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1. The problem of the investigation

Many companies use influencer marketing to expand their reach and connect with their customers
(Abhishek & Srivastava, 2021; Agnihotri et al., 2025; Martinez-Lopez et al., 2020; Woodroof et al.,
2020). There are many countries where influencers are required to disclose sponsorship (Feng et al.,
2021).

Even though sponsorship disclosure is appreciated on social media (Vrontis et al., 2021) and leads to
improved trust (Feng & Xie, 2025), a strong brand control and high commercial orientation can have
negative effects (Martinez-Lépez et al., 2020). Although research has already been conducted on
the influence of sponsorship disclosure on purchasing decisions (Abhishek & Srivastava, 2021; Aw &
Agnihotri, 2024), there is a lack of research on its influence on brand engagement.

Current research on influencer marketing in connection with sponsorship disclosure shows
inconsistencies, which is why further research is needed (Aw & Agnihotri, 2024; Pan et al., 2025;
Vrontis et al., 2021). Brand engagement is the primary goal when using influencer marketing
(Tanwar et al., 2022). Therefore, future research should investigate the effects of sponsorship
disclosure on brand engagement (Abhishek & Srivastava, 2021; Vrontis et al., 2021).

This work aims to address this gap by answering the following research question:
How does sponsorship disclosure influence the relationship between Gen Z women’s perceived
authenticity of fashion influencers and their engagement with brands on Instagram?

2. Justifying the importance

Instagram is a platform that has become strongly established (Agnihotri et al., 2025) and, after
WhatsApp, has become the most important social media platform among young people (Statista,
2023).

This paper will focus on fashion brands. Fashion brands are at the top of the list of leading brands
worldwide, which proves the relevance of the sector (Statista, 2022). Instagram is particularly popular
among female users for discovering and purchasing fashion items (Latha et al., 2025). Therefore the
paper focuses on female customers from Generation Z.

To strengthen this existing interest in purchasing and building a relationship with customers,
influencer marketing can be an effective solution when used correctly (Haenlein et al., 2020).
Influencer marketing is a type of marketing that has become increasingly important for companies
(Leung et al., 2022). With the increasing presence of influencer many countries introduced new
regulations concerning sponsorship disclosure (Feng et al.,, 2021). It is therefore important to
investigate sponsorship disclosure, which is lacking or contradictory in current research (Aw &
Agnihotri, 2024; Pan et al., 2025; Vrontis et al., 2021).

Recent studies have found that authenticity is a relevant factor for a successful influencer markting
strategy (Leung et al., 2022; Vrontis et al., 2021). It is therefore interesting to investigate the impact
of sponsorship disclosure on the perceived authenticity of fashion influencers, since this is the
strategy used by influencers (Argyris et al., 2020; Feng et al., 2021; Vrontis et al., 2021). The resulting
impact can then be transferred to brand engagement (Leung et al., 2022).



3. Specific objectives
To explore the impact sponsorship disclosure has on Gen Z women’s perception
To understand what impact this perception has on the influencers’ authoricity
To value how this factor influences the engagement people have with the advertised brand.

Current research reveals that there is a need for qualitative studies in the field of social media
marketing (10, 15). Therefore, this study will focus on a qualitative approach using semi-structured
interviews. Given the contradictory findings in existing research (10,15) a qualitative approach
allows for an in-depth understanding of participants’ subjective experiences, interpretations, and
attitudes. The aim is to gain nuanced insights into how Gen Z women perceive and respond to
sponsorship disclosures in influencer posts on Instagram, rather than to measure predetermined
variables. To maintain a diverse sample intervies will be conducted with Gen Z women from
different European countries. The respondents must also ne active on Instagram and regularly
consume influencer content in order to be eligible for the interview.

4. Schedule

Literature Review (4-5 weeks)
Methodology (2 weeks)
Empirical work (3-4 weeks)
Results (2-3 weeks)
Conclusions (1 week)
Introduction (1 week)

Revision (1-2 weeks)

5. Provisional index

Inhaltsverzeichnis

(1414 To [7 ol 2 Lo TS Fehler! Textmarke nicht definiert.
Literature REVIEW.........ccceueeervveeirivnesisrvnesisnssesisssnssssssnassenes Fehler! Textmarke nicht definiert.
(0] 2] = 1 7= R Fehler! Textmarke nicht definiert.
11/ L1 0T (o] (o T | VRS Fehler! Textmarke nicht definiert.
RESUIES ..ceeeeeeiirivrreniciiiiiininnisiiniisssnssisssnsnssnsssssssesssssssssnnnes Fehler! Textmarke nicht definiert.
Discussion/Conclusion................cceeeeeeeeeeerrrrsneeeeeeeeeeenennnnn. Fehler! Textmarke nicht definiert.

