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This thesis examines the phenomenon of de-influencing and Gen Z’s perceptions of ethical
consumption in the context of fast-fashion industry. The primary aim of the study was to
explore how Finnish Gen Z consumers experience de-influencing content and how it shapes
their attitudes toward fast fashion and ethical consumption. Although influencer marketing
has been extensively researched, the role of de-influencing as a countermovement that
challenges overconsumption and fast-fashion culture has yet to be comprehensively
explored.

Through qualitative research, the study investigates how Gen Z’s are being influenced
utilizing anti-consumption marketing efforts on social media. Semi-structured interviews
with eight Gen Z consumers were conducted, focusing on their exposure to fashion-related
content on TikTok, their changing shopping habits, and their perceptions of authenticity and
credibility in de-influencing messages. The findings indicate that while fast fashion is still
perceived as easily accessible and economically attractive, critical awareness has increased.
De-influencing content was perceived as educational and credible when it was based on a
well-reasoned perspective detached from commercial interests. Moreover, it was observed
that de-influencing can serve as practical means that helps young consumers navigate the
contradictory and overconsumption-promoting marketing prevalent on social media.

The research provides new insights on de-influencing by highlighting its potential to shape
Gen Z’s attitudes and purchasing behaviors. While this thesis provides valuable insights,
further research is needed to explore the long-term impacts of de-influencing and its broader
implications for sustainable consumption.
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Tamé pro gradu -tutkielma tarkastelee vastavaikuttamisen (engl. de-influencing) ilmidté,
sekd Z-sukupolven késityksid eettisestd kuluttamisesta pikamuotiteollisuuden kontekstissa.
Tutkimuksen tavoitteena oli selvittdd, miten suomalaiset Z-sukupolven kuluttajat kokevat
vastavaikuttamisen ja kuinka se muokkaa heiddn suhtautumistaan pikamuotiin ja eettiseen
kuluttamiseen. Vaikuttajamarkkinointia on tutkittu laajasti, mutta ylikulutuksen ja
pikamuodin  vastaliikkeeksi syntynyttd vastavaikuttamisen ilmiétd on tutkittu
kirjallisuudessa suhteellisen vdhén.

Tutkimuksessa kéytettiin laadullista tutkimusmenetelmi, jonka pédtavoitteena oli selvittia
kohderyhmén mieltymyksid, sekd kokemuksia vastavaikuttamisen sisdllostd. Tutkimukseen
valittiin ~ kahdeksan  Z-sukupolveen kuuluvaa henkilod, jotka olivat tietoisia
vastavaikuttamisen trendistd, sekd kayttivdat TikTok-sovellusta. Tulokset osoittavat, ettd
vaikka pikamuoti koetaan helposti saavutettavaksi ja taloudellisesti houkuttelevaksi,
tietoisuus sen haitallisista vaikutuksista on lisdnnyt kriittisyyttd pikamuotia kohtaan nuorten
keskuudessa. Vastavaikuttamisen sisdlto koettiin opettavaiseksi ja uskottavaksi, etenkin kun
se perustui perusteltuun ndkokulmaan ilman kaupallisia intressejd. Samalla havaittiin, ettd
vastavaikuttamisen trendi voi toimia kdytdnnon keinona, joka auttaa nuoria navigoimaan
sosiaalisen median ristiriitaisten ja ylikulutusta edistivdn mainonnan keskella.

Tutkimus tdydentdd vihaista tieteellisté kirjallisuutta vastavaikuttamisesta ja osoittaa ilmion
potentiaalin vaikuttaa Z-sukupolven asenteisiin ja ostokdyttdytymiseen. Vaikka tutkimus
tarjoaa arvokkaita ndkemyksid, jatkotutkimusta tarvitaan ilmidén pitkdaikaisista
vaikutuksista, sekd sen mahdollisuuksista edistda kestavaa kulutusta.
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1. Introduction

The aim of this thesis was to investigate the role of de-influencing trend on ethical
consumerism and how the phenomena can shape Gen Z’s attitudes towards fast-fashion. De-
influencing refers to reverse influence which goal is to affect consumers purchase behaviour
by guiding them to avoid buying certain products thus support certain brands and companies
(Singer et al., 2023). As a phenomenon, de-influencing is becoming more popular on social
media. The increased discussion of misleading advertising has been affecting consumers and

ultimately lead to the de-influencing movement (Elhajjar & Itani, 2025).

According to Chawla (2023), the trend of de-influencing started on TikTok, which further
justifies the reason to investigate TikTok as the platform for this master’s thesis. TikTok is
a video app launched in 2018 operated by a company called ByteDance (Haenlein et al.,
2020). As a platform, TikTok provides opportunity to make videos and post images to
sounds, which makes it more engaging and interactive platform compared to other social
media platforms (Haenlein et al., 2020). As of today, TikTok has become an important
channel for influencer marketing with its popularity only rising (Statista, 2023). The reason
for choosing TikTok as a platform to focus on in this research was also due to its functioning

mechanism and being widely influenced by different trends (Haenlein et al., 2020).

According to a recent study on de-influencing in the travel industry, TikTok had the most
de-influencing content (61%) in comparison to other channels such as Instagram and
Facebook (Kili¢ & Polat, 2024). This further justifies the choice of choosing TikTok for this
master’s thesis, as there is some evidence showing that TikTok is the most common channel
for this type of content to this date. Currently on TikTok, the hashtag “deinfluencing” has
73,7K posts (TikTok 2025). It can be used as a method to fight overconsumption and foster
more mindful buying behaviour amongst consumers thus highlighting the relevancy for the

research focus (Singer et al., 2023).



What became evident as a result of literature analysis, there is a gap related to this topic. As
the de-influencing trend started two years ago in 2023 on TikTok, its influence has not yet
been widely discussed. There is already a lot of research on influencer marketing (Singer et
al., 2023; Sarin & Sharing, 2023; Tiwari et al., 2024) yet researchers have not been focused
on de-influencing phenomena which is trending right now on TikTok. The attitudes,
perceptions and responses to this new type of messaging remain unknown. Furthermore,
previous existing literature related to influencer marketing has been focusing on Instagram
and YouTube (Sarin & Sharing, 2023; Tiwari et al., 2024), thus highlighting the importance
of exploring the effects of TikTok as a platform.

For the purpose of this research, qualitative research method was applied to analyze how
consumer perceive de-influencing trend on TikTok and identify which elements affect
consumer trust and engagement with the promoted content. By incorporating theories of
consumer behaviour such as attribution, social influence, social comparison theory and
cognitive dissonance, this thesis contributes to further understanding and increased

knowledge on the topic.

1.1.  Background

The phenomenon of this research is related to social media marketing. Social media is the
most popular medium for fashion companies to promote products (Sarin & Sharing, 2023;
Tiwari et al., 2024). This is mainly because it is the most convenient and cost-effective way
to connect and reach consumers. Moreover, social media also allows consumers access to
newest trends and information by few clicks. As stated by Shin & Lee (2021), consumers
use social media for various reasons, to find information, seek recommendations and

reviews, educate themselves and just socialize with their perceived peers.

According to research 55% social media users prefer brands on social media, while 30%
actively follow trends. In addition, 20% of users comment and review products or services
(Sarin & Sharing, 2023). This number is significant in the context of fashion marketing. The
number of users engaging and reviewing products on social media demonstrates the strong

influence of promoting fashion products online, highlighting the importance of educating
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consumers on more ethical purchase behavior (Shin & Lee, 2021). This further emphasizes

the need and relevance to research this phenomenon further.

Influencer marketing is a popular marketing method that is used in many ways in different
industries (Kilic & Polat, 2024). The term “influence” refers to an act of affecting someone
or something in regards to their behavior, actions, or persona (Sheldrake, 2011). There are
many directions and purposes of influence and as people are social by nature, we tend to be
influenced on a daily basis by various factors. According to Sheldrake (2011), influence can
be viewed as interconnected flows that is affected by different stakeholders in a marketing
setting. When an influencer creates content, it is being distributed to their social media
platforms. There are different types of influencers, most common groups are being
categorized as mega, macro, micro, and nano influencers as ascending follower order
(Haenlein et al., 2020). It was researched by Hudders et al. (2020) that smaller influencers
tend to have more engaged audience while big celebrities tend to shift away from more loyal

relationships in regard to their followers.

It has been researched that influencers affect consumers in many ways, for example, driving
buying behavior and choices (Alvarez-Monzoncillo, 2023). The content is produced and
shared to foster engagement, trust, and persuade the audience (Wiedmann et al., 2012;
Venciute et al., 2023). According to Hudders et al. (2020), even though creators are the ones
posting content, consumers are the ones who evaluate and contribute the meaning of the
message thus highlighting the role of consumers when determining the effectiveness of such
marketing efforts. The content consumed can also affect consumer behavior when it comes
to purchasing decisions. For example, recommendations, reviews, comments, and
engagement online can affect how consumers view things or products. To further explain
the effects of influencer marketing, social influence theory will be used. It explains how
possession of social influence contributes to effectiveness of influencer marketing (Hudders
et al., 2020). As suggested in a recent literature review, almost 95 percent of marketing
professionals have utilized influencers in their efforts to promote brands (Kanaveedu &
Kalapurackal 2024). The number is significant as it illustrates the high power of utilizing
external opinions to promote purchasing activities. To further elaborate, in the marketing
world, influencers may act as “opinion leaders” when it comes to consumer attitudes and

perceptions of a product or brand (Singer et al., 2023).
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What became known based on previous studies is that influencers can promote unilateral
connection, which refers to the bond followers formulate towards the influencer (Hudders et
al., 2020). It is affected by many factors such as trust, and empathy and it can contribute to
buying behavior and perceived loyalty in relation to the content creator (Kanaveedu &
Kalapurackal, 2024; Hudders et al., 2020). As a consequence, the formulation of this
relationship between influencer and a follower promotes positive perceptions of
recommendations and opinions as stated by Hudders et al. (2020). In influencer marketing,
building relationships with the audience corresponds to the perceived trust, which in turn

may affect the opinions being perceived as important and important in decision making.

1.2. Preliminary literature review

As a concept, influencing consumers is not new as it has been occurring in the media many
years ago (Glenister, 2021). When reviewing traditional definition of influencer marketing,
it can be defined as:” a collaboration between popular social media users and brands to
promote brands’ products or services” (McKinsey & Company, 2023). Traditional
influencer marketing and de-influencing seem to have some similar characteristics; however
their specific characteristics can be viewed and differentiated from one another, supporting
the idea that de-influencing does have similar traits yet the preferred outcome of such

marketing and strategy is different.

As a new phenomenon, de-influencing is not yet strictly defined term leading to various
definitions. As a result of literature review, de-influencing can be defined as a social media-
driven movement that challenges consumerist norms by discouraging excessive
consumption, critiquing influencer-driven marketing, and promoting sustainable,
intentional, and responsible purchasing habits. (Singer et al., 2023; Chawla, 2023; Kili¢ &
Polat, 2024; Elhajjar & Itani, 2025). De-influencing can be mostly referred as action between
social media content creators and their audience. As discussed by Elhajjar & Itani (2025),
de-influencers are focused on researching products and trends, examining supposed claims
while condemning false advertising. By doing this, they are also contributing to promotion

of more mindful consumption, discouraging consumers to purchase items based of trends or

hype.
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The main difference seems to be that while in traditional influencer marketing, the brands
are acting as a key stakeholder, in de-influencing it seems to be focused more on peer-to-
peer recommendations and authentic reviews of products. Thus, the nature and motives in
de-influencing seem to shift from the brands and influencer’s monetary benefits to more
altruistic ones (Elhajjar & Itani, 2025). In de-influencing movement, smaller influencers
seem to be more likely to adapt the new practices, which may contribute to the message
being perceived more significantly and impactful. More popular celebrities may have
different reasons and motivations when it comes to the posted content such as paid
sponsorships which may decrease their credibility and affect consumer attitudes on a deeper
level. Furthermore, Hudders et al. (2020) argued that consumers are often subjected to
persuasion on a subconscious level if they perceive marketing efforts authentic. The study
highlighted the importance of decreasing this subconscious persuasion thus de-influencing
movement may propose opportunities promote this agenda further (Hudders et al., 2020).
However, the role of de-influencing in the context has not yet been researched, which

highlights the importance of the research topic.

Furthermore, in traditional influencer marketing, the goal is to promote and encourage
buying something whereas de-influencing challenges the consumers to think whether they
actually need something, hence promotes critical thinking and analysis which may lead to
developing more minimalistic and sustainable lifestyles (Singer et al., 2023; Elhajjar & Itani,
2025). Especially in the fashion industry, thousands of products are being promoted on
TikTok daily with paid collaborations filling the “for you” pages, however there are many
disadvantages to promoting overconsumption. The impacts mostly seem to relate to
economic situation and environment. As online shops are becoming even more easier option,
they are preferred over traditional brick and mortar ones (Guo & Wang, 2024). All the
beforementioned aspects have contributed to the consumption being massively expanded

and has caused changes in consumer purchase behavior.

