to influencer
marketing, and purchasing patterns, convenience sampling was employed as the method of
recruitment. Furthermore, a group of participants underwent in-depth interviews with the goal of

learning more about their experiences and motivations.

This research has the potential to significantly advance both academic understanding and useful
marketing techniques. The results will provide insight into how much influencer marketing affects
consumer perceptions of luxury shoes and how it influences their propensity to buy in the UK.
Moreover, pinpointing the most important moderating variables will provide insightful information
about the mechanisms behind the association between influencer marketing and customer behavior in

this particular sector.

It is imperative to recognize the constraints of this study, though. Convenience sampling has the
potential to generate biases and restrict how broadly the results can be applied. Additionally, biases
from respondents may be introduced if self-reported survey replies are relied upon. In the final
dissertation, these constraints will be carefully assessed and described in order to give readers a

thorough comprehension of the research findings.

In conclusion, by examining the role of influencer marketing on consumer purchasing behavior in the
UK luxury sneaker market, this dissertation proposal aims to fill a significant research void. The
research endeavors to furnish researchers and practitioners with significant insights by employing a
mixed-methods approach and taking into account the constraints inherent in the study. Ultimately, the

study seeks to augment the current corpus of knowledge in the marketing domain.



References

1. Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211. [DOL: 10.1016/0749-5978(91)90020-T]

2. Akhter, F., Hobbs, D., & Maamar, Z. (2004). Determining the factors which engender customer
trust in business-to-consumer (B2C) electronic commerce [Paper presentation]. Proceedings of IEEE
International Conference on e-Commerce Technology, 2004 (CEC 2004), San Diego, CA, USA, pp.
291-294.

3. Amoateng, F., & Poku, K. (2013). The impact of advertisement on alcohol consumption: A case
study of consumers in Bantama Sub-Metro. International Review of Management and Marketing,
3(1), 28.

4. Bandura, A., & Walters, R. H. (1963). Social learning and personality development. Holt, Rinehart
& Winston.

5. Berger, J., & Keller Fay Group. (2016). Research shows micro-influencers have more impact than
average consumers do. Experticity website. [URL:

http://go2.experticity.com/rs/288-azs-731/images/experticitykellerfaysurveysummary_pdf]

6. Bloch, P. H., & Richins, M. L. (1983). A theoretical model for the study of product importance
perceptions. Journal of Marketing, 47(summer), 69-81.

7. Bloch, P. H., Sherrell, D. L., & Ridgway, N. M. (1986). Consumer search: An extended framework.
Journal of Consumer Research, 13(June), 119-126.



8. Booth, N., & Matic, J. A. (2011). Mapping and leveraging influencers in social media to shape

corporate brand perceptions. Corporate Communications: An International Journal, 16, 184-191.

9. Brown, D., & Hayes, N. (2008). Influencer marketing: Who really influences your customers?
Elsevier/Butterworth-Heinemann. ISBN: 0750686006; 9780750686006.

10. Burnkrant, R. E., & Sawyer, A. G. (1983). Effects of involvement and message content of
information-processing intensity. In R. J. Harris (Ed.), Information processing research in advertising

(pp. 46-64). Lawrence Erlbaum Associates.

11. Bush, A.J., Smith, R., & Martin, C. (1999). The influence of consumer socialization variables on
attitude toward advertising: A comparison of African-Americans and Caucasians. Journal of
Adpvertising, 28(3), 13-24.

12. Clark, P. W., Martin, C. A., & Bush, A.J. (2001). The effect of role model influence on adolescents’

materialism and marketplace knowledge. Journal of Marketing Theory and Practice, 9(4), 27-36.

13. Cohen, J. B. (1983). Involvement and you: 1000 great ideas. In R. Bagozzi & A. Tybout (Eds.),

Advances in consumer research (Vol. 10, pp. 325-328). Association for Consumer Research.

14. Conick, H. (2018). How to win friends and influence millions: The rules of influencer marketing.
Marketing News, 52(7), 36-45.

15. Delgado-Ballester, E., & Munuera-Alemdn, J. L. (2001). Brand trust in the context of consumer
loyalty. European Journal of Marketing, 35(11/12), 1238-1258. [DOLI:
10.1108/EUMO0000000006475]

16. Dholakia, U. (2001). A motivational process model of product involvement and consumer risk
perception. European Journal of Marketing, 35(11/12), 1340-1360.



17. Dogtiev, A. (2016, April 11). Ad blockers popularity boom — Why is it happening?
http://www.mobyafhliates.com/blog/ad-blockers-popularity-boom-why-is-it-happening

18. Dowling, G., & Staelin, R. (1994). A model of perceived risk and intended risk handling activity.
Journal of Consumer Research, 21(1), 119-134.

19. Eisenhardt, K. M. (1989). Building theories from case study research. Academy of Management
Review, 14, 532-550.

20. Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the social media
influencers? A study of public perceptions of personality. Public Relations Review, 37, 90-92.