REfEreNncCes ........ccuuuueevirrivveuniiirinvennssiessnnnsnnnssssssnesssnssssnnnes Fehler! Textmarke nicht definiert.



6. Short reference

Abhishek, & Srivastava, M. (2021). Mapping the influence of influencer marketing: A bibliometric

analysis. Marketing Intelligence & Planning, 39(7), 979—1003. https://doi.org/10.1108/MIP-03-2021-

0085

Agnihotri, D., Chaturvedi, P., & Tripathi, V. (2025). “Virtual bonds and actual transactions”: Investigating
the impact of virtual influencers’ credibility on buying behavior through virtual engagement. Journal

of Communication Management, 29(1), 35-52. https://doi.org/10.1108/JCOM-02-2024-0035

Argyris, Y. A., Wang, Z., Kim, Y., & Yin, Z. (2020). The effects of visual congruence on increasing
consumers’ brand engagement: An empirical investigation of influencer marketing on instagram
using deep-learning algorithms for automatic image classification. Computers in Human Behavior,

112, 106443, https://doi.org/10.1016/j.chb.2020.106443

Aw, E. C.-X., & Agnihotri, R. (2024). Influencer marketing research: Review and future research agenda.
Journal of Marketing Theory and Practice, 32(4), 435-448.

https://doi.org/10.1080/10696679.2023.2235883

Feng, Y., Chen, H., & Kong, Q. (2021). An expert with whom i can identify: The role of narratives in
influencer marketing. International Journal of Advertising, 40(7), 972-993.

https://doi.org/10.1080/02650487.2020.1824751

Feng, Y., & Xie, Q. (2025). Optimizing Branded Content for Beauty and Fashion Influencers from a
Media Richness Perspective: How Post Topic and Visual Type Intertwine to Boost Consumer
Engagement. Journal of Advertising Research, 65(1), 95-110.

https://doi.org/10.1080/00218499.2025.2464287

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). Navigating the

New Era of Influencer Marketing: How to be Successful on Instagram, TikTok, & Co. California

Management Review, 63(1), 5-25. https://doi.org/10.1177/0008125620958166



IAB Spain. (May 10, 2023) Most popular social networks and apps among Gen Z users in Spain as of
March [Graph]. In Statista. Retrieved September 2022, 2025, from

https://www.statista.com/statistics/1393621/generation-z-users-most-popular-social-network-in-

spain/

InfluData by weCreate. (November 7, 2022). Leading brands on Instagram worldwide in 1st half 2022, by
number of mentions [Graph]. In Statista. Retrieved September 2022, 2025, from

https://www.statista.com/statistics/1343784/brands-instagram-mentions/

Latha, A., Sangeetha, S. & Elankumaran, R.. (2025). Evaluating Channel and Appeal Effectiveness to
Optimize Digital Campaigns in Fashion Marketing. 2025 3rd International Conference on
Advancements in Electrical, Electronics, Communication, Computing and Automation (ICAECA), 1—

5. https://doi.org/10.1109/ICAECA63854.2025.11012306

Leung, F. F., Gu, F. F., & Palmatier, R. W. (2022). Online influencer marketing. Journal of the Academy

of Marketing Science, 50(2), 226-251. https://doi.org/10.1007/s11747-021-00829-4

Martinez-Lopez, F. J., Anaya-Sanchez, R., Fernandez Giordano, M., & Lopez-Lopez, D. (2020). Behind
influencer marketing: Key marketing decisions and their effects on followers’ responses. Journal of

Marketing Management, 36(7-8), 579—607. https://doi.org/10.1080/0267257X.2020.1738525

Pan, M., Blut, M., Ghiassaleh, A., & Lee, Z. W. Y. (2025). Influencer marketing effectiveness: A meta-
analytic review. Journal of the Academy of Marketing Science, 53(1), 52-78.

https://doi.org/10.1007/s11747-024-01052-7

Tanwar, A. S., Chaudhry, H., & Srivastava, M. K. (2022). Trends in Influencer Marketing: A Review and
Bibliometric Analysis. Journal of Interactive Advertising, 22(1), 1-27.

https://doi.org/10.1080/15252019.2021.2007822

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media influencer marketing: A
systematic review, integrative framework and future research agenda. International Journal of

Consumer Studies, 45(4), 617-644. https://doi.org/10.1111/ijcs.12647




Woodroof, P. J., Howie, K. M., Syrdal, H. A., & VanMeter, R. (2020). What’s done in the dark will be
brought to the light: Effects of influencer transparency on product efficacy and purchase intentions.

Journal of Product & Brand Management, 29(5), 675—-688. https://doi.org/10.1108/JPBM-05-2019-

2362