De-influencing can be viewed as a way to challenge the traditional practises of influencer
marketing. Thus, it is being characterizes as a countermovement by the existing limited
literature (Dore, 2023; Kili¢ & Polat, 2024; Elhajjar & Itani, 2025). As said, de-influencing
is a new trend that provides opportunities for a more thorough understanding of consumers
engagement on social media (Kilic & Polat, 2024). The concept of de-influencing is

multidimensional as it may be viewed as both a positive and negative trend. In one way, it
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can propose a threat to companies and brands as they need to drive sales, but on the other
hand, it is a good way of promoting minimalist practices which benefit many aspects,
especially the environment. It is also crucial to take into consideration the psychological
dimensions of de-influencing. To further elaborate, people may feel reluctant to post
negative or unpleasant reviews of items due to personal feelings of emotional discomfort,
cognitive dissonance, and fear of consequences of such actions (Tiwari et al., 2024) Social
and cultural dimensions affect this as well (Tiwari et al., 2024). Individuals are affected by
social norms and expectations, which may lead to the perceived need for higher expectations

when posting something negative online.

De-influencing needs to be still viewed as influencing certain behavior, even though the
motives are different. In a study exploring the impact of social media influencers by Hudders
et al. (2020), they presented the topic of calculative motives. It refers to the consumer
perceptions of influencer’s actions and evaluation of their credibility and authenticity. If
consumers believe that influencers recommend products solely because of paid sponsorships
and monetary gains, it can cause a calculative motive interference which affects negatively
and decreases perceived trust (Hudders et al. 2020). This may support the idea that de-
influencers, who seem to be smaller influencers promoting products and educating

consumers may be more positively perceived among the audience.

This particular research aimed to investigate the new trend of de-influencing in the fashion
industry, while also gain understanding ethical marketing practices in the influencer context.
Ethical marketing is becoming a more relevant topic of discussion in the modern marketing
world. It incorporates various parties and relates to responsibility, transparency, and
reliability (Mutum & Ghazali, 2023). Throughout the years, consumers have encouraged
companies to become more transparent and honest regarding their operations, for example,
production and manufacturing processes. It has been discussed that ethical marketing can
influence co-creation of value, brand connectedness to self, and willingness to pay (Mutum
& Ghazali, 2023; Wagner & Heinzel, 2020). Furthermore, there are many factors that explain
the rising need for transparency, including the change in consumer behavior such as needs
and wants. Thus, highlighting that the concept of ethical marketing is not new, yet
throughout the years, society and the world have changed, requiring research to further
examine this issue in the current context of de-influencing (Shen et al., 2012; Perez &

Collado, 2022).
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1.2.1. Fast-fashion and de-influencing trends

As a trending topic, fast-fashion has become a popular way of consuming products due to
the cheaper costs and vast variety of selection. Especially for younger generations, fast-
fashion may seem appealing due to rapidly changing catalogue, new trends and easy
accessible items (Stringer et al., 2020). However, from another perspective, fast-fashion
business model has some negative charasteristics and consequences such as rapid product
lifecycle, limited product longevity and environmentally harmly production pace and waste

(Stringer et al., 2020).

With the increased popularity of fast-fashion brands and influencer marketing on social
media platforms, consumers are constantly being promoted new fashion products. To
provide more insights, TikTok hashtag “haul” has an astonishing 16.3 million posts under
that tag, while the term “shoppinghaul” has over 2 million posts (TikTok, 2025). It can be
presumed that the consumer’s purchase decisions have an effect on the environment and
overconsumption. In fact, specifically on TikTok, the hashtags “shoppinghauls” and “de-
influencing” are becoming a booming trend in 2025 (TikTok, 2025). Given this, the role of
de-influencing in the context of fashion should be researched more as the decision-making
patterns seem to be changing in the modern era. The required need to research the topic in
different area of studies was also supported by previous studies (Singer et al., 2023; Kili¢ &
Polat,2024).

1.2.2. Research gap and relevance

In order to identify research gap and determine the relevance of this study, academic
literature sources such as books and articles were analyzed. This research proposes
opportunities to provide insights and new information regarding a topic that has not been
widely researched or discussed yet. Currently it is not known how the de-influencing content
regarding the fashion industry is being communicated on TikTok and how the messages are
being perceived amongst the target audience. It is yet to be fully known if the activities are

successful, what implications they present, and what is the relevance of de-influencing in
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modern marketing. The study aims to identify whether the de-influencing content is effective
and how it can be used among marketers to shift consumer behavior. De-influencing has
been described as a unique movement on social media that aims to tackle the issues of
excessive consumption (Kili¢ & Polat, 2024; Elhajjar & Itani, 2025) however not much is
known yet and there is a gap when it comes to scientific knowledge and literature on the
topic. As a result, this research aims to contribute to the research and provide more

knowledge useful for future investigation.

There is little academic field knowledge on the arising trend of de-influencing, its impact on
consumers, academic significance, and managerial insights. As a result, it emphasizes the
importance of this study which aims to contribute to a comprehensive understanding of de-
influencing concept as a tool for combatting overconsumption and transforming consumer
behavior (Elhajjar & Itani, 2025). Even though influencer marketing is not a new
phenomenon, the concept of de-influencing related to this is still not understood in various

settings.

Based on the previous literature and knowledge on the topic to this date, it can be concluded
that this research is interesting and significant for many reasons. First of all, it aims to
provide information on the phenomena of de-influencing which is a relatively new trend in
the social media marketing scheme, hence filling a gap in the existing limited literature on
the topic (Kili¢ & Polat, 2024; Singer et al., 2023; Elhajjar & Itani, 2025). By researching
this topic, it can further elaborate on the type of content consumers perceive interesting and
significant as it is known that in the modern era consumers are being overstimulated by the
amount of content viewed daily. In addition, there has been criticism on overconsumption
and fast-fashion for a while now, yet it seems as the issues are hard to address as it relates to
various factors such as personal motivations, financial situation and external factors (Blése
et al.,, 2024). To conclude, this thesis supports the overall agenda of providing more
knowledge on the relatively unknown topic domain with new insights and implications for
future research (Kili¢ & Polat, 2024). As a result, it can be concluded that the phenomena is
relatively new in the influencer marketing portfolio thus it has a lot of potential to be

researched and contribute to the academic field of study.
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1.2.3. Managerial Implications and Future Research

There are several factors that support the relevance of this thesis. First of all, it provides
insights into the new movement of de-influencing, consumer buying behavior on social
media, while also providing managerial applications. By providing new information on the
phenomena, this research aims to fill a research gap in the previous literature on the de-
influencing movement and its effect on Gen Z consumers on TikTok. There is a need to
research the main purpose of this new direction of social media marketing, focusing on
reducing consumption (Kili¢ & Polat, 2024). This provides justification and support to the
research question in this thesis as well, as it is an unknown area that can provide valuable

knowledge for future contributions.

As for managerial implications, it is crucial to understand the power and effects of de-
influencing and finding ways to contribute to positive change in marketing, instead of solely
focusing on promoting and persuading consumers. As influencer marketing is considered a
powerful tool in today’s world (Singer et al, 2023), it may be used to promote positive
agendas and make consumers more sustainable and mindful actors. All in all, in the
marketing industry, professionals have a responsibility to be transparent and contribute to
the bigger picture and society as a whole, in order to remain relevant in the competitive

industry.

1.3. Research questions

Based on the literature and topic analysis, the following research questions were formulated.
The key focus is to investigate the competences and effects of de-influencing on the chosen
target audience and its implications. The goal of this research was to study consumer
awareness of sustainability and ethical consumption, identify key factors that influence their
responses to de-influencing content, and evaluate the perceived credibility and authenticity
of de-influencing messages. By examining these aspects, the research aimed to analyze the
attributes through which de-influencing impacts consumers attitudes and whether it can

cause a change in behavior. Ultimately, the research questions strives to contribute to
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understanding the potential of de-influencing to promote more sustainable and ethical

consumer trends, particularly among younger audiences.

o Main RQ: How does de-influencing content on TikTok shape Gen Z consumer’s
attitudes and behaviors toward fast-fashion?

The aim of this research question is to examine how de-influencing content impacts
consumer attitudes, perceptions, and beliefs. Specifically, the question was formulated to
understand how this type of online content impact consumers and their behavior towards
consumption. In addition, it aims to understand how consumers view the topic of ethical
consumption and whether this de-influencing content is effective in changing attitudes,
resulting in behavior shift. The role of TikTok has become significant when it comes to
consumer trends, especially for the younger Generation Z (Casalegno, 2021). Given this,
understanding how the content is being perceived by the target audience can foster more
sustainable and ethical consumption in the future. To further elaborate, it would be important
to understand whether de-influencing is being viewed as a passing trend amongst others, or

whether it can have an impact on consumer change.

e SRQI: How aware are Gen Z consumers of sustainability and ethical consumption
in the context of fast-fashion?

The first sub-research question aims to understand the current state of knowledge and
awareness of sustainability and ethical consumption. It is important to know the previous
state of knowledge as it can help to understand how de-influencing efforts can further raise
awareness and educate consumers on the topic. The level of knowledge may vary between
different people depending on their personal interests and lifestyle, thus with this question

the background will be researched to support the following questions.

e SRQ2: What key factors impact Gen Z consumer behavior and attitudes toward fast-
fashion when exposed to de-influencing content on TikTok?
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The second sub-research questions was made to understand how de-influencing works, for
example what elements make it effective or ineffective. For the purpose of this research, it
is important to identify the key factors that influence the consumer’s when they are exposed
to the content on the platform. To support the research aim, the question may help to further
explore the dynamics of TikTok as referred to the de-influencing trend and the mechanisms
of the platform. In addition, this question is more practical level which may lead to

implications for future research.

o SRQ3: How do Gen Z consumers evaluate credibility and authenticity of de-
influencing messages on TikTok?

The last sub-research question aims to focus on the effectiveness of de-influencing content.
It was formulated to understand how consumers perceive the credibility and authenticity of
de-influencing messages. As it is different compared to traditional influencer marketing, it
may provide more thorough insights on this type of content. To further elaborate, it is known
that credibility and authenticity are key factors when it comes to consumer perceptions of
influencers, yet it has not been researched in the context of de-influencing (Singer et al.,
2023). This question also aims to understand if de-influencing messages are more likely to
generate trust within the audience due to its different nature. This question may also help
provide understanding of the different motives related influencer-based marketing and
whether de-influencing content is viewed as more authentic due to its suggested focus on
peer-to-peer influence, decreasing the influence of other actors such as brands. This question
may also provide knowledge on the different effects on de-influencing communication

which has not been studied before.
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1.4. Theoretical framework

In the following section, key concepts related to this research were discussed and explained
briefly. As the focus of this thesis is on influencer marketing and consumer behavior, the
concepts relate to the multidisciplinary environment accordingly. The key concepts
mentioned relate to the phenomena and help to acquire better understanding of the

phenomena, by providing context to further elaborate on the topic.

Consumer behavior and attitudes <:| Ethical marketing

Gen Z buying behaviour

Fast-fashion trend

Figure 1. Theoretical framework

1.5.  Key concepts

Influencer marketing

Influencer marketing refers to a group of individuals who generate a network of followers,
aim to generate trust within audience and may be perceived as trusted source of information
(Alvarez-Monzonclo, 2023). Furthermore, influencers are often characterized as opinion
leaders meaning they affect consumers buying decisions and awareness (Wiedmann et al.,
2012; Venciute et al., 2023). When analyzing the de-influencing arising trend, it is crucial
to understand the effect of de-influencing as a way of influencer marketing that can help to

create new practises and change the views consumers have on fast-fashion by being



20

transparent and promoting authenticity on a corporate level as well (Shen et al., 2012; Wolf

& Nalloor, 2021; Singer et al., 2023)

De-influencing

The term de-influencing refers to the reverse influence aiming to affect consumers purchase
behaviour by guiding them of not buying certain products thus support certain brands and
companies (Wolf & Nalloor, 2021; Singer et al., 2023; Tiwari et al., 2024; Elhajjae & Itani,
2025). The new trend is aimed to stop over consumerism and influencing consumers to make
more sustainable and reasonable purchasing decisions (Singer et al., 2023; Elhajjar & Itani,
2025). As discovered by Elhajjar & Itani (2025), de-influencing movement encourages
consumers to think critically and help to dissect information from false to true, which helps
them make more sustainable and conscious choices when it comes to their purchasing. This
term has been popularly used in cosmetics marketing, yet the use of it to tackle fast-fashion

consumption is becoming more prevalent (Jin et al., 2021).

Fast-fashion

Fast-fashion is a term used to describe a retailing practise used to mass produce inexpensive
clothes. It is often used to describe companies that produce clothes at a swift pace, with short
production times and focus on trends. There are many issues related to this type of business
model as due to the nature of it, it often causes harm to the environment and leads to poor

quality items (Cachon & Swinney, 2011).

Ethical marketing

Ethical marketing can be characterized as investigation of how moral practises and beliefs
are incorporated into marketing organizations, behaviours and choices (Mutum & Ghazali,
2023). The overall goal of ethical marketing aim is to foster company’s ethical values. By
promoting those, it may help to influence consumers purchase decisions positively (Nadeem

etal., 2023).



21

1.6. De-limitations

For this thesis, de-limitations were also acknowledged. By identifying possible de-
limitations, the thesis remained focused and the scope is well-defined. Firstly, the thesis is
focused on a specific new trend, which is de-influencing. Second of all, the platform to be
researched is TikTok, which provides delimitations on the research applications. As every
platform has different functions and practicalities, the results may not be applicable for

example on Instagram.

