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The UK fashion industry has experienced significant digital change, and social media is now playing a significant role in fashion brands' consumption and appraisal and interaction processes. Online platforms such as Instagram, TikTok and Pinterest influence brand experiences through the inspiration of the visual channel, suggestions with influencers and other interactive shopping systems (Barker et al., 2022; Hanlon and Tuten, 2022). As customers increasingly experience their journeys across different locations and omnichannel behavior becomes the new normal, the comprehension of how social media positively impacts customer experience is becoming more significant among the UK fashion brands (Mason & Jarvis, 2023). This paper examines the role of social media in enhancing customer experience and creating awareness, engagement and purchase behavior and after-sales loyalty in the UK fashion environment.
[bookmark: _Toc214207779]Research Aim
The purpose of the study is to examine the role of social media in enhancing customer experience in the UK fashion industry, with a specific focus on the brand strategies, customer attitudes, and the social media touchpoints effectiveness in various levels of the customer journey.
[bookmark: _Toc214207780]Research Objectives
· To analyze how social media can be utilized by the UK fashion brands to optimize the main steps of the customer experience (awareness, consideration, purchase and post-purchase).
· To examine how social-media-based interactions affect the perceptions of the UK fashion consumer and the connection between consumer satisfaction, trust and loyalty.
· To determine the challenges and good practices involved in the optimization of social media and its use as a component of a customer journey strategy in UK fashion retail.
[bookmark: _Toc214207781]Research Questions
· What is the role of social media in helping UK fashion brands shape various components of the customer journey?
· What is the perception of UK fashion consumers about the role of social media in determining their purchase decisions, satisfaction, and loyalty?
· What are the obstacles and opportunities to the increased use of social media as part of the customer journey of the UK fashion sector?
[bookmark: _Toc214207782]Justification of the research
The scholarly importance of the study is that it addresses a literature gap since much of the literature on social media marketing discusses it in general and not in its involvement in the customer journey in the UK fashion industry. Even though social media is a well-known tool that could help the company to engage with customers and interact with them, its direct impact on awareness, decision-making and brand loyalty in the UK market is under researched (Heinze et al., 2025; Barker et al., 2022). In terms of practical reasons, the needs of the UK consumers being significantly imperative with the rise of influencer culture, digital expression and mobile-first communication, the UK fashion retailers have had to adapt to these shifts (Mason and Jarvis, 2023; Wheeler, 2023).
The study has social and cultural implications as well, based on the fact that fashion consumption is greatly influenced by the visual culture and online identity performance. Social media affects tastes, trends, and cultural norms, which is why it is important to examine the way customers utilize these tools in fashion decision-making (Singh, 2021). Such a mixture of opinions of both consumers and brand managers will generate a middle ground of insight that will be relevant in scholarly literature, industry practice and digital consumer behavior studies.
[bookmark: _Toc214207783]Literature Review
Recent scholarship has heavily pointed towards the fact that social media has become a mandatory part of the modern customer experience, which has an impact on consumer behavior pre-purchase, during purchase and after purchase. Digital marketing writers believe that social media ceases to be a side channel of communication but a fundamental interaction and engagement mechanism to create relationships and customize them (Barker et al., 2022; Heinze et al., 2025). At the same time, social media networks foster the creation of value by providing customers with the opportunity to engage in the creation of content material, exchange experiences and communicate with brands, which, in turn, increases the effect of emotional engagement and loyalty (Hanlon and Tuten, 2022).
Social media is also particularly powerful in relation to fashion since fashion consumption depends on the senses of beauty, visual projections and self-articulation a lot. Researchers also underline the idea that fashion businesses rely on social media to create a lifestyle, inspiration, and build aspirational groups (Singh, 2021; Sadaba, 2023). Visual media such as Instagram and TikTok Tok are the optimal platforms where the fashion story can be told, wherein the marketing of influencers and interactive product demonstrations occur. Influencers and micro-influencers significantly contribute to increasing the level of authenticity and trust during the awareness and consideration of customer journey stages (Ozuem and Ranfagni, 2021). Social proof is enhanced by user-generated content, such as a review, a photo of the outfits and an unboxing, which makes these platforms significant in consumer considerations.
