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[bookmark: _Toc237395981]Abstract
Consumers today spend more time than ever before on social media to learn about various brands and their products, as well as to observe the purchasing behaviours of their peers on these social media platforms. Abstract This dissertation evaluates the impact of social media upon consumer behaviour within the United Kingdom when purchasing various products. The literature that will be studied and reviewed includes existing academic literature regarding social media content, electronic word-of-mouth, user-generated content, influencer marketing, trust and authenticity, privacy and security, social proof as well as engagement & social commerce. These topics will be reviewed in accordance with the Stimulus-Organism-Response model, Theory of Planned Behaviours and Social Influence Theory. The searches that will be framed will include peer-reviewed research articles published between 2021 and 2026, as well as some articles published prior to 2021 that were deemed necessary for the understanding of some of these topics. The eligibility of the studies to be included in this dissertation will be assessed and the data analysed to draw conclusions regarding the impact of social media upon the purchasing behaviour of consumers in the United Kingdom. Results indicate that social media can impact each step in the consumer decision journey, but the impact of social media upon these steps is dependent upon certain factors. For instance, the content that is published on social media by influencers and users, the relevance of that content to the products that are being promoted, the credibility of the users of such social media accounts and the authenticity of such accounts have an impact upon the consumer behaviour of the consumers of the United Kingdom who follow those accounts and who are exposed to their social media content and activities. The generalisability of this study is limited to the UK and to the fashion industry, with the samples of consumers being mainly young individuals from London. The aim of this dissertation is to conclude that businesses should focus upon creating credible, transparent and informative social media practice instead of focussing upon the reach and engagement of their social media accounts. Future studies should investigate the long-term and behavioural impact of social media influencers upon the consumers of the products they promote.
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[bookmark: _Toc237395982]Chapter 1: Introduction
[bookmark: _Toc237395983]1.1 Introduction
Social media allows consumers to perform virtually every step of the process of discovering and purchasing a product. Platforms like Instagram, TikTok, Facebook, YouTube, and X allow for various forms of advertising, but also allow the consumers to perform various actions in response to those advertisements. The decreased distance between advertising and entertainment recommendation allows for the consumers to more easily discover a product through an influencer in their entertainment feed, to read comments from other consumers regarding that product, and to take actions to purchase that product without ever leaving the social media platform. Thus, each consumer’s choice in what products to purchase can be examined through four different factors: price, quality and availability of the product, digital content and social media interactions regarding the product, and the credibility of the source of the product (Appel et al., 2020; Vrontis et al., 2021).
Abstract This study investigates the impact of social networks on consumer purchasing behaviour in the United Kingdom. This study employs secondary research to investigate the available literature on the topic. The importance of social media is not to identify how it will naturally result in consumers making purchasing behaviour on social media. Instead, exposure to social media will be identified as having an impact on aspects such as consumer awareness, attitudes towards brands, trust in those brands, the perceived value of the brand and its products, the intention of the consumer to purchase its products, impulse buying, and the behaviour associated with impulse buying. New evidence from the United Kingdom also identifies that consumers’ interactions with brands on social media and their perceptions of the privacy of those interactions can impact the intention of the consumer to purchase from that brand (Gutierrez et al., 2023). 

[bookmark: _Toc237395984]1.2 Background of the Study
Market communication and information search have changed with the evolution of social media. Traditionally, companies would create advertisements for their products, but in the current fragmented social media environment, there is an opportunity for the brands to open source various elements of their products and for individuals on social media to share their reviews of these products. While this communication between the company and the consumer creates benefits in terms of the information made available to the consumer and the relationships between the parties, it also makes possible the spread of misinformation about the products.
Social media use is widespread in the UK. Many of the businesses in the UK, regardless of the sector in which they operate, utilise social media channels to interact with their customers and to conduct commerce with them. Many aspects of the consumer journey are influenced by social media. Whether content created for entertainment or for a targeted audience reaches consumers when they are first exposed to the product. Reviews of the products and comments made on the posts about those products create a communication channel that influences consumers during the evaluation of the product. At the point of purchase, social media channels include features that allow consumers to complete the transaction. Finally, the consumers that have purchased the products can leave reviews of the product that impacts other consumers that are considering purchasing that product. Thus, the social media channel is cyclical in its influence on consumers and purchasing of the products.
The extent of these effects has been documented through empirical research. Djafarova and Bowes (2021) conducted focus groups with Generation Z consumers in the UK, and found that Instagram advertisements, opinion leaders, and user-generated content were associated with impulse purchases of fashion apparel, though the effects differed according to the gender of the participants. Gutierrez et al (2023) analyzed 541 UK consumers to determine the relationship between interactions with brands on social media to the concept of purchase intention and the privacy of those consumers. More recent research into consumers in Greater London has found that while social media influencers can successfully lead to the intention to purchase apparel from influencers, those consumers do not actually purchase those items (Adaba, Frimpong and Mwainyekule 2025). These social media influencers have a current and important relationship with their followers and their purchase behavior, though the relationship is nuanced.
[bookmark: _Toc237395985]1.3 Problem Statement
Despite the huge investment made in social media marketing, the questions remain as to whether the clicks that are obtained online actually lead to any influence over consumer choice. The various metrics that are made available to social media marketing software packages do little to indicate whether there is any influence over the consumer and their choices in the long run. Many businesses make the mistake of assuming that the metrics that indicate engagement with the brand are indicative of the business’s results. With so much content and alternative content that is available online to each consumer on a daily basis, as well as from the opinions of their social media peers, it is easy to see why such confusion results from the engagement with specific brands online.
Some studies have focused on influencers, while others have looked at social media content more broadly, as the intention of the consumers to perform an action is easily measurable compared to the actual behaviour of those consumers. The intention of the consumers to purchase the products may be surveyed in the research, but their actual purchasing behaviour is not measurable in the same study. Furthermore, some studies have used samples of young people to perform their research using one social media platform and focusing on specific product categories. Findings from such an algorithm example may not be directly generalisable to the population of the UK.
Due to these issues in the existing literature, there is a research problem in that there is a lack of literature that attempts to fully explain the factors that influence consumer choices online in the UK. The literature on this topic could be improved by conducting a secondary study that aims to place the various existing studies in context with each other to assess their impact and biases on the consumers.
[bookmark: _Toc237395986]1.4 Research Aim and Objectives
The aim of this study is to examine whether and how social media affects consumer choices, with a focus on its impact on consumer buying behaviour.
1. To examine the role of social media in influencing consumer buying behaviour.
2. To identify the main social media factors that affect consumer choices.
3. To explore the relationship between social media content and purchase intention.
4. To evaluate how businesses use social media to shape consumer decision-making.
5. How influencers on social media affect consumers buying behaviour.

[bookmark: _Toc237395987]1.5 Research Questions
1. Does social media affect consumer choices?
2. Which social media factors have the greatest influence on consumer buying behaviour?
3. How does social media content shape purchase intention?
4. How can businesses use social media more effectively to influence consumer decisions?
5. How influencers affect consumers’ behaviour?
[bookmark: _Toc237395988]1.6 Significance of Research
The research is theoretically and practically significant. The research helps to unify various streams of research that have been conducted separately in the past. Each of the following concepts is related to the others yet has been studied separately: influencer marketing, electronic word-of-mouth (EWOM), social commerce, consumer-brand interaction and impulse buying. Each of these concepts can help to explain how exposure to a particular brand or product can lead to evaluation of that brand and product, and under what conditions that evaluation may lead to the purchase of those products. Furthermore, focusing on the UK specifically is also useful fwiw in that consumers in different regions of the world have different market, social and consumer trends and behaviors.
Beyond the academic interest in the topic, though, the findings of the research are also useful in informing companies of the way in which they can better allocate their resources towards developing positive relationships with their consumers. Small and medium-size businesses, in particular, may benefit from this information due to their likely limited marketing and advertising budgets. Furthermore, the research also helps to promote responsible marketing practices in the digital world in which spammy, deceptive advertisements are so common today.