In addition, due to the chosen platform being TikTok, the research will focus on Generation
Z consumers, due to their active usage of social media (Casalegno, 2021). This can be viewed
as a delimitation as well since other age groups may view the phenomena of de-influencing
differently. Nonetheless, the study aims to provide a good background basis for future
studies on the topic in question. Furthermore, the study is conducted and focused on Finnish
consumers which provides certain geographical limitations as well. One needs to
acknowledge that there are different cultural, language and behaviours that may be

associated with the chosen consumer group, that may not be applicable to other countries.

In addition, the fact that the phenomena is new proposes certain limitations to this study as
well. As the topic has not been widely researched before, there is limitations to the research
and literature available on the topic. This further emphasizes the importance of the study yet
may affect the preliminary knowledge accessible on the specific topic of de-influencing. As
a future research suggestion, there is a recognized need for further studies to see how the
phenomena develops as it is still new in the academic field. There is a need to research the
de-influencing movement in other settings and industries as well as this study will focus on
fashion industry, addressing the sustainability and ethical aspects of consumption. Also, it
was acknowledged that long-term effects should be studied whether de-influencing content
leads to a more permanent change of buying behaviour over a longer timeframe. With this
study, the permanence of behaviour shift insights will be limited to none, due to the research

time and scope.
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1.7. Research methodology

For the purpose of this research, qualitative research method was applied as it was the most
appropriate for the study aims. Qualitative research refers to a research method that aims to
understand the context, interpreting and understanding the perspectives of research targets
(Hirsjarvi & Hurme, 2022). It has been discussed that qualitative research is often of
inductive nature, meaning that moving from individual experiences to general, broader

understanding of a phenomena or topic (Hirsjarvi & Hurme, 2022).

The data collection method chosen was interviews. The main reason for this was to
understand de-influencing effect on consumer behavior. The intended method of interviews
chosen were semi-structured as this allows focusing on key open questions related to the
research, while allowing more freedom for respondents to elaborate more flexibly, sharing
experiences thus providing more insights (Galletta & Cross, 2013). The method was
considered suitable for this research due to the complex nature of emerging trends, consumer
behavior investigation and gaining insights on personal and ethical consumption in an online

setting.

Semi-structured interviews can be further characterized as a technique in research allowing
two-way communication and exploration of new insights through engaging conversations
and following up questions based on the answers produced (Kallio et al., 2016). As a first
step, the interviewees were selected based on pre-defined criteria. The participants must be
of adult age and Gen Z generation (ages 18-27), have an active TikTok account, and
regularly engage with content on the platform. In addition, they should have viewed at least
three de-influencing videos on TikTok to demonstrate familiarity with the trend. This
criterion ensured that participants have been exposed to and engaged with the concept of de-
influencing, providing valuable insights into their perspectives on the topic. By following
these criteria, the research could effectively explore the experiences and views of Gen Z

users regarding de-influencing on TikTok.
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Secondly, the interviews were conducted. There were set of pre-determined questions and
themes to discuss, yet it was encouraged to share knowledge and insights in a spontaneous
way to allow flexibility in terms of the findings. Once data was collected, it was analyzed
qualitatively. The aim of this was to identify occurred themes and categorize information to
drive conclusions as a result. Following steps in qualitative interview process included:
categorizing, thematizing and typifying (Tuomi & Sarajérvi, 2018). After conducting
interviews, they were transcribed into written form, then data was organized, categorized
into themes and lastly classified to gain an understanding of the overall data (Tuomi &
Sarajdarvi, 2018). This approach allowed the researcher to focus on the consumer’s
perspective and how they perceive the de-influencing content. The goal was to understand
how this type of content affect consumers and if/how does educating content affect consumer

purchase behavior.

1.8. Structure of the thesis

The thesis was structured into few parts to ensure logical and systematic order. It included
the theoretical research to provide understanding of the literature and theories that contribute
to the topic. As for the second part, it focused on empirical data research and analysis. The
thesis then moved on to the research part including methodology and execution process.
First chapter of this thesis aimed to provide solid background information on the topic
discussed. It aimed to contribute to overall understanding of the overall topic, previous
knowledge, key concepts and research methods. It also acknowledged the possible
delimitations. With a sufficient background introduction to this topic, the research aimed to
flow into more theoretical parts, strengthening the before mentioned aspects and insights

gathered.

The second chapter focused on previous literature on the topic and explaining concepts
related to the topic. In this chapter, de-influencing was analyzed from various perspectives
by identifying connections to influencer marketing and finding distinctive characteristics
that make the phenomena. The chapter also examined factors impacting de-influencing, such
as authenticity, credibility, and trust, supported by relevant various theories such as

attribution theory, social influence theory, social comparison theory and cognitive



24

dissonance. In addition, the role of TikTok as a platform promoting trends, driving consumer
behavior and educating consumers will be also researched. The aim was to provide
comprehensive understanding of the de-influencing movement and the platform it is being
promoted on. In addition, factors affecting de-influencing were evaluated as well such as
influencer authenticity and credibility. Additionally, the literature review in chapter 2
provided insights on the challenges in the influencer marketing field, with particular
emphasis of finding out whether de-influencing can be used to reduce these issues. The
chapter aimed to provide the context necessary for understanding how de-influencing
content may influence consumer attitudes and behaviors, particularly regarding fast fashion

and sustainability.

The fourth chapter covered the research methodology. The aim was to conduct qualitative
analysis. It discussed the different steps related to the research, such as conducting
interviews, selecting interviewees, formulating interview questions and the process of data
gathering. The following, chapter four was dedicated to findings and analysis of the data
collection. Final chapter of this thesis combined conclusions and summarized the findings
as a result of the research. In this chapter, research questions were also addressed together
with the overall contribution to the field of study. In addition, recommendations for future

research were presented and limitations were acknowledged as a final step of the research.

Moreover, the following chapter 4 contains the research findings and analysis. In this
chapter, the data was categorized by themes and research findings were explained in a logical
order. It showcased the interview answers and insights which were then later analyzed
together with literature support. And as a result, final chapter 6 was dedicated to summarized
findings, conclusions and discussion. In this chapter, research questions were also addressed
together with the overall contribution to the field of study. Lastly, managerial implications

and future research suggestions were suggested.
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2. Literature review

In this chapter, various contents were discussed in more detail. Firstly, the aim was to provide
comprehensive understanding of the de-influencing movement and the platform it is being
promoted on, TikTok. The phenomenon of de-influencing was being evaluated as a
countermovement to traditional influencer marketing (Elhajjar & Itani, 2025) thus
highlighting the differences and core aspects that relate to it as a new way of fostering
mindful purchases. In addition, factors influencing de-influencing were evaluated as well
such as influencer authenticity and credibility. To support this, relative consumer behaviour

theories were discussed to further explain the phenomena and its influence on consumers.

2.1. De-influencing movement

Even though the term de-influencing is being introduced as something new, Bainotti (2023)
argued that it is not actually a new phenomenon. In the research, it was presumed that de-
influencing as a concept is a combination of already existing aspects in influencer marketing,
it is just being represented in a new way to the public. This can be further supported as
influencers and companies have been under scrutiny for certain characteristics and the lack
of transparency and legitimacy is not a new phenomenon (Wagner & Heinzel, 2020; Mutum

& Ghazali, 2023).

De-influencers do not encourage materialism, instead they promote mindful consumption
and minimalism as a way of living. As stated by Elhajjar & Itani (2025) they aim to de-
influence consumers on what they should not spend their money on as well as suggesting
better alternatives and providing explanations to their reasoning. This type of exposure can
help consumers navigate the excessive promotion flow and reduce the purchasing of
unnecessary, overpriced, and overhyped products (Elhajjar & Itani, 2025). De-influencers
have the tendency of doing their background research on products and trends which may
help consumers when making a purchase decision. These types of influencers are also often
criticizing misleading advertising efforts which may increase their trustworthiness among

their audience.
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De-influencers present a new way of influencing consumers to make more environmentally
friendly choices and reduce overconsumption across different channels. (Elhajjar & Itani,
2025). They also encourage and promote critical thinking which can be viewed as a crucial
aspect in today’s overconsumption driven society. Moreover, de-influencers can be used in
many ways, for example they may be perceived as useful in raising awareness, providing
insights on products, reviewing items and providing information on potential product harms
(Elhajjar & Itani, 2025). Especially from an environmental perspective, they can foster
sustainably conscious consumption among their audience as they tend to explore the various
viewpoints of items, such as clothing materials. Consumers often seek for validation and
validation when it comes to their decision-making, thus finding relatable de-influencers may

provide relief and help the decision-making process.

Furthermore, in the fashion industry, consumers are used to being promoted products in
excessive amounts which makes the evaluation of the items challenging in today’s market
environment. The issues related to fast-fashion’s overconsumptions have been widely
discussed (Tiwari et al., 2024; Papasolomoua et al., 2022) yet traditional marketing often
fails to provide concrete examples or help when it comes to reducing it or extending the
longevity of already owned items. When researching the nature of de-influencing, it can be
viewed as a strategy to promote mindful consumption, second-hand purchasing and
recycling clothes which are important factors also considering the environment (Elhajjar &

Itani, 2025).

The issues of lack of authenticity and credibility is often discussed in the context of
greenwashing. This is more heavily company-based concept, defined as actions misleading
consumers when it comes to environmental operations or benefits of a product or service
(Szabo & Webster, 2021). Companies may want to present themselves in a better light and
gain customers with false or misleading efforts that focus on improving their brand image.
As stated by Pabon (2024), the keyways to address greenwashing is increasing authenticity,
engagement and transparency. As a result, de-influencing can be viewed as a cultivation of
the various consumer frustrations and scepticism that developed into phenomena battling
against the modern practises of influencing consumers (Bainotti, 2023). However de-
influencing is still at an early stage of transforming the marketing field and there is a lot to

be researched.
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There has been previous research on how influencers on social media affect consumer
expectations, conformity, credibility, connectedness, and authenticity (Singer et al., 2023).
Especially for the younger consumer age groups, it has been studied that for them,
authenticity and transparency are one of the key determinants whether they support the
message delivered to them on social media (Kili¢ & Polat, 2024; Singer et al., 2023). What
needs to be acknowledged is that while influencers are the responsible parties in producing
content, the individuals who consume the content evaluate the authenticity and credibility of
the message delivered (Singer et al., 2023). Thus, both stakeholders influence the two-way

connection and the results of the content appeal and perceptions.

However, de-influencing can be also used as a strategic method to build trust within one’s
audience before influencing another purchase. On the contrary, it may be also misused as
brands can pay influencers to make negative reviews of a competitor’s products or brands.
Thus in a way, de-influencing is not a straightforward phenomenon, instead quite complex
and depends on the intention of the action whether it is used for good or bad (Wolf & Nalloor,
2021). However, it seems as if the brands’ role in de-influencing is smaller compared to the
traditional influencer marketing. This may also be the reason why it appears more attractive

to the younger generation, who value authentic content and transparency.

2.1.1. TikTok and de-influencing trend

TikTok is a popular platform, especially preferred by younger audience. As the statistics
indicate, most users of TikTok are under 34 (Statista, 2024). This further justifies the reason
of selecting Generation Z as the focus group for this research. As a platform, TikTok
contributes to the appeal by fastly changing trends and content being produced actively and

spread to a broad audience.

Hautea et al. (2021) studied the effects of TikTok as a platform used to raise awareness and
addressing important issues such as environmental ones in the current world. In the study it
was argued that social movements may challenge the traditional model of social media
through collective action (Hautea et al., 2021). As TikTok is used to make short engaging

videos, it is a platform to produce content together with sound effects and related hashtags.
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According to the study, it is mainly used by young adults expressing their opinions, personal
agendas and concerns according to their own knowledge (Hautea et al., 2021). As a result,
TikTok usage is driven by the content creator’s personal motives which may vary from
entertaining to educational purposes. What this may suggest is that in order for de-
influencing to reach the right audience, it needs to reach the correct audience that is using

the platform for education purposes, not for simply scrolling and boredom.

It has been argued that due to the platform of TikTok focusing on passing trends, it further
promotes the behaviour of short-term satisfaction and overconsumption (Bainotti, 2023).
Hence in a way, it can be concluded that de-influencing is more than just discouraging of
buying products, it is in fact more broader phenomena that can have the power of shifting
the consumer buying and thinking behaviour in a more deeper level that it may seem at first.
As Bainotti (2023) studied the phenomena, they identified three main categories connected
to de-influencing content: trends, consumer culture reframing and rebellion. As for the
rebellion content, it is characterized as the unwillingness to accept the overconsumption and
lifestyle promoted by influencers (Bainotti, 2023). This type of content is argued to be the
main way to tackle overconsumption and addressing the issues related to it. Hence this type
of content often includes educational videos that address for example environmental hazards
related to overconsumption. The main focus is on raising awareness and the goal is to make
consumers more mindful in their purchasing behavior (Bainotti, 2023). When it comes to
long-term consumer behaviour change, this type of content style may contribute to change

as it aims to resonate with consumers values and help to adapt a more sustainable lifestyle.

