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Abstract
The increasing role of digital technologies has changed how businesses communicate with their customers significantly, turning social media marketing into an extremely important tool for the development of startups. This study examines the effect of social media marketing on the acquisition of customers in United Kingdom startup companies. The purpose was to examine the link between the implementation of social media marketing initiatives and customer acquisition; to explore the effective methods of social media marketing used by UK startups; and to investigate the influence of customer engagement, content and platform selection on the results of customer acquisition.
It is clear from the findings that social media marketing can facilitate the process of customer acquisition by promoting brand awareness, increasing engagement and making markets accessible. At the same time, customer engagement metrics such as likes and shares do not guarantee the success of the customer acquisition process. Some of the most effective tools of social media marketing are influencer marketing, creation of user-generated content, targeted advertising and personalised communication. In addition to that, content, engagement and platform selection proved to be the key factors in building consumer trust and purchase intentions. Social media marketing should be seen as an ability rather than a mere tool. As for UK start-ups, the advice is that they should blend their content marketing and customer relationship management.
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CHAPTOR 1. INTRODUCTION
[bookmark: _Toc234853547]1.1 Introduction 
This chapter provides the conceptual and contextual frames of the study by critically reviewing the social media marketing and customer acquisition in the UK start-up environments. It explains research rationale, problem and objective, thus providing a frame of analysis and explaining why a systematic investigation is necessary. This dissertation examines the effect of social media marketing on customer acquisition in start-ups in the UK. The chapter provides background information and then explains the research problem, followed by the research aim, objectives, and research questions. The justification and importance of the study are further explained to show its contribution to the literature and in practice. The scope and layout of the dissertation are also described to show the limits of the research. Chapter 2 reviews the current literature and theoretical framework, while Chapter 3 by describing the methodology used in the research. Chapter 4 presents the results of the study, which consists of finding and analysis. Finally, Chapter 5 of the dissertation sums up the findings and gives recommendations, limitations, and future directions.

[bookmark: _Toc234853548]1.2 Background of the Study 
Digital marketing has recently transformed the modern business landscape by focusing more on customer-centric and data-driven communication paradigms than on conventional marketing strategies. Digital integration is prevalent in the United Kingdom, where nearly 95% of adults are internet users, with nearly 57 million people taking part in social media platforms (Statista, 2024). This growth has heightened the contribution of social media marketing towards granting brands visibility, engagement, and targeted communication through the force of algorithm-based systems. In the UK economy, more than 99 percent of all businesses are small and medium-sized companies, with start-ups solely surviving and thriving thanks to low-cost digital marketing channels (Government Commercial Function, 2024). 
Nonetheless, these companies have been characterised by consistent limitations such as poor resources, low brand awareness and strong competition, which limit the successful transformation of online interaction into customers. Customer acquisition is then a key performance measure, showing a less superficial engagement measure and a quantifiable business result and revenue generation (Orlova, Orlov and Allagabo, 2024). Although this has grown in prominence, there is a lack of UK-based evidence concerning how social media marketing behaviours relate to intra-acquisition outcomes in start-ups and thus the need to research this further.
[bookmark: _Toc234853549]
1.3 Research Problem 
The gap between the scores of engagement and the actual customer acquisition results remains a major issue in UK start-up social marketing. Start-ups become more and more reliant on Instagram, TikTok, and LinkedIn to gain visibility and connect with potential customers, but such engagements seldom translate into long-term purchasing behaviour (Sanches and Ramos, 2025). It is compounded by excess dependence on vanity measures (likes, shares, impressions, etc.), which are not a good indicator of commercial performance or conversion effectiveness. This has caused misinformed marketing decision-making, which results in inefficient utilisation of scarce resources and poor returns on investment. The combination of algorithmic sorting, oversupply of content, and poor targeting granularity adds another factor that reduces the effectiveness of organic distribution channels. Besides, there is limited data available on start-ups operating in the UK, contributing to fragmented information regarding conversions (Gordon et al., 2020). As a result, the major problem is that the activities of social media marketing cannot always produce a measurable customer acquisition process under the conditions of start-ups.
[bookmark: _Toc234853550]