21. Garbarino, E., & Johnson, S. M. (1999). The different roles of satisfaction, trust, and commitment
in customer relationships. Journal of Marketing, 63(2), 70-87. [DOI: 10.2307/1251946]

22. Godey, B., Manthiou, A., Pederzoli, D., Rokka, ]., Aiello, G., Donvito, R., & Singh, R. (2016).
Social media marketing efforts of luxury brands: Influence on brand equity and consumer behavior.
Journal of Business Research, 69(12), 5833-5841. [DOI: 10.1016/j.jbusres.2016.04.188]

23. Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000). The impact of corporate credibility and
celebrity credibility on consumer reaction to advertisements and brands. Journal of Advertising, 29(3),
43-54.

24. Greenwald, A. G., & Leavitt, C. (1984). Audience involvement in advertising: Four levels. Journal
of Consumer Research, 11(June), 581-592.

25. Harrison, K. (2017, January 9). Top 10 trends that will transform digital marketing in 2017.
Forbes. [URL:
https://www.forbes.com/sites/kateharrison/2017/01/09/top-10-trends-that-will-transform-digital-ma
rketing-in-2017/#7e6d507d3bf5]



26. Horton, R. L. (1976). The structure of perceived risk: Some further progress. Journal of the
Academy of Marketing Science, 4(4), 694-706.

27.Hovland, C. I, & Weiss, W. (1951). The influence of source credibility on communication
effectiveness. Public Opinion Quarterly, 15(4), 635-650.

28. Howe, N., & Strauss, W. (2000). Millennials rising: The next great generation. Vintage Books.

29. Johansen, I. K., & Guldvik, C. S. (2017). Influencer marketing and purchase intentions: How does
influencer marketing affect purchase intentions? [Master’s thesis]. [URL:
https://brage.bibsys.no/xmlui/handle/11250/2453218]

30. Kamins, M. A. (1990). An investigation into the “match-up” hypothesis in celebrity advertising:

When beauty may be only skin deep. Journal of Advertising, 19(1), 4-13.

31. Keen, P. G. W. (1997, April 21). Are you ready for the ‘trust’ economy? ComputerWorld, 80.

32. King, M. M., & Multon, K. D. (1996). The effects of television role models on the career
aspirations of African American junior high school students. Journal of Career Development, 23(2),
111-125.

33. Kotze, T. (2001). Parents and television advertisements as consumer socialization agents for
adolescents: An exploratory study. Journal of Family Ecology and Consumer Sciences/ Tydskrif vir

Gesinsekologie en Verbruikerswetenskappe, 29(1), 91-99.

34. Markethub. (2016). Influencer marketing vs. word-of-mouth marketing. [URL:

https://www.markethub.io/influencer-marketing-vs-word-of-mouth-marketing/|

35. Martin, C. A., & Bush, A. J. (2000). Do role models influence teenagers’ purchase intentions and
behavior? Journal of Consumer Marketing, 17(5), 441-453.



36. Miles, M., & Huberman, A. M. (1984). Qualitative data analysis. Sage.

37. Moschis, G. P., & Churchill, G. A,, Jr. (1978). Consumer socialization: A theoretical and empirical
analysis. Journal of Marketing Research, 15(4), 599-609.

38. Oleynick, V. C., Thrash, T. M., LeFew, M. C., Moldovan, E. G., & Kieffaber, P. D. (2014). The
scientific study of inspiration in the creative process: Challenges and opportunities. Frontiers in

Human Neuroscience, 8, 436.

39. Patel, D. (2016, December 6). Top 8 marketing trends that will define 2017. Entrepreneur. [URL:

https://www.entrepreneur.com/article/284525]

40. Ryan, B., Scapens, R. W., & Theobald, M. (2002). Research method and methodology in finance

and accounting (2nd ed.). Thomson Learning.

41. Sassenberg, K., Ellemers, N., & Scheepers, D. (2012). The attraction of social power: The influence
of construing power as an opportunity versus responsibility. Journal of Experimental Social
Psychology, 48(2), 550-555.

42. Saunders, M. N, Lewis, P., & Thornhill, A. (2012). Research methods for business students.

Pearson Education.

43. Scapens, R. W. (1990). Researching management accounting practice: The role of case study
methods. British Accounting Review, 22, 259-281.

44. Smart Insights. (2017). Key influencer marketing trends for 2017. [URL:
http://www.smartinsights.com/online-pr/influencer-marketing/keyinfluencer-marketing-trends-2017

/]



45. Subramanian, S., & Subramanian, A. (1995). Reference group influence on innovation adoption
behaviour: Incorporating comparative and normative referents. European Advances in Consumer
Research, 2, 14-18.

46. Sweeney, J. C., Geoftrey, S. N., & Lester, J. W. (1999). The role of perceived risk in the
quality-value relationship: A study in a retail environment. Journal of Retailing, 75(1), 77-105. [DOI:
10.1016/50022-4359(99)80005-0]

47. Taghipoorreyneh, M., & de Run, E. C. (2016). Online advertising: An investigation of factors
affecting positive attitude among the Malays in Malaysia. Asian Journal of Business Research, 6(2),
70-80.