As for the consumer culture reframing deinfluencing content, Bainotti (2023) described it as
trendy and spreading awareness, yet still promoting products (Bainotti, 2023). Hence this
type of content may be discouraging of buying fast-fashion and providing better, more
ethical alternatives. The aim of de-influencing is to spread awareness for example of bad
quality of cheaper products, encouraging to buy more sustainable clothing pieces (Bainotti,
2023; Elhajjar & Itani, 2025). However, it still includes the aspect of promoting something,
which may not be considered the most effective way of encouraging more mindful
consumption. Moreover, in the competitive environment, brands may use this type of content

as a tactic to make consumers choose their products over competitors.
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Lastly, trend category is solely content that is being produced to join the trend, promote the
creator and aiming on becoming viral on the platform (Hautea et al., 2021). This type of
content relates to influencers who are seeking views, engagement and boosting their self-
image on the platform. It is less about educating and genuine interest in tackling issues
related to overconsumption and purchase behavior, yet more a way to entertain the audience
in hopes of more followers and boosting the account. In the context of de-influencing, this
type of content may not be supported long-term considering that trends tend to pass and these

types of videos may not reach the right audience.

2.2. Overconsumption and social media

Consumer consumption habits are progressively influenced by online environment. With the
increased use and consumption of social media, consumers are being exposed to trends and
phenomena’s that may affect consumption negatively. One example of this is the increasing
trend of shopping hauls for example on TikTok. In addition, social media has enabled even
easier access to online shops and links are being embedded to posts, accounts and comment

sections.

To further elaborate, since 1980°s consumers have expressed increased interest and
consumer awareness of the negative phenomena’s of the fashion industry (Shen et al., 2012).
Back then, the focus was on minimizing concepts such as sweatshop labour (Shen et al.,
2012). Thus, highlighting that the concept of ethical fashion is not new, yet throughout the
years the society and world has changed, requiring research to further examine this issue in
the current context. Moreover, ethical fashion was identified as the new megatrend to
fighting fast consumption and low-cost production (Wagner & Heinzel, 2020). Despite the
fact, according to research manufacture and retail of ethical fashion products contribute to
only 1 percent of worldwide fashion business in 2020 which indicates significant dominance
of so-called fast-fashion brands in the current world (Wagner & Heinzel, 2020). Previous
literature has mentioned the concept of education marketing which can reduce the confusion
and promote the ethical production and retailing (Perez et al., 2022). When combined with
the de-influencing arising trend, this may help to create new practises and change the views
consumers have on fast fashion by being transparent and promoting authenticity on a

corporate level as well (Chawla, 2023; Wagner & Heinzel, 2020).
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As online shopping has become easier, the increased consumption does propose negative
effects on environment and sustainability issues. In addition, as a result of the Covid19-
pandemic, the popularity of brick-and-mortar stores decreased and there was a shift in
shopping habits (Agrawal 2023). While many physical stores closed down, online businesses
were booming. Furthermore Frick et al. (2021) explored that social dimension of online
activity also affects individual’s purchase decisions due to peer pressure and social norms.
What needs to be noted is that especially with younger generation, influencers may be
perceived as “friends” which in turn increases the effect of their promotions, reviews and

recommendations on social media when it comes to buying products (Singer et al., 2023).

Shen et al. (2012) found that key factors of consumer behavior are affected by three main
dimensions: social, economic, and psychological. All these different factors are connected
to each other. In order to foster changes in consumer behavior, the individuals need to
develop and understanding and evaluate various tendencies related to those different
dimensions in relation to the topic (Shen et al., 2012). Social aspects affect individuals
behavior in many aspects of consumption. According to a study, social pressure to purchase
behavior is especially significant when it comes to apparel and travel industries. Frick et al.
(2021) discovered that social norms regarding purchasing behavior together with
consumption of social media content affects changes in consumers purchase behavior. Also,
the individuals own motives affect how they perceive significance of content. Furthermore,
worldwide economy and inflation is affecting consumers purchasing habits, leaning more
towards adjusting consumption and buying out of a need (Elhajjar & Itani, 2025). Social
media trends also affect consumers in their shopping habits. The minimalistic trend is being
promoted on social media which further emphasizes that consumers do not need to buy

everything and often less is more.
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2.3. Gen Z consumer behavior

Gen Z’s are a generation of individuals who have high expertise in technological field as
they have grown up in a digital world where social media is prevalent in everyday lives
(Agrawal, 2023). Many consumers rely on social media mainly to seek information and be
educated on various matters. They may use social media to find information, seek
recommendations and reviews, educate themselves and just socialize with their perceived
peers. Specifically, the generation Z can be viewed influential as they are both consuming
social media while also creating content (Agrawal, 2023). Thus, they are both actors and
recipients of the content on social media (Singer et al., 2023). This aspect makes the focus
group worthwhile to study in the current context. Previous generations may be more focused
on consuming content, while not participating in the actual content creation. While other age
groups utilize social media, the reason for focusing on Gen Z is further emphasized due to
their continuously increasing purchasing power. It is expected to increase significantly by
2030, while the trend of having the most purchasing power already became evident in 2021

(Singer et al., 2023).

Distribution of TikTok users worldwide as of July 2024, by age and gender
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Figure 2. Distribution of TikTok users worldwide as of July 2024, by age and gender (Statista
2024).
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To further provide understanding of Gen Z’ consumer behavior, it has been argued that
especially for this generation, mindful consumption and sustainable lifestyle choices are
being valued (Kara & Min, 2024). In addition, as this age group consumes social media the
most, they are becoming more critical of the content they consume and how they perceive
marketing. With the increase demand for authenticity and transparency, this generation may
be more favorable towards peer recommendations and reviews and shift from traditional
influencer marketing (Kara & Min, 2024). However, one study suggested that although
younger generations have higher awareness of sustainability matters, they do not make more
eco-friendly purchases as older generations (Casalegno, 2021). There are many factors
affecting this, most likely financial situation being the prevalent according to this study

findings and previous research (Casalegno, 2021; Elhajjar & Itani, 2025).

2.4. Critical consumption and de-influencing

Although the phenomena conceptualized under the term “de-influencing” is new, these so-
called “Green-influencers” have been promoting similar agenda for years (Konig et al.,
2024). As indicated by Konig et al. (2024) green-influencers are individuals who have a
following on social media who are advocates when it comes to promoting sustainable
practises and lifestyle. These types of figures aim to educate their audience thus focusing on
such content on their social media channels. While these influencers can communicate better
alternatives from their own perspective, they can also promote brands, enhancing their power
of changing consumers perspectives and purchasing habits (Konig et al., 2024). It can be

also viewed as a way of activism which in turn relates to the de-influencing movement.

What became known due to previous studies is that the motives of the posts meaning whether
they are egoistic vs altruistic does affect the influence on green behavior decisions (Konig
et al., 2024). One major topic of discussion and investigation hence has been the motives of
the influencers and the reasons they post which has been previously discussed in this thesis.
Also, the individuals’ personal concerns of the environment tend to affect their perceptions
and adaptation of green consumption practises (Konig et al., 2024). According to Konig et
al. (2024) there are several elements that affect green usage adaptation, the most prevalent

being the content type, the consumers, and influencers characteristics. Furthermore, what
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has been found in previous research is that green-influencers can change consumer purchase

habits by communicating in a sustainable way.

In addition, Konig et al. (2024), discussed concept called demarketing, which relates to de-
influencing as it focuses on de-consumption and buying only what one needs as opposed to
opting for more sustainable choices. As such, anticonsumption and demarketing are also
ways of discouraging excessive consumption. Anticonsumption is a way for brands to
encourage focus on reducing consumption (Sekhon & Armstrong Soule, 2020). Green
demarketing, commonly characterized as companies altering their messaging and products
with the focus on sustainable consumption is also related to this (Sekhon & Armstrong Soule,

2020).

Another significantly major direction of critical consumption is boycotting. Boycotting
refers to an action of refusing to purchase products or supporting a company due to
environmental, ethical or political reasons (Yates, 2011). Boycotting also has similar
ideologies to de-influencing in terms of social action of having an opinion leader/leaders
who take the lead of expressing concerns and influencing individuals to for example reject
certain companies or brands. Many sustainability and anticonsumption operations have
previously focused on corporate level operations, whereas de-influencing takes a stand on
more consumer-to-consumer level of relationship. Nonetheless all of these above mentioned
are ways of spreading awareness and persuading consumers to make better purchasing
decisions that benefit the environment and society (Yates, 2011; Sekhon & Armstrong Soule,
2020; Konig et al., 2024). Gen Z individuals are in a position where they are increasingly
aware of consumption related matters due to high information flow and accessibility various
sources of information. Considering the fact that this age target group can be described as
the digital generation, sharing information on social media can lead to higher awareness and

better purchases (Casalegno, 2021).

As such, de-influencing as a phenomenon is acting as a supporting practise to the previously
research concepts, with a few distinctive features and focus areas. The main distinction
between de-influencing and other anticonsumption concepts is that de-influencing seems to
be more individual-based, whereas de-marketing and boycotting seem more company-
related operations (Szabo & Webster, 2020; Sekhon & Armstrong Soule, 2020). De-
influencing focuses on reducing overconsumption by providing information and educating

consumers, whereas the other concepts relate to company specific operations. Boycotting on
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the other hand is a more of a protest leading to not purchasing at all and avoiding a specific

brand or company due to their policies (Tuan et al., 2023).

On a broader level, corporate level anticonsumption efforts may be more effective when it
comes to changing the perceptions of a bigger group of consumers (Szabo & Webster, 2020),
however due to the powerful nature of social media and influencers, more peer-to-peer based
activities can be also useful due to higher perceived level of trust and authenticity.
Furthermore, what became known according to the research is that the concept of
authenticity was considered more important to green consumers compared to non-green
audience (Wolf & Nalloor, 2021; Singer et al., 2023). To conclude, marketing can be viewed
as a key factor in terms of consumers purchasing goods and services. It is a way to promote
goods, however it can be also used to foster more sustainable purchasing practices as

supported by Sekhon & Armstrong Soule (2020).
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3. Theoretical framework

3.1. Social influence theory

Social influence theory has been widely used in marketing studies to explore the effects of
social influence on individuals. According to Deutsch and Gerard (1955), social influence
can be either normative or informational. Normative social influence refers to a situation
where an individual aligns their behavior with the anticipated approval or favorable
responses of others (Deutsch & Gerard, 1955). The other way is informational social
influence, which is described a type of influence where someone treats information from

another person as proof of what is true or real (Deutsch & Gerard, 1955).

Normative social influence explains why people change their attitudes or behaviours because
they seek approval and acceptance by others (Deutsch & Gerard, 1955). It often derives
from a mental state of wanting to belong and avoiding rejection. In normative social
influence scenario, peer pressure is often experienced as a key factor when it comes to the
act of conforming (Lee et al., 2011). Informational social influence refers to a situation where
external information affects individuals own judgments and behaviour. According to Lee et
al. (2011), informational social influence is significant especially when individuals lack
relevant information, time or interest in a subject. Moreover, the source of information can
be anyone. Before social media, consumers relied for example on their friends and family’s
recommendations yet nowadays many seek guidance from social media influencers (Lee et
al., 2011). In this scenario, individuals tend to accept information from a source without

significant feelings of doubt.

Social influence theory is relevant in this context because other individuals opinions can
influence a person’s decision to buy a product, which indicates that individuals are prone to
seek guidance and validation when it comes to their shopping intentions. As stated by Lee
etal. (2011), it was discovered that social dimension of purchasing is increasingly important
when reviewing consumer behaviour. It was further emphasized that favorable informational

social influence has an impact on whether consumers purchase items online.
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Overall in the context of social media, consumers act based of their acquired social influence.
Consumers tend to seek for guidance and help when it comes to decisions, which is one of
the key reasons social media influences can have a significant impact. Nowadays consumers
are often overwhelmed with the information available online, hence they aim to eliminate
doubt and gain certainty in various ways. Informational social influence plays a crucial role

in shaping people's choices and actions on digital platforms (Lee et al., 2011).

3.2. Attribution theory

When it comes to perceiving messages and motives related to influencing, attribution theory
can be used. Attribution theory is related to the perception of the source’s motives (Kim et
al., 2024). In this context, influencers can be viewed as a source of whose motivations can
be evaluated using this theory. As researched by Kim et al. (2024) attribution theory includes
both internal and external motives that are evaluated. To elaborate further, if consumers
perceive the influencers motives as intrinsic, they are more likely to have a positive response
to their messaging. Whereas if the source is being viewed to act on extrinsic basis, the
responses are more negative (Kim et al., 2024). On social media, many influencers state that
they are being sponsored to do a post, which can decrease the level of trust due to the opposed
external motives behind the post, whether it is a recommendation of a product or a company

(Kim et al., 2024).

3.3. Social comparison theory

As people are social by their nature, individuals may often come across the subject of social
comparison. Whether its clothing, lifestyle or grades, it is natural to compare oneself to
peers, people around and in that way, adjust to societal norms as well. The way individuals
form their identity and concept of oneself is by comparing to things around us. In marketing
environment, social comparison theory can be applied. There are several sources that explain
why certain sources of influence are regarded as more significant than others (Wiedmann et
al., 2012). In influencer marketing, influencers can be viewed as opinion leaders and

consumers may look up to them and view what they say as significant and important (Liu et
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al., 2024). By consuming de-influencing content, consumers may listen to the
recommendations and information they are being provided. Furthermore, according to
previous research, being subjected to influencer content may lead to feelings of inferiority
and jealousy due to the fact that social media often showcases superficial image of one’s
lifestyle (Liu et al., 2024). As a result, consumers may compare themselves to influencers in

terms of looks, products or way of living.