1.4. Research Aim 
The study aims at examining the influence of social media marketing (SMM) on consumer acquisition within the UK startup businesses
[bookmark: _Toc234853551]
1.5 Research Objectives 
· To analyse the link between social media marketing activities and customer acquisition. 
· To identify the most effective social media strategies used by UK start-ups. 
· To examine the impact of engagement, content quality, and platform usage on customer acquisition.
[bookmark: _Toc234853552]
1.6 Research Questions
1. What is the impact of social media marketing on the acquisition of customers in UK start-ups?
2. What are the best customer acquisition strategies in social media?
3. How much do engagement, content quality and platform use influence the acquisition outcomes?
[bookmark: _Toc234853553]
1.7 Rationale of the Study 
One of the main reasons behind this study is that there has been a lingering confusion about the efficacy of social media marketing in creating tangible customer acquisition results for UK start-ups. Despite the high uptake rate of social media platforms because of their low prices and widespread popularity, available data indicate that engagement-related metrics may not always lead to sales conversions. This poses a serious knowledge deficit for resource-limited start-ups that have been using digital channels as a primary entry and growth channel (Mishnick and Wise, 2024). In addition, the literature is disjointed, with minimal synthesis of engagement, the quality of content, and platform utilisation in a single analysis framework. Thus, exploring this problem is necessary to reinforce scholarly knowledge and facilitate better evidence-based digital marketing judgments in the UK start-up ecosystem.
[bookmark: _Toc234853554]1.8 Significance of the Study 
This research is important because it develops scholarly knowledge on the effectiveness of social media marketing through combining the concept of engagement, quality of the content and platform usage as a part of customer acquisition. It strengthens the theoretical application of the AIDA and Relationship Marketing ideas in the context of a start-up in the UK (Isibor et al., 2025). In practice, it helps start-ups to enhance marketing effectiveness and conversion rates. It can also provide useful results for informed decision-making and optimisation of the platform in online marketing strategies.
[bookmark: _Toc234853555]1.9 Scope of the Study 
The sample of companies in the UK that have used social media marketing to attract customers has focused on UK-based start-ups, without considering bigger companies and non-UK companies, to ensure that the samples are representative. Key factors included in the analysis are engagement, quality of content and platform use. It relies solely on secondary data and academic and industry resources. This limitation ensures worthwhile, meaningful and context-specific findings.
[bookmark: _Toc234853556]



1.10 Structure of the Dissertation 
Chapter 1: Introduction sets out the context of the research, problem, aim, objectives and scope, thereby warranting the focus of the study. 
Chapter 2: Literature Review critically looks beyond the existing literature and models of review of how social media marketing and the customer acquisition process work, providing therein considerable gaps. 
Chapter 3: Methodology outlines the research philosophy, design and methodology, explaining why secondary data should be used. 
Chapter 4: Findings and Discussion illustrates and critically interprets the secondary data and relates findings to theoretical visions. 
Chapter 5: Conclusion and Recommendations provides an overview of key findings of the research, research objectives, and both practical and scholarly suggestions for UK start-up marketing strategies.
[bookmark: _Toc234853557]1.11 Chapter Summary 
This chapter summarises the study, maintains the overall contextual background of the study, and justifies the research problem and literature gap defined. It confirms the connection between the research purpose and objectives to maintain conceptual consistency throughout the research. Lastly, it offers a systematic preparation for the literature review, creating a definite analytical sequence.