[bookmark: _Toc237395989]1.7 Scope of the Study
The review mostly includes studies published between 2021 and 2026, with a focus on peer-reviewed articles using samples from the UK. Older publications are only used for theories such as the Theory of Planned Behaviour and the Social Influence Theory. Therefore, no primary data was collected for this research, and there was no pooling of studies to compute an effect size. The research included in this review relates to the following topic: Thematic synthesis of a structured critical literature review; the aim of the research is to listen for patterns within the literature review that will apply to the broad consumer market, rather than just one market alone.
[bookmark: _Toc237395990]1.8 Rationale of the Study
A further approach to answering this question is to employ a secondary approach for two main reasons. Firstly, there is a considerable amount of literature that already exists regarding the study of social media and its various facets; therefore, a more appropriate approach would be to perform a review of the literature regarding social media’s impact on various aspects of society. This method would allow for the integration of qualitative, survey, experimental and review studies to be performed. Furthermore, many of these studies utilize different definitions of the word “engagement” as well as different measurements of the consumer response to social media platforms. Additionally, the information that is obtained through these studies is also relevant to the discussed topic due to the growth of social media platforms that utilize short-form videos, livestream selling, algorithmic personalisation, and even virtual influencers, while the consumers of these platforms are often very aware of the concept of sponsorship of videos, the use of data from those consumers, and the popularity of those videos that is presented to the consumers in a way that is contrived and intentional to gain those views.
[bookmark: _Toc237395991]1.9 Structure of the Dissertation
The dissertation is organised into five chapters. Chapter 1 presents the topic, the problem, the aim, the objectives, the questions, the significance, the scope and the rationale of the research. Chapter 2 presents a critical review of the literature on consumer behaviour, social media, the theories and the previous research on the topic. Chapter 3 explains the methodology of the secondary research. Chapter 4, which is limited to the ten research papers that will be covered in this dissertation, presents and discusses the themes of the research papers. Chapter 5 contains the answers to the research objectives, concludes the dissertation, and makes recommendations for practice and future research.



















[bookmark: _Toc237395992]Chapter 2: Literature Review
[bookmark: _Toc237395993]2.1 Introduction
This chapter reviews the literature on social media and consumer behaviour. While only a few papers will be discussed in this chapter, the literature review will discuss consumer buying behaviour in general, the changing behaviour of consumers within the digital world, the content of social media platforms, electronic word-of-mouth, user generated content, influencer marketing, and concepts like trust, authenticity, privacy, engagement, social proof and impulse buying. Furthermore, studies from around the world and the UK will be reviewed to determine what is known about these topics, what the conflicting studies say about the topics, and the relationship between the various concepts. Finally, the main theories regarding these topics will be reviewed, including the Stimulus-Organism-Response model, the Theory of Planned Behaviour and Social Influence Theory (Alalwan et al., 2017; Appel et al., 2020; Vrontis et al., 2021).
[bookmark: _Toc237395994]2.2 Understanding Consumer Buying Behaviour
Consumer buying behaviour involves recognising a need, searching for information, evaluating alternatives, making a purchase and reacting to the purchase after consuming the product. These models can be displayed in a linear fashion, but the modern day consumer journey involves some iterative and broken-down steps. For instance, a consumer may scroll a few products on social media to check the comments, scroll to other websites to compare prices, then scroll back to the product page from a reviewed by an influencer and either postpone or purchase the product. Thus, social media impacts both planned and spontaneous consumer behaviour (Solomon, Bamossy and Askegaard, 2019; Lemon and Verhoef, 2016).
There are four main types of influences on buying behaviour: cognitive, emotional, social and situational. Cognitive influences include the perception of price, quality, utility and risk. Emotional influences include elation, aspiration, satisfaction, anxiety and the fear of missing out (FOMO). Social influences include the concepts of conformity, identification, status and the need for social approval. Finally, situational influences include the concept of convenience, time, availability and the need for urgency in purchasing a product. The persuasiveness of social media platforms relies upon the ability of the platforms to include all of these elements within their platforms to influence the consumers (MacInnis and Price 1987; Cialdini 2009; Stephen 2016).
Another key distinction is that between purchase intention and behaviour. While intention is widely considered to be the most proximal precursor to behaviour as posited within the Theory of Planned Behaviour, it is also acknowledged that there are (perceived) behavioural controls and forces external to the self that can prevent an individual from acting according to that intention (Ajzen, 1991). Online, such forces are likely to be especially strong; liking, saving or clicking on a product does not require any commitment from the consumer. Factors like price, delivery speed, competitive brands, and even post-purchase reflection can all suspend the process of conversion from intention to behaviour. Thus, research that utilizes only measures of intention may incorrectly predict the impacts that such intention can have upon business metrics (Ajzen, 1991; Pavlou and Fygenson, 2006; Adaba, Frimpong and Mwainyekule, 2025).
[bookmark: _Toc237395995]2.3 Social Media and the Changing Consumer Decision Journey
Social media additionally alters the consumer decision journey. While previous research has discussed the concept of social media as a component of the promotion mix in which the firms place messages into the communication channels of social media platforms yet consumers actively disseminate those messages and re-interpret them (Mangold and Faulds, 2009), research on customer journeys suggests a similar idea yet with consumers undertaking the various touchpoints along the journey rather than the firm traveling them from conception to purchase (Lemon and Verhoef, 2016). More recent research, however, has begun to focus upon the new types of actors that influence the consumers within social media platforms and the content that they view through their interactions with those platforms (Appel et al., 2020). Thus, each of these perspectives on social media all converge upon the same factor altogether.
Yet it is also of debate whether the increased interactivity does indeed lead to better decisions. The impact of social media communications on the brands responses is recognized by authors like Schivinski and Dabrowski (2016), yet Voorveld et al. (2018) indicates that the responses differ based upon the social media platforms used. In other words, it is possible to disentangle the effect of social media from those of the affordances of the platform of communication. Furthermore, providing more information to the consumers regarding the brands does lead to a potential “paradox” in that while the reviews and demonstrations can reduce information asymmetries between the brands and the consumers, the benefits of those reviews may be eroded by the conflicting messages published by other consumers or the lack of transparency of the sponsorship of those communications (Stephen, 2016; Boerman, 2020). Thus, while the literature generally agrees on social media matters, it differs in its conclusions regarding the impact of social media on consumer choices.
Another of the themes that is present within the article is that social media can play a role within each of the phases of the journey. From exposure and recommendation to purchase, social media content can influence each of these stages of the journey (Lemon and Verhoef, 2016; Appel et al., 2020). Awareness of a product is not always associated with the subsequent decision to purchase the product, however advocacy for the product after individuals have made the purchase is often the result of the actual experience that they had with the product itself. Thus, any attempts to proxy for the act of purchasing a product through social media through indicators of engagement with or intention to purchase the product is inherently problematic.