3.4. Cognitive dissonance theory

Cognitive dissonance theory was developed by Festinger (1962). It refers to a situation
where individuals experience opposite, conflicting emotions such as attitudes, beliefs
regarding an issue which causes discomfort. Moreover, Hinojosa et al. (2017) suggested
that cognitive dissonance is viewed as an activity where people aim for reassurance and
justification for their thinking. The main cause of cognitive dissonance is discrepancy in
one’s behaviour, for example when individuals’ attitudes of a subject does not align with

their behaviour (Celik & Ekici, 2025).

There can be many reasons leading to such dissonance state, such as external or internal
motives. Individuals are often influenced by their environment, surrounding perceptions and
peers they engage with (Hinojosa et al., 2017). The discomfort is related to dissonance which
can be only resolved if the person changes their cognitions. Thus, for example, acting
according to one’s beliefs does not correlate to internal conflict as the thoughts and actions
match. According to previous literature, individuals are naturally motivated to regulate their
perspectives to create a balance using different strategies (Hinojosa et al., 2017). In order to
relieve this cognitive dissonance, individuals aim for developing reasoning and as a result,

changing their behaviour which is viewed as an adjusting process (Hinojosa et al., 2017).



38

4. Research design and Methodology

This chapter discussed the research methodology used in this research. The aim was to
conduct qualitative analysis. This chapter will explain different steps related to the research,
such as conducting interviews, selecting interviewees, formulating interview questions and
the process of data gathering and analysis. By carefully designing the research, study was

conducted to ensure consistency and cohesiveness.

4.1. Design of the research

The method applied in this thesis was qualitative research to explore consumers perceptions
and attitudes related to de-influencing phenomena. By choosing this approach, a
comprehensive understanding of the relatively new phenomena can be researched, allowing
a broad understanding of participants experiences, perceptions and interpretations of the
concept discussed (Tuomi & Sarajdrvi, 2018). With this method, a more extensive
understanding of how de-influencing affects consumers was investigated, while also
identifying the consumer behavior of Gen Z when it comes to fashion. The aim was to
understand how de-influencing trend on TikTok affects consumer behavior and whether it
promotes consumption. In addition, the effects of exposure to this type of content has not
been discussed previously as de-influencing is a new phenomena, further supporting the
importance of this research and its findings. In addition, since the focus of this research was
on the consumers perspective, it allowed to gain understanding of motives and perceptions
on a deeper level, focusing on consumers personal subjective understanding of the topic, one
can further explore the effects of such influencer marketing on consumers on an individual

level.
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4.2. Data collection

4.2.1. Semi-structured interviews

The research focused on qualitative data gathering which was done by semi-structured
interviews. These types of interviews allow flexibility as they are not strict in nature and
allow open discussion and observations arising from the interviews (Kallio et al., 2016).
Semi-structured interviews can be further characterized as a technique in research allowing
two-way communication and exploration of new insights through engaging conversations
and following up questions based on the answers produced (Kallio et al., 2016). Furthermore,
the interview questions were made to be open-ended in order to promote sharing individual
experiences and thoughts, yet they were structured to keep he focus on the topic. (Tuomi &

Sarajirvi, 2018.)

4.2.2. Selection of interviewees and Interview process

As a first step, the interviewees were selected based on pre-defined criteria. Since de-
influencing was relatively new phenomena, it was important for this research to interview
individuals who had some background idea of the topic discussed. In addition, participants
chosen were adult age, Gen Z generation (ages 18-27), have an active TikTok account, and
regularly engage with content on the platform. In addition, they should have viewed at least
three de-influencing videos on TikTok to demonstrate familiarity with the trend. This was
ensured before the interviews. These criterions ensured that participants have been exposed
to and engaged with the concept of de-influencing, providing valuable insights into their
perspectives on the topic. By following these criteria, the research could effectively explore

and analyse the experiences and views of Gen Z users regarding de-influencing on TikTok.
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EDUCATIONAL
INTERVIEWEE GENDER COUNTRY BACKGROUND PROFESSION

1 26 FEMALE FINLAND %?S;Ei? STU_IIE)'I'E\ANETJ';;RT_
2 25 FEMALE FINLAND n;#j;léil? STUDENT

3 27 FEMALE FINLAND n‘;?j;iiﬂ? STU_I[:-)IEAITETJ';;LL
ER || oot | [T
5 25 FEMALE FINLAND Bgil;ELEONI?rS STUEEANETJ';;RT-
6 22 FEMALE FINLAND Q:.SI.(“I':IE?‘TI?)II_\I FULL-TIME JOB
7 25 FEMALE FINLAND BACHELOR’S STUEEANETJ’;;RT-
8 25 FEMALE FINLAND Q\Gi(l:.;’-\FTIC?Q[\TIT(I)_N FULL-TIME JOB

Figure 3. Interviewees of the research

As illustrated in the above table, the interviewees of the research consisted of individuals of
different age and background. The key demographics considered were age, gender, country,
educational background and profession. All of the selected interviewees had an active
TikTok account and used the app on a daily basis. This was crucial in terms of the thesis as
the aim was to interview individuals who are familiar with the de-influencing trend and had
previous knowledge of the trend. The research included individuals who are employed, both
full-time and part-time in different positions and professions. Due to the research focus on
Gen Z target group, most of the interviewees were students. Given this, the mixture of
interviewee background provided interesting insights to consumer behavior and promoted
the investigation of how different aged TikTok users perceive the phenomena of de-

influence and influencer marketing in the current context.

The data collection was conducted during the time period of February 2025 and March 2025.
In order to gain the knowledge, semi-structured interviews were held both physically and
online. Before the interviews, participants were informed about the study aims and
objectives, nature of the questions, anonymity and confidentiality of the answers. By doing

this, the participants were well informed about the topic as well as created a safe
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environment. In addition, the interviews were conducted in Finnish, the mother tongue of
the interviewees in order to gain more in-depth answers and allowing comfortable

expression.

4.3. Data analysis

In this thesis, data was acquired by conducting semi-structured interviews. After collecting
the data, it was analyzed using thematic analysis. This method was considered suitable as it
allows the exploration of the phenomena using identified themes which allows further

analysis of the topic (Tuomi & Sarajérvi, 2018).

The reason for choosing thematic data analysis was because it is a method which allowed to
explore various aspects such as motives, beliefs and experiences that explains certain
behaviors (Castleberry & Nolen, 2018). It assisted in discovering perceptions related to the
phenomena by investigating personal experiences of the target group and understanding their
views and opinions in the context. This approach allowed a more thorough understanding as
it is flexible and provides a setting where deeper insights can be gathered. (Castleberry &
Nolen, 2018)

After conducting the interviews, the data was transcribed and translated into English to
ensure consistency and coherence for this study. This was made to ensure a thorough analysis
and finding themes and patterns from the data (Tuomi & Sarajérvi, 2018). In addition, as the
interviews were anonymous, any data that could be used to identify the participants were
deleted from the transcripts in the process. The next step was to organize and compile the
data. This is crucial to ensure consistency and cohesiveness of the structure. As a result, data
was then coded to identify similarities and differences from the data. The logic used was
inductive, meaning that themes were derived from the data (Castleberry & Nolen, 2018).
This stage involved identifying themes, features and codes. After identifying the different
codes, the data was thematized. By figuring out themes, it allowed to capture the different

meanings and result of the interview data.



Themes Sub-themes

Frequency of fashion purchases

. . and purchase behavior
TikTok fashion exposure

Platform influence

Purchase habits
Fashion consumption behavior
Shopping habits

Fast-fashion concerns

Ethical awareness
Ethical vs practical choices

Credibility and authenticity

Influencer charasteristics
Influencer type

Anti-consumption messaging

De-influencing perceptions
Authenticity

Figure 4. Initial themes for data analysis
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Coding of themes

Frequent exposure (every 4-10% video)
Styling and product intro videos
Content driven by algorithm

Shift toward quality over quantity
Shop less but invest in durable clothing

Budget influences purchases

Waste and sustainability issues

Awareness of ethical issues but constrained by budget
Fast fashion accessible and convenient

Honesty and transparency valued

Preference for smaller, authentic influencers

Viewed as a response to overconsumption

Resonates when not promoting alternative products

The next step of this research was to familiarize with and code the derived data. This was

made to identify patterns and themes. As illustrated the following themes were demonstrated

and they were carefully checked to ensure the validity against the data collected (Tuomi &

Sarajirvi, 2018). The method for this content analysis was inductive as it aligned well with

the research questions of this thesis. The findings were categorized based on themes that

emerged from participant responses. The following data analysis was made to identify core

themes and coding of them accordingly. Key themes identified were related to the TikTok

platform, ethical awareness, purchase behavior, influencer characteristics and perceptions

on de-influencing phenomena.
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4.4. Reliability and validity

When evaluating the reliability and validity of a research, certain elements are being
acknowledged. In order to present a reliable and valid study, it starts with research design,
moving to execution, analysis and results. During this research, the study was carefully
planned and executed to comply with academic standards to ensure the validity and
credibility of the gathered data. Validity is in qualitative research is often referred to as the
correctness and consistency of the research and the whole process (Rose & Johnson, 2020).

The approach includes checking the validity of the findings against the data collected.

Reliability then relates to finding the right methods for the research, use of methodological
practices and stability of the process (Rose & Johnson, 2020). It includes being consistent
with the methods and approaches chosen. The study was made in such way that ensured
consistency of the process and transferability, dependability and confirmability of the data.
The findings of this study should be comparable to another studies, in case they were made

under the same context and conditions.

In order to comply with academic research standards, the collection and analysis of the data
was executed in a organized way. All of the interviews were conducted following a semi-
structured approach to ensure consistency of the interviews. This also provided flexibility
and increased the likelihood of new interesting insights and ideas arising from the
discussions. In addition, the interviews were recorded and later transcribed into a similar
format to ensure the thorough comparison and analysis. The research also includes direct

quotes derived from the data to further strengthen and illustrate the findings derived.

As for the validity, all of the interviewees were carefully selected based on pre-defined
criteria’s to ensure the quality and relevance of the answers. The study targeted Gen Z
individuals who are active TikTok users and who are familiar with the de-influencing trend.
Furthermore, the interviewees were all informed of the purpose of the study, handling the
data and confidentiality of the responses. In addition as this is a qualitative study, data was
analyzed using qualitative content analysis with the support of thematic approach. This

promoted the study aims by providing a solid background to identify themes from.
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5. Findings

In this chapter, findings of the study were analyzed and discussed. To support the analysis,
the findings are presented in a logical order by first examining the themes supported by
predefined research questions. First, interviewees personal activity on TikTok is discussed.
The following part discusses respondents purchasing behavior, specifically when it comes
to clothing. This part also includes insights on sustainable consumption practices and
insights on fast-fashion. Finally, key findings on de-influencing were discussed and

elaborated with further explanations.

The analysis also includes quotes from the interviews which were translated from Finnish to
English to provide more solid explanations to each area of focus. The interview was made
anonymously, which means that interviewees are being referred to as numbers. This was
made to ensure they cannot be identified and protecting the integrity of their answers and

participation.
Main findings Explanations

Consumers perceive educative content useful and
consider their purchases more when they are provided
necessary tools and information

De-influencing promotes critical
thinking in shopping behaviors

The knowledge of ethical consumerism is high,
however financial situation is a key barrier to fully
adopting sustainable consumption practises

Sustainability awareness is rising,
but affordability remains a barrier

Logical and reasonable explanations together with

. . . educative content is perceived positively. Smaller
Trust in de-influencing depends P P Y

.. influencers support the perception of authenticity and
on authenticity and transparency PP pereep Y

legitimacy when it comes to product
recommendations.

Figure 5. Main findings and explanations
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5.1. TikTok activity & exposure to fashion videos

TikTok was one of the most used social media apps among all interviewees. This supports
the previous literature of Gen Z’s active use of the social media platform. The participants
of this study reported varying levels of exposure to fashion-related content on TikTok,
influenced largely by their individual algorithms and past interactions. Most used TikTok
daily, with fashion videos being a frequent but not dominant part of their feed. Most of the
respondents stated that every 4™-10" video on average is something related to fashion.
Interviewee 4 and 5 both recognized that their TikTok algorithm is heavily influenced by

fashion content;

“If [ think about my For You page, probably at least one in four videos is related to

fashion, or at least beauty." (Interviewee 4)

"[ see fashion-related content several times a day. I have always been interested in fashion,
so my TikTok For You page continuously pushes out new fashion-related videos. The latest
trends and clothing tips are constantly on display. While scrolling, I often come across

inspiration for new clothes or accessories." (Interviewee 5).

Most commonly, they were shown styling videos with fewer haul videos. Interestingly, while
traditional haul videos were once dominant in fashion-related content, many participants
reported seeing more diversified forms today such as “outfit idea” clips, product reviews, or

store showcases. To provide an example, Interviewee 2 discussed the following:

“Usually, they are outfit ideas. Sometimes there are hauls as well, but they are less

frequent. More often, it is about styling a particular piece of clothing.” (Interviewee 2).