[bookmark: _Toc234853558]2. LITERATURE REVIEW
[bookmark: _Toc234853559]2.1 Introduction to the Chapter 
The chapter is a literature review on social media marketing within the modern business scene, with a focus on the strategic nature of digital communication and positioning in business. It is also vital in establishing customer acquisition as a key performance determinant in a digital business model, particularly for resource-strapped UK start-ups that must cope with intensely competitive marketplaces. The chapter contextualises the study by challenging areas of thematic concern that need to be addressed critically in the marketing effectiveness and consumer behaviour dynamics. It also provides a systematic description of the flow of analysis adhered to in the literature review. On the whole, it offers a theoretical framework, based on which the outcomes of the activities of social media marketing on customer acquisition may be taken into account and why a transition to the empirical and theoretical evaluation of the outcomes should be undertaken.
[bookmark: _Toc234853560]2.2 Key Concept 
[bookmark: _Toc234853561]2.2.1 Social Media Marketing 
Scholars have conceptualised social media marketing differently, with Li, Larimo and Leonidou (2020) focusing on the digital interaction in its participatory form and Islami, Rahyuni and Rukayyah (2024) focusing on the strategic role of branding, creating a conflict between the participatory and outcome-based approaches. Gerbaudo (2024) notes that the shift to algorithmic visibility is indicated by the transformation of Facebook into TikTok as a platform. Equally, as Sharma and Ashfaq (2023) point out, while the advantage of precision in targeting and content dissemination, others observe that message credibility is damaged by oversaturation. Overall, these insights suggest that SMM is both a chance to engage accurately on a digital front and a confined space influenced by platform algorithms and a focus on content saturation that impacts brand positioning results.
[bookmark: _Toc234853562]2.2.2 Consumer Acquisition
The conceptualisation of customer acquisition among scholars differs, with Rubel et al. (2020) asserting that structured conversion processes are essential, and Santos and Gonçalves (2021) proposing the dynamic and experience-based acquisition model based on the changing customer journeys, which leads to the clash of linear and nonlinear acquisition models. Likewise, traditional scholars of marketing emphasise outreach efficiency directly, but theorists of digital marketing emphasise scalable, data-driven acquisition by social platforms, at the expense of increased cost of acquisition and a lower conversion rate. In addition, funnel-based modelling with relational, claiming that quality of engagement instead of sole exposure is progressively shaping acquisition, thus pointing to piecemeal but developing knowledge of acquisition processes in modern digital and start-up settings.
[bookmark: _Toc234853563]2.3 Link between Social Media Marketing Activities and Customer Acquisition
The correlation between social media marketing practices and customer acquisition is inconsistently perceived in modern scholarship, which is characterised by a disjointed yet developing literature. Simeon et al. (2020) state that interactive communication increases behavioural responsiveness by exposure to social media content, whereas Saari, Haapanen and Laukkanen (2022) state that exposure is never enough without strategic integration of content. This is compounded by empirical results given by Dwivedi et al. (2021), which indicate that like and share counts are commonly indicators of shallow engagement but not actual intention to purchase, which might be a challenge to assumptions that the exposure directly leads to buying.
On the contrary, Bauerova and Koprivova (2025) assert that brand recall is better promoted by digital presence, and it can have an indirect conversion rate due to repeated exposures. Nevertheless, Huang and Liu (2025) emphasise that filtering and content saturation through algorithms erode the predictability of engagement as a conversion ratio. Furthermore, Galdón-Salvador et al. (2024) point out that the engagement-conversion relationship is mediated by content quality, whereas others suggest that platform-specific influences generate mixed results among Instagram, TikTok, and LinkedIn. 
Together, these conflicting views suggest that there is no single opinion on whether social media activity is a reliable way to achieve customer acquisition, especially in the resource-intensive start-up context. The importance of integrating analytical models that incorporate behavioural, technological and platform-level determinants of the effectiveness of acquisitions is emphasised by such inconsistency.
[bookmark: _Toc234853564]2.4 Effective Social Media Strategies used by UK Start-Ups 
The efficiency of social media practice among the UK start-ups is construed differently in the current scholarship, be it as an opportunity or a structural constraint. Belanche (2021) tend to place influencer marketing in the category of a strong tool to grow trust faster via perceived authenticity. Similarly, Elsharnouby et al. (2025) warn that excessive commercialisation of influencers can threaten credibility and diminish persuasiveness. On the contrary, Al-Abdallah and Wright (2025) suggest that, as a cost-effective authenticity motor favour user-generated content (UGC), but objections suggest that its potential is difficult to measure, as it relies on the level of audience engagement, which cannot be projected at an early-stage venture.
Paid advertising is often framed by Truong (2023) as a precision-targeting technology that increases the efficiency of reach, but Davenport et al. (2020) find decreasing returns because of ad fatigue, as well as algorithmic competition, especially when working with resource-constrained start-ups. Equally, Bhattacharjee, Pradhan and Swani (2021) promote community-building techniques in the context of long-term relationship building, but their extra probability has been challenged amid the high-growth start-up world that is oriented towards short-term acquisition pressures when attempting to serve as a strategic goal.
Julaeha (2024) advocates the effectiveness of personalised content marketing in enhancing the relevance of engagement, yet Dwivedi et al. (2021) believe that the effects of personalisation are frequently misleading because in most cases, an algorithm should prevent organic visibility. In all, these perspectives reveal that the advantages associated with social media marketing strategies are rather theoretical, while the signs of actual effectiveness of such strategies with respect to the start-ups operating in the UK are largely dependent on resources and consistency of implementation
[bookmark: _Toc234853565]2.5 Impact of Engagement, Content Quality, and Platform Usage on Customer Acquisition
Engagement has generally been located in the middle in assessing how effective social media can be, although there are concerns about whether engagement correlates positively with the number of customers acquired. As noted by Qin (2020), engagement is not simply another form of interaction; rather, it builds connections between consumers and firms. This claim has been refuted by Dwivedi et al. (2021), however, who argue that engagement is passive and a low-conversion practice. This deviation implies that engagement is not a proper predictor of purchasing intention but a measure of visibility, especially when the maturity of the audience is unbalanced, as is the case in startups.
The quality of content is also a controversial topic in the literature, with T.P et al. (2026), visual storytelling, relevance, and consistency significantly enhance user responsiveness and brand recall. However, the same high-quality materials can be damaged due to the alignment of algorithmic filters and saturation of the site, which will make them less visible and less commercial (Metzler and Garcia, 2023). This resistance brings attention to a structural limitation on the basis of which the effectiveness of content is not a particular feature of the creative value but the methods of distributing content, which are governed by the platform.
The use of platforms also makes the dynamics of acquisition more intricate, with Bauerova and Koprivova (2025) indicating that the platform choice can affect targeting efficiency and conversion route. Conversely, Liang et al. (2025) observe that the disparity in algorithmic penetration of Instagram, TikTok, Facebook and LinkedIn yields divergent results, especially to resource endowed startups. Taken together, these views show that engagement, content quality and platform use work in an interdependent manner, yet do not have a single model explaining how they can be directly related to customer acquisition results.
[bookmark: _Toc234853566]2.6 Theories 
[bookmark: _Toc234853567]2.6.1 AIDA model
Marketing scholars reflect the conceptual strength and analytical weakness of the AIDA model in the interpretation of the model. Virgen (2026) firmly believes in the hierarchical theory of communication by stating that Attention, Interest, Desire, and Action offer a systematic elaboration of consumer progression, especially in the process of directing marketing funnel planning. Tristanto et al. (2021), on the other hand, emphasise its practicality in campaign design because of its lucidity and simplicity in operation. As a result, AIDA still serves to construct the marketing communication reasoning, but in digital terms, its explicatory capacity is modest, as consumer paths are more and more piecemeal, repetitive, and strongly influenced by platform-driven interaction processes, rather than a linear progression, in the context of modern-day acquisition activities.
[bookmark: _Toc234853568]2.6.2 Relationship Marketing Theory 
Relational strength and operational limitation have been recognised as the two interpretations of Relationship Marketing Theory. Rosário and Casaca (2023) claim that the key to maintaining long-term customer relations and loyalty in competitive markets is trust and commitment. Conversely, Hossain, Enam and Tazin (2026) note that the relationship-based method boosts retention due to ongoing engagement and service quality interaction. Nevertheless, both lenses reflect constraints on swift acquisition settings, especially in online sectors that see start-ups focus on immediate conversions rather than the nurturing of relations over time. As a result, although the theory is effective in explaining the creation of loyalty and the maintenance of interest, the ability of the theory to explain the situation is limited in the high-speed social media situations that are dedicated to the direct result at the level of acquiring customers as quickly as possible in UK start-ups.
[bookmark: _Toc234853569]2.6.3 Theoretical Framework 
[image: C:\Users\user\Downloads\ChatGPT Image Jun 13, 2026, 04_55_05 PM.png]
[bookmark: _Toc234836091]Figure 1: Theoretical Framework
Source: Self-made
AIDA Model and Relationship Marketing Theory jointly explain the social media marketing impact on customer acquisition. AIDA is a description of attention, interest and desire to act. RMT focuses on long-term relationships with trust. They both have an effect on consumer response that mediates awareness action to purchase intention, resulting in customer acquisition outcomes. The UK start-up context serves as a control variable, including the firm age and industry type factors.
[bookmark: _Toc234853570]2.7 Conceptual Framework 
[image: C:\Users\user\Downloads\ChatGPT Image Jun 13, 2026, 04_59_21 PM.png]
[bookmark: _Toc234836092]Figure 2: Conceptual Framework
Source: Self-Made
This model describes the association between customer acquisition and social media marketing operations in start-ups in the UK. It is based on the AIDA Model and Relationship Marketing Theory, which collectively interpret consumer behaviour and relational outcomes. The independent variables are engagement, content quality, and platform usage, which are some of the significant marketing activities. These mediate consumer response in the form of awareness, interest, engagement and intention to purchase. The dependent variable, customer acquisition, is an indicator of consumer response in the form of new customers, conversions, and leads. Control variables in the model include UK start-up characteristics, including the firm size and age, and the industry type, which have a relationship with start-ups.
[bookmark: _Toc234853571]2.8 Literature Gap 
The literature indicates that a knowledge gap exists in the effectiveness of social media marketing of start-ups in the UK, and that the studies carried out are predominantly on large businesses, which largely prevents the application to the present context. Lack of integrated models of integrating engagement, quality of content and platform utilisation tend to create fragmented analytical knowledge in academic circles that have become more critiqued. Moreover, the analysis of comparative platforms is still underdeveloped, although there are major discrepancies in the algorithmic behaviour and user Interaction patterns in digital channels. Empirical findings are also unstable in regard to the relationship between measures of engagement and actual conversion performance to refute predictive validity. In this case, the requirement for conducting context-oriented and outcome-oriented research to understand how these social media marketing techniques work under the constraints of start-ups in the UK becomes frighteningly clear. This research fills this gap by incorporating the important variables in a single theoretical framework and is guided by the following research questions:.
1. What is the impact of social media marketing on the acquisition of customers in UK start-ups?
2. What are the best customer acquisition strategies in social media?
3. How much do engagement, content quality and platform use influence the acquisition outcomes?