[bookmark: _Toc237395996]2.4 Social-Media Content and Platform Affordances
The rest of the literature, however, studies these factors of social media content and finds that while there are numerous studies that demonstrate the impact of informativeness, relevance, entertainment and quality of the sources of those social media content, the views of these factors are not universally accepted. Authors like Lou and Yuan (2019), for instance, have found that both the value of the message created by the influencers and the credibility of those influencers has an impact upon the reactions to their social media content. Similarly, authors like Onofrei, Filieri and Kennedy (2022) have found that both the content of the social media posts as well as the individuals creating those social media posts have an impact upon the reactions to those social media posts. Yet authors like Ao et al. (2024) find that factors of the influencer that are often assumed to have a significant impact upon the creativity, trustworthiness and design quality of social media content, such as their popularity or level of engagement with their social media follows, are not actually factors that have a significant impact upon those aspects of the influencer content. 
This relationship is also complicated by platform affordances. Furthermore, Voorveld et al. (2018) have also discovered that the type of social media platform upon which advertisements are published can have an impact upon the engagement with those advertisements. Furthermore, because livestreaming is an activity that occurs in real time, the approaches to understanding livestreaming affordances have been even more of an activity of livestreaming itself. For instance, Zhang et al. (2022) discovered the importance of establishing trust within the livestreaming context, while Tsimonis (2026) discovered within a sample of individuals from the UK that aspects of the livestream itself, such as the credibility of the streamers, the interactivity with viewers, and the quality of the items that are demonstrated within the livestream relate to the concept of both trust and the value of those livestreamers, which means of solidifying the purchase intentions of viewers of those livestreams.
[bookmark: _Toc237395997]2.5 Electronic Word-of-Mouth and User-Generated Content
Given that the information provided by eWOM and UGC is not typically contained in the brand communications itself, these two types of communication continue to relate to the consumer evaluation of those products. Authors Cheung and Thadani (2012) found that the influence of eWOM relates to the interactions between the characteristics of the message that is published and the judgements of the consumers who read that content. Authors Erkan and Evans (2016) found that the usefulness of the information that is published on social media sites and the relationship between that eWOM and the purchasing intention of the consumers of those products is a mediator of that relationship at the micro- or meso-levels. Finally, authors Ismagilova et al. (2020) also found essentially the same result in their study, finding that factors like credibility, argument quality, and the relationship between the content creators and the consumers all influence the acceptance of the eWOM that is published on those social media platforms. Thus, the infrequent finding that is made by these authors is not that the communication between consumers is persuasive, but that the persuasive power of that communication is contingent upon the consumers’ perception of the information published by their peers as both diagnostic and believable.
[bookmark: _Toc237395998]2.6 Influencer Marketing, Credibility and Congruence
While the studies agree that credibility of the influencer is one of the key determinants of the effectiveness of influencer marketing strategies, there is no consensus in the literature regarding what specific characteristic of the influencer provides such credibility. Studies of the credibility of influencers is typically based upon three facets of that individual: their expertise, trustworthiness and attractiveness (Ohanian 1990). More recent social media study have incorporated elements like appeal, parasocial interaction, creativity and authenticity. For instance, Sokolova and Kefi (2020) found that the purchase intentions of consumers was driven by factors like credibility and parasocial interaction with the influencer; Lou and Yuan (2019) found that the message value of the content created by the influencer interacted with the credibility of the influencer to create the purchase intention of the audience members.
Evidence for the fit between the influencer and the product being advertised is more stable. For instance, Belanche et al. (2021) have found that congruence between the influencer and the product is associated with both enhancing the credibility of the influencer to the audience, as well as eliciting specific behavioural responses from those audiences; however, the attractiveness of the influencer has been shown to have a negative impact upon the credibility of that influencer. Additionally, De Veirman et al. (2017) found that the popularity of an influencer on social media can have different meanings and meanings within different contexts, which can weaken the consistency between that influencer and the products they wish to endorse. Furthermore, the authors also found erroneous associations between some social media influencers with their popularity and the products that they endorse. Finally, Casaló, Flavián and Ibáñez-Sánchez (2020) also found that the link between opinion leadership and the characteristics that are of Instagram influencers. Overall, then, these findings suggest that the relationship between the influencer and the product to be endorsed is an even more important factor in determining the effectiveness of influencer marketing strategies than the size of the influencer’s social media audience alone.