Furthermore, Interviewee 5 described a preference for videos that focus on styling tips or
variations of a single clothing item, rather than content featuring excessive product
promotion. This shift may suggest a slow but notable decline in the appeal of excessive
consumption in favor of educational fashion content. This direction is favorable towards de-

influencing content as it may increase its favorable perception to the users of TikTok.
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Furthermore, personal interests also affect the content suggested for individuals due to app
algorithm. The respondents found fashion videos on TikTok engaging, informative and
inspirational and reported that they follow different lifestyle and fashion influencers and
content creators on TikTok. The interviewees mentioned being more interested in outfit ideas
than in hauls, reflecting a general shift toward more intentional consumption. There appears
to be a growing trend where the more subtle and practical type of fashion content, such as
styling inspiration, new arrivals, or second-hand finds are gaining more attention, while
traditional haul videos are seen as less appealing or even overwhelming. This is an
interesting finding as for example styling videos can promote the usage of already owned
clothes and providing tips how to utilize them in different ways. This in turn, decreases the

need to purchase new items of clothing.

5.2. Changing shopping habits & prioritization of quality

A central theme across all interviews was the development of participants' shopping
behavior, from frequent, impulsive purchases to more intentional consumption habits.
Across interviews, participants described a notable shift in their shopping behavior over the
past few years. Participants discussed how their shopping habits have evolved stating that
they used to shop more often when they were younger, however nowadays buying out of
need and necessity, rarely of an impulse or urge. For example, Interviewee 2 described the

evolution of their shopping habits as following:

"Years ago I used to buy clothes quite frequently. Nowadays, I feel like all this fast-fashion
has started to stress me out a bit. I don’t buy new clothes very often. If I do, they are
usually second-hand, from places like Vinted and I tend to buy one expensive and durable

piece that lasts longer rather than many single-use items. (Interviewee 2).

There seems to be an indication that shopping habits evolve towards more mindful shopping
as consumers gain more awareness and knowledge, which is a good indicator for increased
need for movements such as de-influencing that promote sustainable consumption. When it
comes to frequency of shopping clothes, most respondents of the study claimed that they do
not shop clothes that often. While many admitted to previously engaging in frequent or

impulsive fashion purchases, especially during their late teens, most now approach shopping
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more deliberately. According to the interviewees, more mindful consumption and controlled
behaviour has developed throughout the years, mostly due to increased awareness. To further

explain, Interviewee 1 stated that they purchase out of a need, not an urge nowadays:

“The frequency varies quite a bit. Sometimes, I go several months without buying anything
at all. It also depends on whether I have an urgent need for something. (Interviewee 1). In
addition, interviewee 6 supported this evolution stating that: “When I was younger, 1
bought new clothes all the time, but now that I'm older, I don’t shop as much."”

(Interviewee 6).

"There was a time when I wanted everything I wanted. I used to buy things even when [
wasn’t sure if I liked them, but then I would not end up wearing them. My shopping is

much more controlled now." (Interviewee 4).

A major driver of this change was the growing awareness of sustainability, economic
constraints, and changing personal values. Although clothes are a necessity, it was surprising
to notice that many prefer to buy second-hand clothes, instead of buying items new.

Interviewee 5 described that their habits have changed during the recent years:

"My shopping habits have changed in recent years. Nowadays, I buy most of my clothes
second-hand, especially from Vinted, and I make purchasing decisions much more
carefully. The habit of constantly buying new clothes has faded, and I now pay more
attention to quality and longevity. This change has come with a student budget, but also

because I now want to make more sustainable choices regarding clothing." (Interviewee 5)

Furthermore, Interviewee 2 stated that fast fashion causes them distress and that they have
significantly reduced consumption, often opting for second-hand purchases through Vinted.
In the discussions, selectiveness was also highlighted, meaning considering more before
making a purchase decision. Selectiveness can be the consequence of both internal and
external matters, such as values or access. This is most likely due to the extensive number
of options available for consumers nowadays which makes the purchasing decision more
challenging. This also emphasizes the rising need for information, research, and reviews to
support the decision-making in the current landscape. Interviewee 5 shared a similar idea,
explaining that during their time working in a clothing store, they bought clothes weekly,
but has since moved toward buying mostly second-hand and making more thoughtful

purchases. This also indicates that environment has an effect on the individual purchasing
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habits. To provide an example, interviewees who live in bigger cities have more available
options whereas interviewees based in smaller cities have limited options which may affect

where they purchase their clothes from.

A preference for quality and longevity also emerged. Most notably, second-hand platforms
like Vinted played a pivotal role in reshaping consumption patterns. Nearly all participants
mentioned using Vinted regularly, not only to save money but to consciously avoid
contributing to fast fashion industry. This shows how peer-to-peer platforms can promote
access to sustainable consumption and create a sense of sustainable consumption,
particularly among students or lower-income consumers. Also, as Vinted is a mobile app,
the use of it can contribute as a fun way to do online shopping. Overall, the interviews
suggest a broader movement toward “quality over quantity” in fashion consumption.
Second-hand apps like Vinted play a key role in enabling this transition, providing affordable

access to higher-quality and more sustainable clothing.

5.3. Increased critical consumption awareness

The interviewees of this research were very aware of the negative effects of
overconsumption and harm to the environment. A marked increase in critical consumption
awareness emerged from the interviews. Participants demonstrated an understanding of the
ethical, environmental, and economic negative effects of fast fashion, often expressing
concern, or at least ambivalence mostly toward their past habits. Thus, it can be stated that
overall critical thinking and consumption awareness is relatively high among the target
group. The participants of this research demonstrated knowledge of fast fashion’s ethical
and environmental downsides and shared a desire to make more informed choices. This
awareness was often attributed to aging, values, and the influence of social media. To

showcase the awareness of the topic, Interviewee 5 described their viewpoint as following:

"[ consider sustainable development and ethical consumption extremely important,
especially in the fashion industry. I admit that I use fast fashion to some extent. It is
unfortunately difficult to avoid, as almost every affordable clothing store, such as H&M,
Zara, Bik Bok, and Gina Tricot, sells fast fashion.” (Interviewee 5).

One thing pointed out of the interviews was the role of education when it comes to making

better choices. The main sources of information for the target group were educational



49

institutions and social media. Individuals seek information from different platforms and
sources, yet it was important to discover that for many rely on their environment, peers and
online sources nowadays. Social media, particularly TikTok, plays a complex role in this
transformation. While it can perpetuate overconsumption through endless product
recommendations, it also serves as an educational space. Interviewee 4 described the

situation as following:

"I don’t like the idea of fast fashion, but it’s so hard to avoid. On TikTok, people have done
a great job exposing issues with brands like Shein and H&M. It’s good that we 're getting

that awareness.” (Interviewee 4)

To elaborate on the results more, interviewee 7 praised TikTok for raising awareness about
materials and durability, suggesting that content creators are stepping into the role of
informal educators and consumer advocates. Participants highlighted how TikTok itself
contributes to raising awareness. Videos that expose unethical practices, explain material
composition, or show the environmental impact of hauls were frequently mentioned. One
interviewee stated that they appreciate content that educates viewers on product quality and
sustainability, seeing it as a valuable tool to inform choices. This further strengthens the role
of social media as a medium for increased awareness and adaptation of behavior towards
more sustainable practices. Interviewee 2 further supported the positive role of TikTok when

it comes to purchasing choices:

"[ think promoting sustainability and ethical consumption is very important. But [
sometimes wonder if I'm doing enough myself. Also, I've noticed that TikTok has made me

more aware of people’s consumption habits.” (Interviewee 2).

With extensive amount of information available, critical evaluation and justification is
becomes crucial. According to the results of this research, Gen Z’s showcase high interest
of becoming more critical of the content they consumer and focus on filtering the necessary
and useful information for them personally. Despite these positive shifts, several
interviewees acknowledged their own limitations. Participants described a slight conflict in
their behavior: between their ethical knowledge and practical, aesthetic, or economic
pressures. Interviewee 3, for instance, admitted that they prioritize aesthetics and trendiness
over sustainability, even though being aware of the issues. This illustrates the complex, and

at times conflicting, nature of consumer behavior in a fast-paced digital environment. This
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multidimensional role of TikTok, as both promoter and moderator of consumption, may be
one of the most striking findings. It challenges simplistic idea that presents social media
solely as a driver of excess consumption and instead highlights its potential to cultivate

critical digital literacy.

What became evident is that interviewees seemed to be more critical of ultra fast-fashion
which many participants criticized directly. As a result, there is clearly a different approach
to fast-fashion and the extent of the fast-fashion practices. To further elaborate, many
admitted to shopping from H&M and Zara, however abstaining buying from Shein or Temu.
It is interesting how individuals may perceive fast-fashion on different levels, based on the
intensity of it. What needs to be noted is that the selection and access to stores is often
considered a key factor when purchasing clothes, meaning people make decisions of buying
based on what they can access. In Finland, fast-fashion is easily accessible and stores are
widely recognized. As a result of this data, it can be concluded that for this research group,
ultra fast-fashion was more criticized and approached with more negative perceptions

compared to fast-fashion in general.

5.4. Economic constraints & accessibility of fast fashion

In this study, economic constraints were a recurring justification for continued purchasing
of fast fashion, even among participants who expressed a desire to shop more ethically. Most
were students with limited income, and while they criticized brands like Shein for unethical
practices, they often admitted to occasionally shopping at H&M or Zara due to affordability.
In the interviews it was emphasized that although there are some sustainable options in the
market, fast fashion continues to be viewed as more accessible option despite its known

ethical and sustainability problems.

Several participants expressed frustration with the lack of affordable, sustainable options in
Finland. The interviews suggest that ethical consumption often feels inaccessible, one that
requires not just awareness, but access. These findings clearly demonstrate a key tension:
while ethical awareness is growing, financial limitations often override moral concerns.

Interviewee 1 explained this dilemma clearly:
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“If a Nanso shirt costs 80 euros, then you really think about whether you need it. But if a

shirt at H&M costs 20 euros, you don’t have to think too much.” (Interviewee 1).

This reflects the current landscape of shopping where consumers appreciate the easiness of
buying something. Others supported this mindset, stating that while they aim to shop
sustainably, affordability often leads them to brands like H&M, Zara, or Gina Tricot.
Interviewee 4 even acknowledged browsing H&M’s collection despite their dislike of fast

fashion, due to limited alternatives within their price range.

Several interviewees pointed out that while they would prefer to buy ethically made clothing,
the cost is often a limiting factor. As Interviewee 2 described it, the price usually determines
the choice. However second-hand shopping again emerged as a partial solution. Interviewees
supported the idea of second-hand shopping which is one of the key findings. They
emphasized the role of second-hand shopping as a solution to this issue, allowing them to
access quality products at a lower cost. For example, interviewees 5 and 7 explained that
Vinted allows them to make “better” choices within their budgets. This not only validates
second-hand consumption as a sustainable practice, but also positions it as an economically
accessible one. Moreover, buying preloved clothes is a sustainable alternative when it comes
to shopping, on one hand supporting recycling while saving money as the clothes are more
affordable. Another aspect that was discussed is product longevity and durability, which

does affect the purchasing decisions for some interviewees:

“As a student, money is the biggest factor. Still, I've started paying more attention to
materials and quality. If something falls apart after one wash, it’s a waste of money. It’s

better to invest in durable clothes that last longer." (Interviewee 1).

As a result of the data, it can be stated that nowadays, fast-fashion still remains accessible.
Consumers tend to value accessibility, easiness and effortless when it comes to their
purchasing experiences, which explains the appeal of major fast-fashion companies. In
addition to accessibility, fast-fashion is also viewed as more affordable. Many individuals
who belong to Gen Z generation are often students, as also most of the interviewees of this
study, so it needs to be acknowledged that economical situation is also affecting the
purchasing decisions. To provide more insights, Interviewee 4 described their situation as

following:
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“If you don’t come from a wealthy background, it is really hard to ignore brands like

H&M as they 're often the most affordable option. I do browse their selection sometimes.’

(Interviewee 4).

Moreover, clothes are a necessity, which makes the price point important for the consumers.
If a similar study was conducted focusing on different age group, it may showcase better
financial opportunities to choose sustainable alternatives. Interviewee 7 described that being
a student does provide certain limitations to their purchasing options. In general, participants
expressed a desire to consume more responsibly, but economic constraints often forced them
to balance ideals with practicality. Ultra-fast fashion brands like Shein and Temu were more
universally condemned, while traditional fast fashion was treated with relatively more

acceptance due to its affordability.

5.5. Perceptions of de-influencing trend

The de-influencing trend, characterized by creators advising followers not to buy certain
products was discussed with positive words and support. Participants saw it as a much-
needed countermovement to the overconsumption culture traditionally promoted by social
media. Many described it as refreshing, educational, and even empowering. All participants
were familiar with the trend and viewed it as a necessary and refreshing counterbalance to
the overconsumption culture often promoted by traditional influencers. Most answers

suggested that they find de-influencing content useful and informative.