[bookmark: _Toc234853572]2.9 Summary of the Chapter 
This chapter gives a logical structure to the important concepts in social media marketing, building customer acquisition, and supporting theories such as AIDA and Relationship Marketing Theory, which contribute to a coherent structure of analysis. It presents critically the key discussions in the literature, especially contradictions about the effectiveness of engagement and conversion results. The debate fills a definite gap in the research with limited studies within UK start-up with a lack of an analysis model. Moreover, it provides a rationale of the methodological approach, because gaps identified are matched with secondary data-oriented design. Lastly, it also offers a logical transition to the discussion of methodology, which guarantees theoretical consistency and continuity between conceptual knowledge and the application of empirical research in the study.
[bookmark: _Toc234853573]3. RESEARCH METHODOLOGY
[bookmark: _Toc232512819][bookmark: _Toc234853574]3.1 Introduction
This chapter outlines the methodological approach to the study based on Saunders’ Research Onion. It describes and defends the rationale for research philosophy, research approach, choice of methodology, research strategy, time horizon, data collection techniques, and data analysis procedures. The issues concerning the ethics in the study would be explored in order to preserve academic integrity.
[image: ]
[bookmark: _Toc234836093]Figure 3: Saunders Research Onion
Source: (Saunders, 2019)
[bookmark: _Toc232512820][bookmark: _Toc234853575]