[bookmark: _Toc237395999]2.7 Trust, Authenticity, Transparency and Privacy
While trust is the most common form of mechanism that is to be reported in social commerce by past literature, trust has multiple targets for its relationships with consumers. For instance, Hajli (2015) examined the relationship between trust and intentions to perform social commerce. Zhang and Benyoucef (2016) found that trust was a recurring theme within the literature surrounding social commerce. Furthermore, Wang et al. (2022) performed a literature review and meta-analysis of the field that found that trust in the social commerce platform does correlate with purchase intentions from consumers within the platform. Thus, while the general conclusion from these studies is that trust between a consumer and the social commerce platform will lead to lower feelings of vulnerability from the consumer towards social commerce, the studies all indicate that the trust relationship may have different targets depending upon which trust is asked of the consumer.
While authenticity is certainly related to the concept of trust between the brand and influencer, the two concepts should not be confused for each other. Authors Audrezet, de Kerviler and Moulard (2020) investigated the tension between the commercial nature of the activity of influencers yet also their authenticity in performing those activities. Authors Lee and Eastin (2021) investigated how authenticity of the influencer impacts the response that is received from the consumers. For example, authors Gadekar, Diallo and Osburg (2025) discovered that the positive effect that authenticity and a perceived value of a product have upon the consumers is contextualized according to the culture in which the consumers exist. Thus, these studies indicate that authenticity is not attributed to the influencer themselves but is understood as a judgement of the audience regarding the authenticity of that influencer.
The concept of transparency introduces another degree of tension into the study of sponsored content. While the transparency of content can lead to the development of scepticism due to the salience of the persuasive intent of the content, the lack of transparency behind the sponsorship of content can also lead to the development of distrust by the consumers upon disclosure of the sponsorship (Evans et al., 2017; Boerman, 2020). Hudders, De Jans and De Veirman (2021) discuss how commercial only content requires the consumers to gain a comprehension of the advertising literacy and disclosure behind such content. Similar to the discussion of the tension created by privacy in the consumer-brand relationship is a study by Gutierrez et al. (2023) into how the engagement between the consumers and brands can increase the purchase intention of the product amongst consumers in the UK, yet the concerns regarding the privacy of those consumers can have a negative impact upon such purchase intention.
[bookmark: _Toc237396000]2.8 Engagement, Social Proof and Community Influence
Engagement is a hackneyed term in social-media research but is inconsistently defined. Brodie et al. Engagement has been defined as a more general psychological and relational process (Greifeneder et al 2013) whereas Hollebeek, Glynn & Brodie (2014) have subdivided dimensions of engagement into cognitive, emotional and behavioural. Most platform studies base findings on use and performance in aspects like likes, comments and shares that are observable (Voorveld et al., 2018). The key issue is that these behaviours aren’t just passively attentionless (i.e. having more depths all this range is passive attention, and they can include amusement, disagreement or non-preferential habitual use) rather than the direct purchase consideration were looking for. So, engagement should be considered as a mediating variable rather than an equivalent to brand performance.
Social proof is in fact one of the explanations for why visibility of engagement can matter. Cialdini (2009) described how individuals look to the behaviours of others as a cue when faced with an uncertainty, and on social media those cues are highly visible: ratings, follower numbers, trending metrics. Yet the evidence on influencers shows a more nuanced landscape that makes a simple parsing of ‘more is better’ in this instance less robust. Follower account also alters the persuasive value of follower account depending on product compatibility (De Veirman et al., 2017) and cultural values (Kikumori, Maruyama & Ishii, 2025). Thus, numerical fame can play the role of social proof, but this is not a given.
Interactivity may create a stronger form of engagement as it allows the buyer to seek and receive answers. However, in his empirical work Hajli (2015) connects social interactions as an important driver of trust in social commerce, while Zhang et al. (2022) find that trust plays an important role in livestreaming customers retention. The findings of the literature imply that there is a distinction between engagement as a superficial metric and engagement that builds trust or reduces uncertainty. For a manager, this means that likes and views should be evaluated in combination with the quality of conversation, purchasing behaviour and post purchase impacts.
[bookmark: _Toc237396001]2.9 Impulse Buying and the Intention-Behaviour Gap
It is an excellent example of how social media can foil the deliberation process and impulse buying. Impulse buying can be defined as buying something without planning to do so due to an unplanned and sudden desire for an item with low levels of contemplation before purchase (Beatty and Ferrell, 1998; Verplanken & Herabadi, 2001). Such an example is demonstrated on social media through Autumn Djafarova and Alana Bowes’ (2021) discussion of how Instagram advertisements of fashion brands use the influence of the opinion leader and user generated content to create positive emotions in the target audience of Generation Z in the UK, subsequently leading to impulse buying of the featured fashion brands. Although this study identifies an emotional route to impulse buying, the focus on a specific demographic and products limits the generality of these findings.
The broader literature surrounding this topic presents a dispute as to whether the intention to purchase from a specific brand on social media is an adequate measure of the effectiveness of that brand’s social media platform. The Theory of Planned Behaviour, for instance, suggests that while the intention of the consumer to purchase from that brand is the proximal predictor of that consumer’s behaviour, the consumer’s level of perceived control of that behaviour can still intervene in the determination of that behaviour (Ajzen, 1991). Similarly, Pavlou and Fygenson (2006) have demonstrated that the intention of a consumer to perform online shopping is determined by a variety of intention related factors of the consumer, such as the consumer’s attitude towards online shopping, the subjective norm regarding online shopping, and the consumer’s perceived ease of performing online shopping. However, numerous studies that investigate social media platforms end their investigations at the concept of intention of the social media user, which may transform the attitudinal effects of social media use into almost commercial claims regarding the effectiveness of social media in a way that is wider than warranted by the evidence.
[bookmark: _Toc237396002]2.10 Theoretical Frameworks
[bookmark: _Toc237396003]2.10.1 Stimulus-Organism-Response Model
As part of the Stimulus-Organism-Response model, the environmental stimuli influence the cognitive and emotional states within an organism, leading to behavioural responses. Social media stimuli: an endorsement, review/visual content (e.g. Organism: Trust, perceived value (debatable), credibility judgements and attitudes + arousal. Response: engagement with the brand/product on social media, purchases of the brand/product, impulse buying of the brand/product, purchase of the brand/product. The value of the model is to avoid the assumption of the relationship between the exposure to the stimuli and the behaviour. Social media features use emotional or evaluative moderators to influence the customers’ behaviour Djafarova and Bowes (2021); Tsimonis (2026). However, the drawback to using this model is reducing the potential for the social journey to be socially constrained in creating responses to these separate stimuli and responses (Mehrabian and Russell, 1974; Djafarova and Bowes, 2021; Asma and Afreen, 2022).
[bookmark: _Toc237396004]2.10.2 Theory of Planned Behaviour
The Theory of Planned Behaviour posits that behaviour is preceded by intention which can be determined using attitude, subjective norm and perceived behavioural control (Ajzen, 1991). Changes in attitudes are driven by information and emotional appeals, changes in subjective norms through peers and visible approval, and changes in perceived control action demonstration, convenience and purchasing links. TPB is especially suited to separating intention from behaviour. But this relies on self-report and is often not designed to account for (possibly automatic) habitual, impulsive or algorithmically shaped action (Ajzen, 1991; Pavlou and Fygenson, 2006).
[bookmark: _Toc237396005]2.10.3 Social Influence Theory
Social Influence Theory (SIT) is one theory that defines how we are affected by other people and how this affects our attitudes and behaviour. Kelman (1958) distinguishes between compliance, identification and internalisation. With influencer marketing, this can be all three – a purchase to get a discount, copy an aspirational lifestyle or follow a recommendation because it fits the value system. It accounts for why similarity, group norms and parasocial relationships are significant, but less so for platform algorthims and commercial design (Kelman, 1958; Cialdini, 2009).
[bookmark: _Toc237396006]2.10.4 Integrating the Frameworks
The three theories are complementary. While S-O-R describes the mediating relationship between platform cues and internal states and response. TPB explains how attitude, norms and control lead to intention, but why intention may not become behaviour. Social Influence Theory describes the interpersonally mediated processes supporting peer and influencer effects. A comprehensive model thus, considers social-media content and social cues as stimuli; trust, perceived value, attitudes and social norms as internal mechanisms; and engagement, intention, impulse buying and actual purchase as separate outcomes respectively (Mehrabian and Russell, 1974; Ajzen, 1991; Kelman, 1958).

[image: ]
Figure 2.1: Integrated theoretical framework developed from the literature review.

The literature translated into the analytical model utilised throughout this dissertation (Fig 2.1). Within this model, factors like content quality, eWOM and UGC, cues from influencers, and cues from the platform and its community stand out as the main triggers from social media platforms. Each of these factors is thought to first impact the internal states of consumers of trust, credibility, value, attitude, emotion, subjective norms, and perceived control, prior to having any impact upon their engagement with and purchase intentions towards those platforms, purchases, impulse buying behaviours, and their actual or post-purchase behaviours. Each of these models represents the various stages within the same process, hence the reason for the combination of the Social Influence Theory with the Stimulus-Organism-Response model and the Theory of Planned Behaviour in analysing these various concepts relating to social media platforms and their use by consumers.
[bookmark: _Toc237396008]2.11 Identified Research Gaps
The first type of gap exists in the outcomes of social media influencing. Numerous studies compare the purchase intention, engagement, and attitude towards brands with the actual purchases that are made I think they matter but I would not consider them to be sales. Instead, studies focus on conversion and repeat purchases of products by consumers (Ajzen, 1991; Pavlou and Fygenson, 2006).
The second gap that exists in the literature relates to the specific populations and fields in which the research occurred. For instance, the majority of the studies that have occurred in the U.K. relate to young consumers, the fashion industry, the beauty industry, the luxury goods industry, and consumers in London. Few studies have taken place regarding older individuals in the same country, consumers from other regions of the U.K., and those that do not exhibit a high level of engagement with social media platforms and their brands (Vrontis et al., 2021; Djafarova & Bowes, 2021).
The third and final gap in the literature is in the comparison of social media platforms. The majority of studies have occurred on Instagram and content created by influencers on the platform. Few studies have taken place on other social media platforms, such as TikTok, and their influencers and content creators (Appel et al., 2020; Voorveld et al., 2018). Additionally, each platform offers different affordances for the individuals that utilize the platform, which indicates that the impact of the platform should not be assumed to generalize for each platform (unchanged).
The fourth gap relates to the concepts of trust, credibility and authenticity, which are related but not the same. Furthermore, the degree of comparability between the studies would be increased if the measures were defined more precisely (Brodie et al., 2013; Hollebeek, Glynn and Brodie, 2014).