Before social media, word-of-mouth was an important way of discussing items, yet social
media makes it easier to find information in a more controlled way. To be more precise,
Interviewee 2 and 4 both said they actively seek out de-influencing videos, particularly when
trying to make informed decisions. Interviewee 2 stated that they look for de-influencing
videos actively. They suggested that it is a nice counterbalance to the constant ‘buy, buy,
buy’ messaging. They viewed the videos as a helpful way of gaining knowledge and
information which is often seeked before making purchase decisions. Interviewee 5 noted
that de-influencing encourages consumers to think more carefully about the necessity of their

purchases and helps resist following every new trend. Interviewee 7 emphasized the
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educational value of such content, especially since they use TikTok to gain knowledge and

awareness about the world:

“I think de-influencing is a good trend. Especially since I use TikTok for gaining
knowledge and being aware of what is happening around the world, I think those types of

educational videos are important.” (Interviewee 7).

Overall de-influencing videos were described as more honest, reflective, and critical than
typical influencer content. Interviewee 4 shared that they enjoy videos that not only critique
items but also offer thrifted alternatives a practice that directly supports their own second-
hand shopping habits. They found that having those apps like Vinted help to become aware
of different options available. According to interviewee 2, they actively search for de-
influencing videos, appreciating the way they challenge the traditional consumption-driven
marketing efforts. Moreover, according to the answers, the effectiveness of de-influencing
messaging is providing explanations as to why something is not useful or needed to purchase.
To elaborate more, simply saying “do not buy this” was considered less effective compared
to videos that explain the material breakdown and why an item is not long-lasting. One

interviewee pointed out that:

“Some people are very easily influenced, so if a well-argued video explains why not to buy
something, it can be effective. It depends on people’s attitudes, some do not care, while

others are more open to changing their habits."” (Interviewee 1).

In addition, Interviewee 5 found de-influencing encouraging and promoting their critical
thinking when it comes to shopping, stating the following: “For me, de-influencing
highlights that you don’t always have to follow every trend or buy everything that influencers
or advertisements promote. It can be a big step toward more mindful and sustainable
consumption.” (Interviewee 5). This showcases certain aspects about Gen Z criticism
towards social media influencer marketing, not believing everything promoted online.
However, when provided proof, the messaging is being viewed as more trustworthy and
effective. To further strengthen this logic, interviewee 3 pointed out that they do not have
time or energy to look into all of these things hence de-influencers are a valuable asset in
terms of raising awareness elaborating that it is useful when de-influencers who are

passionate about these issues do the research and share their knowledge with the audience.
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They also stated that due to lack of time, they do not have the effort personally research

which increases the importance of such de-influencers.

When asked about the credibility of de-influencing messages, many stated that they consider
content more authentic when the posts are not sponsored. Additionally, videos that do not
suggest a replacement product were considered more reliable compared to those that criticize
one item while promoting another. It was pointed out that when de-influencers promote one
product yet criticize another, it seems as they have ulterior motives. Whereas honest
explanation of product details is seen as objective and trustworthy. The center of attention
in de-influencing videos is often the product, not the influencer, which arguably makes the
creator’s personal brand image less important. In addition, many participants could not name
a specific de-influencer, yet they remembered the content of the video such as what was the
product discussed. To conclude the findings of this theme, de-influencers brand image was

not considered as important, due to their position in the background.

5.6. Preferences and expectations for influencers

When discussing influencers, participants repeatedly emphasized three values: authenticity,
transparency, and relatability. The ideal influencer, according to most interviewees, is
someone who is honest about their life, clear about their partnerships, and realistic in their
content. Other aspects were entertaining content style, which includes humor and engaging
content. There is a growing need for more realistic and authentic social media influencers as
many content creators use social media platforms to boost monetary benefits. Below answers
indicate high preference for genuine smaller influencers are viewed as more authentic,

transparent, and honest in their content.

"Honesty. I don’t like aggressive selling or manipulation. Influencers should be

transparent about their partnerships, or they lose credibility." (Interviewee 1)

"They need to be authentic and neutral—not just promoting stuff all the time. I follow

smaller fashion influencers who focus on outfit styling rather than hauls.”" (Interviewee 3)
"Authenticity, charisma, and humor." (Interviewee 2)

Participants were generally critical of heavily curated or overly promotional content. They

distrusted influencers who seem to promote products solely for profit or who present
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unattainably perfect lifestyles. Three of the interviewees mentioned that they prefer
influencers who show imperfections and include elements of humor and realism. As a result,
aggressive product promotion and overly curated content were generally viewed with
skepticism. When influencers heavily promote product, it was considered less effective as
the motives were not considered authentic. Two of the interviewees specifically mentioned
that they value influencers who are transparent about their lives and don’t shy away from

showing imperfections.

"An influencer who is genuine and honest. I appreciate when they share personal
experiences and do not just sell products. I like when people show all aspects of their lives,
not just the glamorous parts, as this makes them relatable. Humor and a positivity but

realistic attitude are also important factors."(Interviewee 5).

"I would say authenticity, being honest, and engaging. I like when creators engage with
their audience, for example, in their comment section. So I prefer smaller influencers

rather than mega influencers such as celebrities. (Interviewee 7).

Influencers who mix humor with actual life were also seen as more engaging and
trustworthy. Many respondents also prefer smaller influencers over celebrities, noting that
smaller creators are often more relatable and responsive to their followers. Furthermore,
when it comes to trusting reviews, smaller influencers are perceived as more honest when
reviewing products. Another key finding that was found during the interviews is that “paid
advertisement” tags affect the perception of influencers quite a lot. They were considered
less authentic to the audience and many interviewees stated that it decreases the credibility
of influencers. Given this finding, de-influencers may be perceived as more peer-to-peer
advisors who promote consumers interests compared to traditional influencers. De-
influencers were viewed as more reliable as they seem to consider consumers best interests,

without the need to monetarize on the content distributed across their social media channels.
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6. Discussion and conclusions

The primary aim of this thesis was to investigate the emerging phenomenon of de-
influencing within the framework of TikTok influencer marketing. The study specifically
focused on how Gen Z consumers perceive this countermovement and its influence on their

behavior, particularly within the context of fast-fashion and clothing-related purchases.

A significant objective was to understand how de-influencing is received by this
demographic and whether it is perceived differently compared to traditional influencer
marketing. The findings suggest that individuals already practicing mindful consumption
were more receptive to de-influencing content. This trend can be interpreted as a new form
of social influence, one that encourages restraint and intentionality rather than consumerism.
Influencers acting as "opinion leaders" is a familiar concept in marketing literature (Venciute
et al., 2023), and in this case, de-influencing demonstrates how such influence can be
redirected toward promoting sustainability and discouraging impulsive purchases. While in
this study the perceptions of de-influencing were largely positive, its long-term impact on
consumer behavior could not be fully assessed due to the study’s time and scope limitations.
Additionally, changes in purchasing behavior were attributed to broader factors such as
global economic conditions and increasing consumer choice. Participants consistently
expressed a shift in values, from quantity to quality and rising awareness of sustainability,

though limitations such as budget constraints were also acknowledged.

The following segment was aimed to further elaborate on the key results and findings derived
from this research. The findings were segmented into three main categories summarized
from the collected data supported with thorough explanations. The findings from this
research can be tied to previous literature and theories on consumer behavior, providing a
thorough understanding of how de-influencing content can affect purchasing decisions. Also
new insights were gathered when it comes to type of content Gen Z prefer to view and

consume. More detailed explanations are illustrated in the Figure 6 below.
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This section addresses the main research question:

Main RQ: How does de-influencing content on TikTok shape Gen Z consumers’ attitudes

and behaviors toward fast fashion?
Alongside the following sub-research questions:

e SRQI1: How aware are Gen Z consumers of sustainability and ethical consumption

in the context of fast fashion?

e SRQ2: What key factors influence Gen Z consumer behavior and attitudes toward

fast fashion when exposed to de-influencing content on TikTok?

e SRQ3: How do Gen Z consumers evaluate the credibility and authenticity of de-

influencing messages on TikTok?

Research questions Key findings

. . . Increased critical consumption awareness: Participants do not shop
Main RQ: How does de-
LR S e R e impulsively, think twice before making a fashion purchase, especially when
content on TikTok shape Gen Z

. . . it comes to expensive items.
consumer’s attitudes and behaviors After viewing fast-fashion content, many feel motivated to avoid fast-

toward fast-fashion? fashion and overhyped products.

All participants reported acknowledging fast-fashion negative environmental

SRQ1: How aware are Gen Z impact.

consumers of sustainability and Many stated that they avoid ultra-fast fashion such as Shein, Temu,
ethical consumption in the context AliExpress.

of fast-fashion? Participants reported that economic status influences their purchasing

decisions sometimes prioritizing price over quality and sustainability.

Educative content is perceived as useful and engaging. Participants perceive

SRQ2: What key factors impact Gen de-influencing content positively when they are provided proof and
Z consumer behavior and attitudes explanations .
toward fast-fashion when exposed to Previous shopping habits seem to affect current purchase behavior: those
de-influencing content on TikTok? who previously shopped more often, feel more hesitant to fully give up fast-
fashion.
SRQ3: How do Gen Z consumers Perceived credibility and authenticity of de-influencing content; affected by

lack of sponsorships and authentic reviews. Some reported scepticism: when

de-influencers promote alternative options instead of discouraging purchase.

Influencers who show proof and explain their reasoning are viewed as more
trustworthy.

evaluate credibility and authenticity

of de-influencing messages on
TikTok

Figure 6. Research questions and key findings
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6.1. Key factors that impact Gen Z consumer behavior and attitudes

The main findings of this research were that TikTok provides high exposure to fashion
content. Interviewees reported seeing fashion-related videos often, on a daily basis.
Specifically, styling and product introduction videos were shown most. Many participants
considered those styling videos effective as they are useful to get ideas how one can utilize
the clothing items they already own. To provide more perspective through social comparison
theory, when consumers are exposed to more sustainable influencer content, it can create a
positive social comparison (Liu et al., 2024). It can become a way to become inspired of
being more sustainable and promote mindful purchases. According to a recent study,
consumers with high social comparison orientation seem to be more influenced to purchase
similar products when exposed to advertising on social media. intention (Liu et al., 2024).
By watching styling videos and gaining tips on how to style what you already have,
consumers are influenced to shape their outfits and adjusts their perception of what is
fashionable and how to style outfits in a new way. Moreover, when it comes to the fashion
industry, consumers are often inspired by influencers and look up to them as a style role

models.

As a consequence, when they are exposed to these shopping hauls, it may create a feeling of
wanting the same items and imitate the influencers. Consumers may feel pressured to be
trendy and showcase their status through their clothing which can decrease their willingness
to investigate the origins or sustainability of the items they purchase. This may lead to
overconsumption and impulse buying behavior which has several negative consequences.
As de-influencing is about discouraging unnecessary buying behaviour and purchases, it
may serve as a good tool to motivate consumers and educating them to make better choices
in their everyday life (Elhajjar & Itani, 2025). It can become a way to become inspired of

being more sustainable and promote mindful purchases.

What was surprising is that the target group stated that they see less of haul videos, although
the number of those types of videos were high as stated in the beginning of this thesis. In
addition to not encountering many haul videos, participants reported criticism related to mass
clothing haul content, regarding it as unnecessary and harmful. In this situation, it can be

acknowledged that interviewees attributed negative consequences to haul videos such as
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wastefulness and overconsumption which influenced their perceptions towards those types

of videos.

To provide more insights, de-influencing videos were perceived as helpful, educative and
useful. This finding suggests that de-influencing has the potential to change consumer’s
behaviours and actions when it comes to shopping. As discussed, consumers value that their
purchasing process is easy and they have sufficient knowledge before they make a purchase
(Elhajjar & Itani, 2025). This can be tied to social influence theory, specifically
informational social influence. In this context, the source of information are de-influencers
who aim to increase critical thinking and raise awareness amongst their audience. When
consumers receive this knowledge, they may either accept or reject the influence based on
their personal response (Elhajjar & Itani, 2025). For example, if a consumer is not sure
whether an item is worth buying, they can seek information from de-influencers who can
explain the benefits or downsides of a product, which in turn triggers a deeper analysis for
the consumer. Whether the informational social influence is positive or negative, it can help
consumers to evaluate their options in the heavily promoted market. In this situation, de-

influencers external knowledge may affect consumers behaviour and judgments.

Overall in the context of influencer marketing, consumers act on the basis of their acquired
social influence. The source can be either friend, family or influncers yet they all have the
power to shift behaviour. Consumers tend to seek for guidance and help when it comes to

decisions, which is one of the key reasons de-influencing can have a significant impact.

6.2. Evolving shopping habits and sustainability awareness

In this thesis, it was important to investigate the current level of knowledge of sustainability
and ethical consumption as it provides valuable knowledge on how social media plays a role
in educating consumers. The level of knowledge did vary based on personal interests and
lifestyle however all of the participants were aware of the ethical issues associated with
unsustainable practises related to the clothing industry. Notably, ultra-fast fashion brands
like Shein were more heavily criticized than mainstream fast fashion, indicating a spectrum
of acceptability based on perceived harm. This means that while many still purchase items

considered as fast-fashion, many make a conscious choice to avoid ultra fast-fashion.
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A recurring theme in the interviews was the evolution of shopping habits, from impulsive,
trend focused purchases to more conscious and selective buying. Most participants indicated
that they now shop based on need rather than desire, which represents a significant shift in
purchasing habits. According to Statista (2024), 58% of Finnish consumers purchase second-
hand items. This is a significant number as it indicates that more than half of the population
is promoting sustainable practises through shopping preloved items. This finding was also
supported by this research, where second-hand shopping was mentioned several times. The
popularity of second-hand platforms like Vinted was mentioned frequently. Gen Z
participants highlighted the affordability and convenience of such apps, aligning with larger
societal trends toward minimalism and sustainable living. Especially given the fact that Gen
Z’s are characterized as the tech-savvy age group, they prefer online shopping (Casalegno,
2021). It can be presumed that the usage of second-hand apps will continue to grow in the
future as they have already demonstrated their popularity among Finnish consumers. This
supports the aims of de-influencing as a phenomenon, to prevent and reduce impulsive and

unnecessary purchases.