Other than influence and content creation, the purchase stage has been transformed when it comes to social commerce features. Surveys indicate that live shopping experiences, post-shoppable stores, and built-in checkouts decrease tension, since shoppers can switch inspiration to buying without leaving the site (Batat, 2022). These innovations are consistent with the consumer demands of convenience and speed, especially with the younger consumers of fashion who enjoy a mobile-first shopping experience in real time.
Omnichannel literature emphasizes that the current customer experience is dynamic, with customers flowing freely through social media, websites and physical shops (Mason and Jarvis, 2023). Social media serves as an entry, as well as a continuity mechanism, assisting in keeping the contact at many touchpoints. In this interdependent expedition, personalization technologies are increasingly being used by brands. Digital transformation researchers suggest that data analytics, artificial intelligence-driven suggestions and automated interaction services could help present tailored social media content that is closely related to consumer inclinations and improve satisfaction and loyalty (Majeed et al., 2025).
Literature in customer experience engineering also indicates that it is crucial to map touchpoints on social media and eliminate friction, as well as consistency of messages (Wiedenhoefer, 2021). Nevertheless, although the theoretical understanding is quite broad, the lack of studies on the application of these notions and their specific representation in the UK fashion industry is significant. Being a country with strong competition and developing trends of cultural diversity and digital use, the UK market is a peculiar environment where social media is influential in the patterns of fashion consumption. This study thus targets a significant gap in connecting current digital marketing theories with improvements in the journeys of customers in the UK fashion industry.
[bookmark: _Toc214207784]Methodology
The study given will be mixed-methods research comprising the effort to investigate the impact of digital technologies on operational decision-making in the UK fashion industry. To complete the qualitative element, the in-depth interviews will be held with the brand directors, data analysts and the leaders of innovation of the large UK clothing corporations. These discussions will involve the integration of digital tools in the strategic planning of the firms, such as the utilization of analytics tools, the approach to digital branding, the method of tracking consumer cues, the approach to assessing the performance of the campaigns, and the organizational challenges owing to digital transformation. This qualitative research will give thorough information on what happens within the process of management, managerial rationale, and industry-level views that can hardly be quantified. The quantitative stage will involve a structured online survey of the consumers of fashion in the UK who are aged 18 and over and are interested in fashion brands by using the digital platform. The measuring tool will collect information about consumer perception of digital experiences using virtual try-on, personalized recommendations, usability, trust in the use of AI-generated content and opinions of digital service quality. The constructions that it will measure include perceived usefulness of digital solutions, satisfaction with brand technology, confidence in automated interactions, and intention to keep using brand platforms. Likert-scale responses will allow for ensuring standardization and promoting statistical modelling.
The systematic analysis methods in the research will involve the qualitative data collected in the interviews being analyzed through thematic analysis to determine the key conceptual motifs and involve broader organizational perspectives. Quantitative responses will be analyzed using descriptive and inferential statistics and correlation tests to determine the impact of the adoption of digital features on enhanced user satisfaction, trust or loyalty. The synthesis of the two strands of research will make methodological triangulation, which will be beneficial in the credibility and richness of the general outcome. Ethical procedures involved will be voluntary participation, informed consent, protection of all the data collected, and protection of confidentiality. The research could be constrained by the variety of the sample or even due to the design applied, but the experience of both the players in the industry and the customers themselves will provide a massive amount of knowledge on how digital technologies are changing the dynamics of interaction in the world of the UK fashion industry.
[bookmark: _Toc214207785]Conclusion
This is not the case in the research proposal, which explores how the institutions of the fashion industry in the UK are realigning their internal capabilities to the growing digital systems. The study will aim at changes in managerial practices, production planning, and strategic coordination of fashion companies because of digital workflows, automation, and multifaceted analytics, rather than changes that directly interact with consumers. According to the insights into digital operations and the organizational development, the study will assess the impact of the technology-enabled practices on the efficiency, quality of the decisions made, possibility to innovate and organizational resiliency in the long-term perspective. The research shall interpret the managerial designs, which dictate and regulate digital adoption and the operational change supporting mechanisms through the mixed-method structure. 
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