[bookmark: _Toc237396009]Chapter 3: Research Methods and Methodology
[bookmark: _Toc237396010]3.1 Introduction
This chapter is dedicated to the methodology that was used to answer these questions. This is a qualitative secondary literature review, not a new survey or interview study. The contents of this chapter will cover the research philosophy, theory development, methodology, search strategy for the literature, the criteria for selecting studies for review and discussion with the process of extracting and analysing the data from those studies, as well as the ethics and limitations of the research process in general. Each of these processes and discussions were created to ensure that the research was transparent and replicable, as well as in the context of the scope of an undergraduate dissertation (Saunders, Lewis and Thornhill 2019; Snyder 2019).
[bookmark: _Toc237396011]3.2 Research Philosophy
The approach that will be taken in this text is pragmatist critical. A pragmatist approach is appropriate for this study due to the need for evidence from different methods of studying the topic. Quantitative research studies would measure the relationships between variables, such as trust and the intention to purchase a product. Qualitative research studies would seek to understand the consumers’ perception of the content of the brands. A critical approach to this research study is appropriate to develop concerns regarding the consumers’ intentions to purchase the products as compared to their actual purchasing of the products, and to examine issues regarding privacy and disguised advertising (Saunders, Lewis and Thornhill, 2019; Creswell and Creswell, 2018).
A purely positivist approach to this research study would have been appropriate if there was a need to focus on the objective measurement of the phenomena and to draw conclusions regarding generalisable relationships between variables. A purely interpretivist approach would have enabled research studies to gain a detailed understanding of the phenomenon being studied but would not have made use of the quantitative data available on the topic. The use of a pragmatic research approach is therefore more appropriate for this research study, as it allows for different methods of studying the same research topic and enables the researchers to focus on answering the research questions that were posed for this research study (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc237396012]3.3 Methodological Choice and Research Strategy
The methodological choice for this research is the performance of a mono-method synthesis of the published research on the topic. The numerical evidence from the research studies was not pooled into this dissertation; however, the quantitative, qualitative, and mixed methods research studies comprise an evidence base for the research that was conducted. Furthermore, because of the variance of the populations, platforms, constructs, and measures of outcomes that were included in the existing research studies, a review strategy that did not require the pooling of research results was performed. More specifically, the research was not performed as a meta-analysis, which requires the outcomes of the research studies to be comparable to one another. However, the literature review does make inroads into addressing the problem of arbitrary selection of studies by performing searches for and selection according to specific criteria and strategies (Tranfield, Denyer and Smart, 2003; Snyder, 2019; Paul & Criado, 2020).
[bookmark: _Toc237396013]3.4 Search Strategy and Information Sources
A search strategy was constructed around the aims of the research and the concepts identified. Search terms included concepts related to social media as well as the results and processes of consumers. Examples of search terms included: social media AND consumer buying behaviour; social media influencer AND purchase intention; electronic word of mouth AND consumer choice; user-generated content AND purchase; social commerce AND trust; Instagram OR TikTok AND impulse buying; and United Kingdom OR UK consumer. Searches were conducted in databases containing academic and publisher publications, such as Google Scholar, ScienceDirect, Emerald, SAGE, SpringerLink, Taylor & Francis and institutional repositories (Tranfield et al., 2003; Booth et al., 2016; Page et al.
Foundational theories and studies that have been cited within the literature were located through searching the references of included studies. Searches forward in time of these references located more recent studies that could potentially relate to the topic. Studies with relevant titles were located, and their full text accessed if available. Studies published within the United Kingdom were preferentially selected for inclusion, but also studies published internationally relating to important perspectives or veracity to the topic were also included (Webster and Watson, 2002; Booth et al., 2016).

[image: ]
Figure 3.2: PRISMA-style flow chart for the search and study-selection process (adapted from Page et al., 2021).
The search and selection process is displayed in PRISMA-style so that the screening logic is visible. From an initial total of 186 records, duplicates were removed (n = 24), with title and abstract screening leading to the exclusions of a further 61 records, before arriving at 25 studies in synthesis, with prioritisation of 10 core empirical studies for close comparison. Although we number the sections to illustrate our way of structuring a review, Numbers do not imply completeness in particular in terms of a formal systematic review (Page et al. 2021).

[bookmark: _Toc237396014]3.5 Inclusion and Exclusion Criteria
An overview of the criteria that were implemented for the ten-paper analytical sample is provided in table 3.1. The studies needed to be peer-reviewed empirical reports that discussed the topic of social media or something related to social commerce and had a consumer response that related to the research questions for this review. Furthermore, the research needed to be available in English with a date between 2021 and 2026, as well as utilized the UK or another country for its research sample. As presented within Chapter 2, research and literature that did not meet these criteria were not utilized within this research for various reasons (these literature citations discuss concepts related to social media and consumer response but did not utilize empirical research to test those concepts: Booth et al.2016; Snyder 2019).
Related studies were excluded from this analytical research if they contained any of the following features: (1) studies that indicated that they were presenting empirical data for review, (2) studies that made clear that their outcome was not related to consumers, (3) studies that did not have a clear connection to social media, (4) studies that were duplicated by another research report, and (5) studies that did not have enough detail regarding their methods to be included in this analytical review. While international studies were eligible for inclusion, the geographical focus of those studies was to be used as an interpretative lens on the study rather than as a feature that would guide its inclusion (Tranfield et al., 2003; Page et al., 2021).
[bookmark: _Toc237396015]3.6 Study Selection, Quality Appraisal and Data Extraction
Selection followed identification, title-and-abstract screening, full-text eligibility assessment and final inclusion. The ten retained empirical papers constitute the complete analytical dataset for Chapter 4. This distinction is important: Chapter 2 uses a wider body of credible academic literature to establish common findings, competing arguments and theoretical context, whereas Chapter 4 analyses only the ten studies selected through the stated eligibility process (Page et al., 2021; Aromataris and Munn, 2020).
Quality appraisal considered the appropriateness of design, clarity of sampling, construct measurement, analytical transparency, acknowledgement of limitations and the match between evidence and conclusions. Qualitative research was assessed for sampling and interpretive transparency; survey studies were assessed for sample adequacy, measurement and the limits of cross-sectional inference; experimental and cross-cultural studies were assessed for the realism of stimuli and transferability. No single study was treated as definitive, and contradictory results were retained because they help identify boundary conditions (Aromataris and Munn, 2020; Gough, Oliver and Thomas, 2017).
A structured extraction matrix recorded author and year, country/context, purpose, sample and method, main constructs, key findings, limitations and recommendations or implications. This matrix was then used to make explicit comparisons among the ten papers rather than producing isolated paper-by-paper summaries.

[bookmark: _Toc237396016]3.7 Data Analysis
Following the coding of the data according to the descriptors, the codes were classified into higher-level themes. These themes were then compared across the various methods to identify similarities and differences among the findings. The overall categories that were identified were as follow: content quality and evaluation; eWOM/UGC and risk reduction; influencer credibility/authenticity/temperature; trust/privacy and consumer-brand interaction; social proof/engagement, impulse purchasing: intention-behaviour gap (Braun and Clarke, 2006; Thomas and Harden, 2008).
These theoretical frameworks were used as lenses of interpretation for the data instead of strict coding categories. The S-O-R framework helped to categorize and interpret the external stimuli, internal states and external responses to those stimuli. The TPB was used to interpret the influence of certain factors on the attitude, perceived social norms and the perceived freedom to perform the behaviour (conversion from intention to behaviour). Finally, Social Influence Theory was used to interpret the impact that the presence of others had upon participants’ behaviour. Additionally, the findings that contradicted the existing theories were not discarded from the analysis - their presence indicates potential limitations of the theories (Dubois and Gadde, 2002; Braun and Clarke, 2021).
[bookmark: _Toc237396017]3.8 Ethical Considerations
There were no human subjects involved in this dissertation, as well as no personally identifiable information being collected from individuals as a result of the study. Thus, risks associated with informed consent and confidentiality were not an issue for this dissertation as they would be with primary research. However, ethics did apply to the requirement of accurately citing the studies referenced within this dissertation, honestly presenting the results of the studies, avoiding plagiarism, and disclosing any limitations to the studies. Abusing any study to make a certain argument more convincing was not an activity that was undertaken in the preparation of this dissertation. Some of the ethical questions that were discussed within the dissertation included questions of privacy in the context of social media (see American Psychological Association), as well as questions of transparency in social media sponsorships, the manipulation of individuals via social media platforms, and the use of urgency cues in social media advertisements and marketing campaigns (see UK Parliament).

