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Abstract

This master’s thesis explores the strategic integration and effectiveness of influencer marketing
and public relations (PR) in the modern fashion industry. In the digital era, where consumer
behavior is constantly and rapidly changing, fashion brands are increasingly relying on
collaborations with influencers and PR campaigns to strengthen brand image, increase audience
engagement, and boost sales. This study investigates how the combination of PR and influencer
marketing creates an integrated and trust-based communication model tailored to a target

audience within an ever-growing and competitive market.

To research this topic, I used a mixed-methods approach. As part of the qualitative research, I
conducted in-depth interviews with influencers and representatives of fashion brands. The
quantitative research included surveys of followers of fashion influencers. This allowed for a

thorough understanding of both brand strategies and consumer behavior/attitudes.

The findings suggest that influencer marketing is most effective when it is rooted in
authenticity, consistency, and long-term relationships. The integration of PR elements—such as
brand storytelling, media collaboration, and crisis communication—significantly enhances the
credibility and scale of campaigns. The study confirms that influencer marketing is not merely
an advertising tool; it is a crucial element of communication in an industry where visual appeal

and brand values play a central role.

This research makes a significant contribution to academic discourse by bridging theoretical
knowledge of influencer marketing with the practical experience of PR strategies, particularly in

the context of the fashion industry. The thesis offers numerous practical insights for



professionals engaged in brand creation and management, those who wish to establish
themselves in digital marketing, and those looking to develop effective PR strategies and create
campaigns based on deeper audience relationships. Ultimately, the research emphasizes the

necessity for fashion brands to adopt proper communication approaches in today’s digital era.
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