3.2 Research Philosophy
The researcher's conception of how knowledge is created and interpreted is called research philosophy. Common types include positivism, interpretivism, pragmatism and realism. The positivist approach is concerned with objective measurement, and the interpretivist approach is concerned with the meaning, experience and context (Junjie and Yingxin, 2022). The interpretivist philosophy has been applied in this study because the study focuses on secondary qualitative sources to develop an understanding of how social media marketing affects customer acquisition in UK-start-ups. This has been appropriate because engagement, trust, quality of content and the usage of platforms are socially constructed and depend on context. But there might be a subjective interpretation of the interpretivism phenomenon, so credible sources and comparative analysis would be provided to make it more reliable.
[bookmark: _Toc232512821][bookmark: _Toc234853576]3.3 Research Approach
The research approach is an explanation of the process of moving from theory to findings. There are two main types: deductive, inductive and abductive. A deductive method is used to test the theories or hypotheses, and an inductive method is used to build up understanding from the existing evidence (Proudfoot, 2022). The study has been inductive since it does not test numerical hypotheses or attempt to determine their numerical values. Rather, it relies on secondary sources to identify themes related to social media marketing, social media engagement, content quality, social media platform usage and social media customer acquisition in UK start-ups. But inductive research may not be as generalisable, so the comparative analysis would be utilised to enhance the validity of the results.
[bookmark: _Toc232512822][bookmark: _Toc234853577]3.4 Research Choice
Research choice refers to the type of method used to collect and analyse data. There are three primary options: mono-method, mixed-method and multi-method. There were two types of choices within the research: mono-methods use only one type of data, and mixed-methods use both qualitative and quantitative data. This study uses a qualitative approach because it uses secondary qualitative sources only, namely academic journals, books and industry reports (Taherdoost, 2022). This has been suitable because the goal of the research was to identify themes and patterns, not statistical relationships.
[bookmark: _Toc232512823][bookmark: _Toc234853578]3.5 Research Strategy
The overall plan to answer the research questions is known as the research strategy. Typical research strategies are surveys, experiments, ethnography, action research, grounded theory and case study (Saunders, Lewis and Thornhill, 2023). The case study approach has been employed for this study as it centres on a particular context (UK start-up businesses and their social media marketing for acquiring new customers). This can help gain deeper knowledge of actual business situations, including constrained resources and platform hurdles. No primary data was collected. Therefore, surveys and experiments were not chosen, and ethnography and action research were not considered because participants would need to be involved directly.
[bookmark: _Toc232512824][bookmark: _Toc234853579]3.6 Time Horizon
The time period in which the research takes place is called the time horizon. There are two types of surveys: cross-sectional and longitudinal. A longitudinal study involves observing over a long time, and a cross-sectional study involves the study of a topic at one time. The cross-sectional time horizon has been adopted in this study because the secondary evidence that has been used was of the present time, and the researcher has limited time in preparing this dissertation (Saunders, 2019). This has been appropriate as the research was concerned with current trends in the start-up ecosystem in the UK. But it can't necessarily reflect the longer-term trends in customer behaviour or platform performance.
[bookmark: _Toc232512825][bookmark: _Toc234853580]3.7 Data Collection
Secondary data sources were used in this research, taken from peer-reviewed journals and industry (Cheong et al., 2023). A comprehensive search strategy was followed by using keywords such as social media marketing, customer acquisition, start-ups in the UK, digital marketing strategy, social media engagement, quality of content, platform usage, conversion rate, and consumer behaviour. Sources related to the topic were retrieved by searching Google Scholar, ScienceDirect, SpringerLink, and GOV.UK and industry reports. Peer-reviewed journal articles were preferred for academic credibility, while governmental and industrial reports were considered for understanding the context of UK start-ups.
[bookmark: _Toc234853581]3.7.1 Identification of Search Terms
[bookmark: _Toc234836094]Table 1: Identification of Search Terms
	Research Focus
	Search Terms