[bookmark: _Toc237396018]Chapter 4: Findings, Analysis and Discussion
[bookmark: _Toc237396019]4.1 Introduction
This chapter only reviews the ten empirical papers that were selected from the study-selection process. The discussion of these papers does not cover the wider literature in the field, as this chapter intends to address the findings in relation to the defined sample of the population and not the literature base of the field. Therefore, each of these ten papers is discussed in relation to one another to highlight any agreements, contradictions, and differences between the studies, as well as any limitations of the studies (See Appendix 1).
[bookmark: _Toc237396020]4.3 Theme 1: Content Quality, Interaction and Consumer Evaluation
Three studies share a common theme regarding the impact of social media exposure and interaction by highlighting that such exposure is only the starting point for consumers. Chan (2022) demonstrated through influencer content that the informational and inspirational content produced in the UK had elicited consumers’ imitation, loyalty, and purchase-related responses. Onofrei, Filieri and Kennedy (2022) postulated that social media interaction has a more mechanistic impact on consumers’ purchase intention and behavioural engagement, focusing on the influence of credibility, homophily, and the content posted on social media platforms. Tsimonis (2026) discovered that the demonstration and interactivity of the products on live commerce platforms had a significant impact on the purchase intention of consumers in the UK through the development of trust and the perception of the products’ value. Overall, the main point made by these studies is that the usefulness and quality of the relationship between social media platforms and the content creators has a more significant impact on the consumers than the number of contacts or interactions that occurred (Chan, 2022; Onofrei, Filieri and Kennedy, 2022; Tsimonis, 2026).
However, nevertheless, the three studies can make different things. Chan (2022) discovers associations but not causal links between the variables studied yet used questionnaire evidence. However, Onofrei, Filieri and Kennedy (2022) include statistics regarding the mediating factors, but their cross-sectional study design makes it impossible to show causality between the variables studied. Tsimonis (2026) used a large sample of consumers of live commerce in the UK; however, all participants were already familiarized with the live commerce format. Thus, the quality of the evidence regarding the mediating factor is preferred, albeit with varying completeness according to the two different samples of consumers used in the studies (Chan 2022; Onofrei, Filieri & Kennedy 2022; Tsimonis 2026).
[bookmark: _Toc237396021]4.4 Theme 2: eWOM, UGC and Social Validation
The role of peer communication in the purchasing process is driven not just by the information shared, but also the social validation. Park, Hyun and Thavisay (2021) found that among the UK clothing consumers surveyed, the more positive the social media word of mouth about a particular clothing item or brand was, the higher the perceptions of the value of that item was of consumers, and the more likely they were to purchase that luxury brand. Furthermore, Djafarova & Bowes (2021) discovered that user generated content was able to act as a similar force to advertisements in driving impulses to purchase clothing among Gen-Z individuals. For instance, Onofrei, Filieri and Kennedy (2022) found that introducing similarity between the social media users intended to interact with and the individual posting content increased the intention of those consumers to engage with the social media user creating those communications. Thus, while each of these studies essentially agree that incorporating elements related to the peers has an effect upon the consumers, they disagree as to the exact nature of that effect - whether related to the evaluation of value of the product (Djafarova and Bowes, 2021), impulses to purchase the product due to emotions felt viewing the user generated content (Park, Hyun and Thavisay, 2021), or the similarity between the individuals involved in the social communication (Onofrei, Filieri and Kennedy, 2022).
The difference in the methods that these authors employed is significant. Djafarova and Bowes (2021) provide an in-depth discussion of the experiences of impulse purchases but from a significantly smaller group of users within the sector. However, tests that are based on larger samples of users can be seen in the work of Park, Hyun and Thavisay (2021) and Onofrei, Filieri and Kennedy (2022). Overall, then, each of these ten papers provides evidence that eWOM and UGC are playing a significant role within the evaluation of products by consumers in the UK but does not provide a basis for equating those observations of eWOM and UGC to actual purchases of those products within the country as a whole (Djafarova and Bowes, 2021; Park, Hyun and Thavisay, 2021; Onofrei, Filieri and Kennedy, 2022).
[bookmark: _Toc237396022]4.5 Theme 3: Influencer Credibility, Authenticity, Fit and Popularity
Five of the chosen papers indicate the conditional nature of influencer effectiveness. Belanche et al. (2021) show that factors like the fit between the influencer and the product can contribute to positive outcome of the influencer, while perceptions of the pay-for-play nature of influencers can detract from the credibility of those influencers. Chan (2022) addressed the importance of the content created by influencers to those products in the UK. Gadekar et al. (2025) discovered that factors like authenticity and the perceived value of the influencer and its content can both contribute to the positive outcomes created by influencers in both the UK and India. Thus, each of these studies demonstrates the importance of the legitimacy of the influencer to the effectiveness of that influencer (Belanche et al., 2021; Chan, 2022; Gadekar, Diallo and Osburg, 2025).
Kikumori, Maruyama and Ishii (2025) also provide a rebuttal to the notion of the credibility of influencers with larger followings. Their research in this cross-national study demonstrates that the cultural values of the consumers has an impact upon how they respond to influencer followings. Adaba, Frimpong and Mwainyekule (2025) add to this discussion by finding that influencers have a positive relationship with purchase intention in Greater London yet a negative relationship with both purchase intention and trust. Together, these five studies indicate that credibility, authenticity, fit and popularity of influencers are not independently active. Instead, influencers may be considered to have both popularity and credibility yet with which consumers are reluctant to adopt the commercial recommendations of those influencers (Belanche et al., 2021; Gadekar, Diallo and Osburg, 2025; Kikumori, Maruyama and Ishii, 2025; Adaba, Frimpong and Mwainyekule, 2025).
[bookmark: _Toc237396023]4.6 Theme 4: Trust, Privacy, Value and Consumer-Brand Interaction
Trust is seen within the identified evidence yet not in a positive or even manner. The results help to indicate that trust functions as the mediating mechanism that explains the positive relationship between credibility, interactivity and demonstrations by streamers and the value of those streamers and the intentions of the viewers to purchase from those streamers (Tsimonis 2026). Gadekar, Diallo and Osburg (2025) also identify that credibility and satisfaction are the mechanisms through which authenticity and value create positive impacts upon influencers. Gutierrez et al. (2023) indicate, however, that while social media engagement and advertising create positive impacts upon purchase intention from consumers, the interactions between brands and consumers is limited due to privacy issues. Thus, one implication of these results is that trust is built through the exchange between influencer and consumers of information and usefulness rather than through the stand-alone factor of trust (Gutierrez et al., 2023; Gadekar, Diallo and Osburg, 2025; Tsimonis, 2026).
The most potent form of refutation of this theme is provided by Adaba et al. (2025), who found a negative association between trust and the resulting purchase intention - the exact opposite of the result found by Tsimonis et al. (2026). The reasons for such a discrepancy may lie in the targets of trust within those two studies, the type of relationship between the participants and the influencers depicted within the studies, or the convenience sample of Greater London residents utilized in Adaba et al.’s study, as compared to the unspecified population of Tsimonis et al. While these possibilities can be theorized, neither is confirmed by the ten research papers cited in this introduction. Instead, though, the studies by Gutierrez et al. Furthermore, the study results of (2023) indicate that even though the user may view the interaction as positive, they may feel inhibited by the privacy-related aspects of that interaction (Gutierrez et al., 2023; Adaba, Frimpong and Mwainyekule, 2025; Tsimonis, 2026).
[bookmark: _Toc237396024]4.7 Theme 5: Purchase Intention, Impulse Purchase and Actual Behaviour
Another finding that is common across studies is the dominance of the factor of purchase intention over actual behaviour. Authors such as Onofrei etal, Filieri and Kennedy (2022), Gutierrez etal (2023) (2023), Kikumori, Maruyama and Ishii (2025) and Tsimonis (2026) predominantly used methods to measure the intent of consumers to participate in impulse shopping rather than the actual behaviour of the consumers to purchase these products. Thus, there is a uniform weight of evidence that shows the psychological and attitudinal impact of impulse shopping but a flimsier weight of evidence to support any sales-related claims regarding impulse shopping. Furthermore, studies that investigated impulse shopping behaviour more specifically, such as Djafarova and Bowes (2021), who examined impulse shopping for fashion apparel, and Adaba, Frimpong and Mwainyekule (2025) who examined both the intention and behaviour of consumers that attempted to model these two variables as separate and distinct phenomena, found that the conversion of impulse shopping intention to behaviour was weak (Djafarova and Bowes, 2021; Park, Hyun and Thavisay, 2021; Adaba, Frimpong and Mwainyekule, 2025; Tsimonis, 2026).
[bookmark: _Toc237396025]4.8 Integrated Cross-Study Discussion
A review of the ten papers reveals the various stages through which social media influences its consumers. The consumers are exposed to each of these stages in the following order: content quality, electronic word-of-mouth and user-generated content (eWOM/UGC), influencer characteristics, follower numbers, and interactivity and consumer-brand engagement. Furthermore, each of these characteristics is evaluated by the consumers according to elements of credibility, authenticity, trust, value, and similarity with the social media influencer or its privacy concerns and reactions with emotion. Finally, each of these evaluations can lead to certain behavioral outcomes from the consumers, such as engagement, purchase intention, and even buying behaviour. Thus, as a result, the relationships between influencers and their audiences have been investigated in a variety of contexts, including but not limited to discussions of Generation Z fashion consumers (Djafarova and Bowes, 2021; Onofrei et al., 2022; Gutierrez et al., 2023), and more general discussions of the social media audiences as a whole (Gadekar et al., 2025; Tsimonis, 2026).
The influence of social media upon consumers is also conditioned upon several factors. Djafarova and Bowes (2021) reveal some differences in the responses of consumers to social media influencers. Belanche et al. (2021) find, however, that the credibility of those influencers is contingent upon the relationship of that influencer to the products that are represented on social media. Gadekar, Diallo and Osburg (2025) found that the interaction between social media consumers and influencers appears to depend upon the culture of the consumers. Kikumori, Maruyama and Ishii (2025) exhibited similar findings regarding the role that the culture of the consumers plays upon the influence of social media on those consumers. In relation to privacy, Agudo et al (2023) found that concerns regarding the privacy of consumers when engaging with social media influencers is one of the barriers to the influence of those social media platforms upon those consumers. Additionally, the glance between the intention of social media influencers to purchase a product from a company and the actual purchasing behaviour of those consumers is found to be only moderate in strength according to Adaba, Frimpong and Mwainyekule (2025). Thus, all of these factors influence the influence of social media on consumers - including the product-influencer fit (Belanche et al., 2021), the culture of the consumers (Gadekar, Diallo and Osburg, 2025; Kikumori, Maruyama and Ishii, 2025), the privacy concerns of those consumers (Agudo et al., 2023), the characteristics of the audience that those influencers follow (Adaba, Frimpong and Mwainyekule, 20125), and even the outcome that is to be measured by those influencers (Gutierrez et al., 2023).
All but 10 of the studies use quantitative and self-report methodologies to collect the data required from the consumers. These methodologies enable the study of the correlation between different variables within the study but have less capacity {to show how one thing causes another.} While Djafarova and Bowes (2021) is a qualitative study which gives you richer information on the consumer experience. Kikumori, Maruyama and Ishii (2025) use an experimental design to their study. Each of these methods covers only part of the story regarding consumer behaviour. Overall, though, the findings of these studies do indicate that various elements of social media can impact both how consumers think about a product and their intent to purchase that product (Djafarova and Bowes, 2021; Kikumori et al., 2025; Adaba et al., 2025).