These findings are consistent with attribution theory, where behavior is explained by internal
and external motivations (Kim et al., 2024). Many respondents linked their reduced
consumption to internal factors such as increased sustainability awareness, while also
acknowledging external limitations like finances. As the attribution theory explains,
individuals behave a certain way due to their assigned causes to the behaviors, it can be
either internal or external aspects (Kim et al., 2024). So for example in this research, many
reported that they have reduced impulse buying due to internal factors such as awareness of
sustainability and ethical issues, meanwhile acknowledging the external factors they possess
(e.g financial limitations). It can be viewed as an internal bias, because there is a want to
make better purchases yet financial situation may propose certain limits to what one can

afford to buy.

This tension between ethical ideas and practical limitations is also described in cognitive
dissonance theory (Elhajjar & Itani, 2025). Participants of this study discussed the struggles
with aligning their values with their actions, and many described making compromises, such
as avoiding ultra-fast fashion while still occasionally shopping at H&M or Zara. Due to this

internal conflict of wanting to purchase more sustainable options, yet lacking financial
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means, consumers may be more accepting of de-influencing messages and for example
avoiding ultra-fast-fashion to make themselves feel better, while not being able to
completely avoid fast-fashion. Moreover, economic challenges such as inflation and global
uncertainty have further pushed consumers to prioritize needs over wants (Elhajjar & Itani,
2025). On the positive side, it is even more relevant to promote new trends that focus on
sustainable consumption and minimalism, as they reinforce the appeal of reducing
unnecessary purchases, aligning with the principles of de-influencing. This supports the

relevance of the de-influencing trend and efforts to promote mindful consumption.

Overall while sustainability awareness among participants was high, financial constraints
was a key barrier to consistently making ethical purchasing choices. Many respondents
reported to value sustainable and longer-lasting items of clothing, however acknowledged
the financial restraints that affect what the afford to buy on a regular basis. This is an
important aspect that explains the popularity of fast-fashion clothing, as it is affordable and
accessible to the younger generation who may lack sufficient resources to purchase more

ethically and sustainably produced clothing.

6.3. Assessing de-influencing credibility and authenticity

Participants of this study emphasized that de-influencing content is perceived as most
effective when backed by evidence, such as material analysis or clear reasoning. Rather than
merely discouraging purchases, credible de-influencers are those who provide informative
content that helps consumers make better decisions which was also supported by relative
research (Elhajjar & Itani, 2025). This results in the key finding that providing consumers
concrete and practical examples of why abstain from making a purchase is more effective

and appealing.

In addition, what became known from this research is that perceptions of authenticity and
transparency were crucial to credibility. To further emphasize, unsponsored videos were
generally seen as more trustworthy. Interviewees stated to experience higher levels of trust
when content is authentic, unpaid and factual-based. These findings support recent research
where it was found that de-influencers can be viewed as more credible and have higher level

of trustworthiness due to their supposed detachment from commercial interests (Elhajjar &
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Itani, 2025). This aligns with previous influencer marketing literature, that indicates that
audiences place more faith in content that appears organic and less commercially motivated

(Sarin & Sharing, 2023; Tiwari et al., 2024; Elhajjar & Itani, 2025).

Interestingly, de-influencing seems to shift the focus from the influencer to the product or
matter in question. When asked to name a de-influencer, many participants remembered the
content part of the video, but not the creator behind the video. This detachment from personal
branding being in the focus further supports the perception of objectivity and authenticity
(Elhajjar & Itani, 2025). Traditional influencers may use their personal characteristics such
as looks to gain more followers whereas de-influencers may use their content to gain
followers who share similar mindset and lifestyle. This is an interesting finding as in
traditional influencer marketing, influencers personal image is considered important, and
they spend a lot of time making themselves the main brand. In de-influencing, it seems that
more emphasis is being given to personal interest and values which result in the type of
content posted. It can be concluded that in this study, de-influencers were perceived as more
ambitious of their content because interviewees considered them being more driven by

internal motives and interest, rather than commercial ones.

The responses also implicated that bigger influencers are not considered so reliable due to
mass number of paid sponsorships or advertisements. Participants of this study favored
influencers who were relatable, honest, and down-to-earth, traits more commonly associated
with nano and micro-influencers than with celebrity figures (Hudders et al, 2020). According
to Kim et al. (2024), influencers with higher amount of followers are often linked to external
motives which is not beneficial for their perceived credibility and authenticity in this context.
This 1s also supported by Hudders et al. (2020) claiming that smaller influencers tend to have
higher perceived trust among their audience. These findings support previous literature
indicating that smaller influencers often hold greater hold over their audiences (Singer et al.,

2023; Hudders et al., 2020).

To conclude, it can be stated that Gen Z consumers are both enablers and inhibitors in the
context of fast-fashion. Due to the financial limitations and accessibility, they are the target
group of cheap alternative fashion, yet they have the power of becoming inhibitors due to
their high awareness and level of knowledge on sustainable fashion matters. The growing

trend of de-influencers across social media helps to provide consumers with concrete
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examples, factual-based knowledge, valuable insights and motivation for Gen Z’s generation
to adjust their purchasing behavior towards more sustainable, environmentally friendly
pathway. Consumers are shaping the market based on their changing purchasing behavior
which further emphasizes the role of movements such as de-influencing to create change in

modern consumption-driven society.

6.4. Managerial implications

As a result of this study, several managerial implications were discovered. The findings of
this study offer several important insights, especially for those involved in the fashion and
lifestyle sectors, and more broadly for brands engaging with Gen Z consumers on social
media platforms like TikTok. First managerial implication based on this research is that Gen
Z consumers prefer authentic, transparent and relatable influencers. Traditional influencers
are discussed with more criticism, mainly due to their excessive number of paid
collaborations. As a result, it is suggested to collaborate with smaller influencers, primarily

with nano and micro-influencers.

Secondly, marketers and brands should focus on promoting more sustainable and ethical
practices when it comes to their marketing efforts. Rising skepticism and worldwide
economic situation is shaping consumers purchasing habits thus highlighting the potentiality
of promoting more sustainable options. As a result, companies should adjust their marketing
narratives from promoting constant newness to educating consumers on quality, product
longevity, and sustainability. Consumers are favorably accepting a more minimalistic
lifestyle thus focusing on everyday essentials is key in today’s world thus highlighting
product longevity and multiple usage possibilities can help gain more loyal customers.
Lastly, as second-hand shopping is becoming more preferred option also among younger
generations, companies could explore resale opportunities such as platforms or websites to
make their products more accessible for example to students with limited financial
possibilities. Companies that are committed to demonstrating their contribution to

sustainable fashion and consumption may access and leverage broader audience.
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6.5. Future research

This study focused on consumer perspectives but did not explore the brand related
implications of de-influencing. Future research could examine how companies respond to
being “de-influenced,” and what strategies can mitigate negative exposure. In addition, as
stated before, de-influencing can be used to promote one brand or company instead of
another, making the other brand look like least favourable option possibly resulting in
confrontation or boycotting. To elaborate more, brand image and reputation could be
explored in the scope of de-influencing and its targeting to find out more about power of de-
influence. In addition, long-term effects of de-influencing are worth to explore with a larger
scale study, to investigate whether de-influencing marketing can lead to a more permanent
shift in consumer attitudes and behavior. Thus, future research could focus on evaluating
how exposure to de-influencing content influences consumer behavior over an extended
period of time. This study was focused on shorter time period due to limitations of this

research, not indicating the long-term results.

Furthermore, comparative study could be conducted evaluating traditional influencers and
de-influencers in different product categories. This study focused on the fashion industry,
yet there is a growing need to research this topic from another perspective. For example,
clarifying the specific scenarios and product categories where de-influencing is more
effective or preferred by consumers. Moreover, this study was focused on Finnish
consumers, which raises the need to conduct research on the topic in different cultural

context.

Lastly, researching de-influencing phenomena from the content creator’s viewpoint is
suggested. To study this, de-influencing videos and creators may be further analyzed using
different research methods. It could contribute to gaining a comprehensive understanding of
de-influencing intentions, which can further support discovering new opportunities of de-

influencing in the marketing field.
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Appendix 1. Interview questions

1. Background information

- Age

- Gender

- Country

- Occupation

2.  How often do you encounter content related to fashion on TikTok?

3. How would you describe your purchasing habits when it comes to fashion?

4.  What types of clothing quality you prefer and where do you usually buy your clothes?

5. What types of ideas you have on sustainability and ethical consumption in the context

of fast-fashion?
6. How do you feel about the increased popularity of fast-fashion?

7. What do you think of the new de-influencing trend on TikTok that aims to minimize

and promote more mindful consumption?

8.  Have you noticed any differences in the messaging or tone of de-influencing content

compared to traditional influencer content?
9. Do you think TikTok influencers impact your clothing spending habits, if yes, how?

10. Have you ever made a purchase or chose not to make a purchase because you were

influenced by a TikTok content creator? What made you not buy the product?

11. In your opinion, what attributes make an influencer appealing and makes you follow

them?
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Appendix 2 Al usage

In this thesis, Al tools such as ChatGPT and Grammarly were utilized in helping to structure
the work, brainstorming and ensuring accuracy of language expressions during proofreading.
The usage was occasional during the thesis writing, in compliance with the ethical principles

of academic writing.

Appendix 3. Figures

Fast-fashion trend ) ( Ethical marketing

Gen Z buying behaviour

Figure 1. Theoretical framework.
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Distribution of TikTok users worldwide as of July 2024, by age and gender

18.9%

19.1%

Sources

® Female @ Male

Addttional Information:

Figure 2. Distribution of TikTok users worldwide as of July 2024, by age and gender

(Statista 2024).
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Figure 3. Interviewees of the research.
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Main findings Explanations

Consumers perceive educative content useful and
consider their purchases more when they are provided
necessary tools and information

De-influencing promotes critical
thinking in shopping behaviors

The knowledge of ethical consumerism is high,
however financial situation is a key barrier to fully
adopting sustainable consumption practises

Sustainability awareness is rising,
but affordability remains a barrier

Logical and reasonable explanations together with
educative content is perceived positively. Smaller
influencers support the perception of authenticity and
legitimacy when it comes to product

Trust in de-influencing depends
on authenticity and transparency

recommendations.
Figure 4. Initial themes for data analysis.
Themes Sub-themes Coding of themes
Frequency of fashion purchases Frequent exposure (every 4"-10" video)
d hase behavi i i i
TikTok fashion exposure and purchase behavior Styling and product intro videos
Platform influence Content driven by algorithm

Shift toward quality over quantity

Purchase habits Shop less but invest in durable clothing

Fashion consumption behavior
Shopping habits Budget influences purchases

Fast-fashion concerns Waste and sustainability issues
Ethical awareness .. .
Ethical vs practical choices Awareness of ethical issues but constrained by budget

Fast fashion accessible and convenient

Credibility and authenticity Honesty and transparency valued

Influencer charasteristics

Influencer type Preference for smaller, authentic influencers
Anti-consumption messaging Viewed as a response to overconsumption
De-influencing perceptions
Authenticity Resonates when not promoting alternative products

Figure 5. Main findings and explanations.



Research questions

Main RQ: How does de-influencing
content on TikTok shape Gen Z
consumer’s attitudes and behaviors
toward fast-fashion?

SRQ1: How aware are Gen Z
consumers of sustainability and
ethical consumption in the context
of fast-fashion?

SRQ2: What key factors impact Gen
Z consumer behavior and attitudes

toward fast-fashion when exposed to
de-influencing content on TikTok?

SRQ3: How do Gen Z consumers
evaluate credibility and authenticity

of de-influencing messages on
TikTok

Key findings

Increased critical consumption awareness: Participants do not shop
impulsively, think twice before making a fashion purchase, especially when
it comes to expensive items.

After viewing fast-fashion content, many feel motivated to avoid fast-
fashion and overhyped products.

All participants reported acknowledging fast-fashion negative environmental
impact.
Many stated that they avoid ultra-fast fashion such as Shein, Temu,
AliExpress.
Participants reported that economic status influences their purchasing
decisions sometimes prioritizing price over quality and sustainability.

Educative content is perceived as useful and engaging. Participants perceive
de-influencing content positively when they are provided proof and
explanations .

Previous shopping habits seem to affect current purchase behavior: those
who previously shopped more often, feel more hesitant to fully give up fast-
fashion.

Perceived credibility and authenticity of de-influencing content; affected by

lack of sponsorships and authentic reviews. Some reported scepticism: when

de-influencers promote alternative options instead of discouraging purchase.

Influencers who show proof and explain their reasoning are viewed as more
trustworthy.

Figure 6. Research questions and key findings.
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