[bookmark: _Toc237396026]Chapter 5: Conclusions, Limitations and Recommendations
[bookmark: _Toc237396027]5.1 Introduction
This chapter concludes the dissertation by answering the objectives and research problem, summarizing the contribution, acknowledging limitations and presenting recommendations for practice and future research.
[bookmark: _Toc237396028]5.2 Conclusions against Research Objectives
Objective 1 was to examine the effects of social media content and interaction on the perception and evaluation of products and brands by consumers. The literature review indicates that informative, relevant, entertaining and interactive content can positively impact the perceptions of the brand and its products by consumers. Content that helps to reduce uncertainty for the consumer is especially useful in creating a positive impact on the consumers’ evaluation of those products. Content that is simply exposed to consumers, however, is not enough to create such an impact.
Objective 2 examined eWOM, UGC and influencers. Peer reviews and content posted by users can be helpful to other consumers considering the same products, while influencers can have an impact upon the attitudes of those consumers towards those products. The influence of these factors is strongest when the content is genuine and relevant to the consumers’ interests, but weakens with manipulated reviews, unclear sponsorships, and excessive commercialisation of social media content.
Objective 3 evaluated the impact of trust, credibility, authenticity, perceived value, privacy and social influence as variables of interest in the social media and social marketing literature. Each of these variables is generally considered to impact the decisions of social media consumers to purchase the products of those brands. Trust is generally positively associated with purchase intention but has multiple dimensions and can be negative in certain dimensions. Authentic and transparency are important to allow consumers to understand the commercial content posted on social media, while social influence relates to social norms and potential herd behaviours.
Objective 4 performed a comparison of the social media literature review. Most studies indicate the positive relationship between social media activity and purchase intention. The principal contradiction in the literature is regarding the trust variable and how it impacts the actual purchase of the products by consumers. Limitations of the literature include the use of cross-sectional and self-reported surveys, narrow samples of social media consumers, focus on a single social media platform, and limitations to specific industries represented in the social media studies.
Objective 5 performed a review of the recommendations that can be made to social media and marketing businesses based upon the literature review. Social media and marketing businesses should focus upon publishing useful content, publishing content from credible and authentic sources, respecting consumer privacy, and implementing sales and purchase metrics that reflect the actual outcomes of their products. Businesses should avoid using their social media platforms to showcase their products without providing an explanation of how such products can benefit the consumers, their purchase intention, or their actual sales of those products.
[bookmark: _Toc237396029]5.3 Overall Conclusion on the Research Problem
Social media does have an impact upon consumer behaviour in the UK although conditional. The impact upon consumer behaviour can be seen in each of the five stages from knowledge to social norms and from intention to purchase. Of these stages, credibility, trust, value and authenticity have the most impact upon consumers. The remaining stages relate to the cost of the product, its availability, the demand for the product and the feeling of power that consumers have when purchasing these products. Overall, then, social media does appear to have an impact upon consumers’ purchase intentions but not upon their definitive purchase of those products.
[bookmark: _Toc237396030]5.4 Original Contribution
The dissertation enhances the existing literature by bringing together the different streams of literature, focusing on the aspects of engagement, intention, impulse buy and action consumer behaviour. The ten core studies are positioned within the wider literature in the field rather than just considering them in isolation as the review studies. Furthermore, the evidence from the UK is contextualised with the international literature in the field, and the considerations of privacy and consumer welfare as part of the consideration of marketing effectiveness in general.
[bookmark: _Toc237396031]5.5 Limitations
The main limitations of this study were its secondary nature and reliance on published data. The study did not go to any raw data or look at transactions. Furthermore, the review was only semi-structured as opposed to being conducted as a complete systematic review. Thus, it is possible that some studies were missed in this review (especially those that were newer or still unpublished), and that there is publication bias in the research literature. Finally, there is also a scarcity of studies that examine the UK specifically, and even then, often with a focus on specific groups. Findings may rapidly become old news, however, with the introduction of even new platforms in the country.
[bookmark: _Toc237396032]5.6 Recommendations for Practice
Beyond the number of posts or the visual aspects of the social media content, there is also evidence regarding the type of content that is posted. For example, useful content and interactions that demonstrate the products can enhance the trust that consumers have of the brand, the value of the products, and the intention of the consumers to purchase those products (Chan, 2022; Onofrei et al., 2022; Tsimonis, 2026). However, interactions on social media without the adequate quality of content to back those interactions may have an unpersuasive effect upon the consumers (Chan, 2022; Onofrei et al., 2022; Tsimonis, 2026).
Beyond the number of followers that the social media influencers may have, other factors that should be considered in the selection of those influencers includes their level of relevance to the audience, their credibility and authenticity, and the value that their featured products may provide to their audiences. For example, Belanche et al. Kikumori, Maruyama and Ishii (2025) provided information regarding the characteristics of the consumers that had the best responses to social media influencer accounts with high follower counts. Furthermore, Gadekar, Diallo and Osburg (2022) have also published research that indicates that the authenticity and value of the products that are showcased by these influencers is a major factor in the successes of their social media marketing campaigns. Thus, the inclusion of disclosures regarding the sponsorship of the social media influencers should be coupled with information regarding the relationship between that credible influencer and the product (instead of using the disclosure as an opportunity to obfuscate that relationship).
[bookmark: _Toc237396033]5.7 Recommendations for Future Research
Longitudinal designs, field experiments and behavioural data to study conversion from exposure through to purchase/repeat buying should be a focus of future UK-based research. Through mass market making you will sample on older adults, rural consumers and low-engagement users and more (including to a broader range of the sectors). Comparative studies can examine whether the underlying mechanisms vary across Instagram (Shaw, 2022), TikTok (Jin & Phua, 2014), YouTube (Yamamiya et al., 2005) and/or among different types of platforms such as livestreams or private communities. Define trust, authenticity and engagement consistently, explore AI-generated influencers, algorithmic recommendations and privacy perceptions driven by algorithmic optimisation of consumer vulnerability Such mixed-method designs might combine transaction data with interviews explaining not just if purchases change, but why.
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[bookmark: _Toc237396035]Appendix A: Literature Matrix
	No.
	Author, Year
	Purpose / Context
	Methodology / Sample
	Key Findings
	Limitations / Gap
	Recommendations / Implications

	1
	Djafarova and Bowes (2021)
	To examine how Instagram marketing tools influence impulse fashion purchasing among UK Generation Z consumers.
	Qualitative; eight focus groups with UK Generation Z consumers; S-O-R framework.
	Advertising, influencers and UGC stimulated positive emotions and impulse purchases; gender differences were evident.
	Narrow age group and fashion context; small qualitative sample.
	• Use engaging, credible Instagram content cautiously for younger fashion consumers.
• Test effects in broader age and product groups.

	2
	Park, Hyun and Thavisay (2021)
	To examine antecedents and outcomes of social-media WOM for luxury-brand purchase intention in the UK.
	Quantitative cross-sectional survey of 282 UK clothing consumers; SEM.
	Social-media WOM and value perceptions positively influenced luxury purchase intention.
	Self-reported intention; luxury clothing focus; cross-sectional design.
	• Encourage credible peer WOM and communicate value.
• Validate intention with behavioural outcomes.

	3
	Belanche et al. (2021)
	To investigate how influencer-product congruence and sponsorship perceptions affect influencer credibility and behavioural responses.
	Quantitative empirical study of Instagram users.
	Congruence improved credibility and attitudes; perceived paid communication reduced credibility.
	Not exclusively UK-focused and based on stated responses.
	• Prioritise influencer-product congruence.
• Manage sponsorship transparently to protect credibility.

	4
	Chan (2022)
	To investigate the effect of influencer personality, content and credibility on UK consumer buying behaviour.
	Quantitative questionnaire study of UK social-media users.
	Informative and inspiring content encouraged loyalty, imitation and purchase-related responses.
	Broad product context; self-report and sampling limitations.
	• Emphasise informative and inspiring influencer content.
• Match content to the intended audience.

	5
	Onofrei, Filieri and Kennedy (2022)
	To examine how social-media interaction affects purchase intention and behavioural engagement.
	Quantitative survey; structural equation modelling.
	Source homophily, credibility and content quality mediated the effects of interaction.
	Cross-sectional design; intentions rather than observed purchases.
	• Build interaction around credible, similar sources and high-quality content.
• Evaluate mechanisms beyond engagement volume.

	6
	Gutierrez et al. (2023)
	To assess consumer-brand interaction, social-media advertising attitudes, privacy and purchase intention in the UK.
	Quantitative survey of 541 UK consumers; Social Exchange Theory.
	Social-media activities and advertising attitudes supported interaction and purchase intention; privacy was an important constraint.
	Cross-sectional, self-reported data.
	• Strengthen reciprocal consumer-brand interaction.
• Treat privacy protection as part of relationship quality.

	7
	Gadekar, Diallo and Osburg (2025)
	To compare influencer authenticity and value perceptions in the UK and India.
	Cross-cultural quantitative survey and multi-group analysis.
	Authenticity and functional/emotional value shaped responses differently across cultures.
	Cross-sectional perceptions; within-country diversity not fully captured.
	• Build authenticity and functional/emotional value.
• Adapt influencer strategy to cultural context.

	8
	Kikumori, Maruyama and Ishii (2025)
	To test how follower numbers and cultural value orientation affect purchase intention in the UK, Japan and Singapore.
	Cross-national quantitative empirical study.
	The effect of follower numbers varied according to cultural values and national context.
	Purchase intention rather than actual behaviour; controlled stimuli.
	• Do not select influencers by follower count alone.
• Consider audience cultural/value orientations.

	9
	Adaba, Frimpong and Mwainyekule (2025)
	To examine influencer effects on purchase intention and actual behaviour among Greater London consumers.
	Quantitative survey of 232 social-media users; PLS-SEM.
	Influencers increased intention, but intention weakly converted into behaviour; trust had an unexpected negative relationship with intention.
	Convenience sample concentrated in London; self-reported behaviour.
	• Separate purchase intention from conversion metrics.
• Investigate why trust may coexist with persuasion resistance.

	10
	Tsimonis (2026)
	To investigate how live-stream credibility, interactivity and demonstrations affect UK purchase intention through trust and perceived value.
	Quantitative survey of 478 UK live-commerce purchasers; SEM and mediation analysis.
	Credibility, interactivity and demonstrations increased trust and value, which strengthened purchase intention.
	Existing live-commerce users may be more positive than non-users; cross-sectional design.
	• Combine credible streamers with interactive product demonstrations.
• Test outcomes among non-users and with transactions.
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