	Social media marketing
	"social media marketing" OR "digital marketing strategy"

	Customer acquisition
	"customer acquisition" OR "customer conversion"

	Start-ups
	"UK start-ups" OR "small businesses"

	Engagement
	"social media engagement" OR "consumer interaction"

	Content quality
	"content quality" OR "content marketing"

	Platforms
	"Instagram" OR "TikTok" OR "LinkedIn"






[bookmark: _Toc234853582]3.7.2 Inclusion and Exclusion Criteria
[bookmark: _Toc234836095]Table 2: Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Published between 2021–2026
	Articles before 2021

	Peer-reviewed journal articles
	Non-academic blogs

	English language publications
	Non-English sources

	Related to social media marketing
	Studies unrelated to marketing

	Relevant to SMEs/start-ups
	Studies focused only on large corporations.



[bookmark: _Toc232512826][bookmark: _Toc234853583]3.8 Data Analysis
In this study, secondary data were analysed using thematic analysis and comparative analysis. Through thematic analysis, patterns had emerged from the literature, such as social media engagement, content quality, platform usage, customer trust and customer acquisition (Braun and Clarke, 2022). These themes had been directly connected to the research goals. The first step within thematic analysis consisted of familiarising oneself with the chosen literature by reading it more than once. The second step required creating preliminary codes regarding social media engagement, content quality, use of the platforms, and customer acquisition. The third step was focused on identifying themes by grouping similar codes. The fourth and fifth steps included revising and defining the themes to be sure that they correspond to the research questions stated.
[bookmark: _Toc232512827][bookmark: _Toc234853584]3.9 Ethical considerations
This study adhered to ethical considerations as it was done based on secondary data, and there were no human subjects involved in this study. So, there was no need for informed consent or confidentiality procedures (Sony et al., 2025). Academic integrity, however, was still a crucial concern. Harvard referencing was used to ensure that all sources were appropriately referenced to prevent plagiarism. To minimise bias, the study had also relied on reputable academic journals and government publications, as well as trusted industry reports. Besides, the author's ideas were represented in an honest manner without altering their meaning. Overall, ethical practice was maintained as evidenced by accurate referencing, transparent source selection and responsible use of secondary data.
[bookmark: _Toc232512829][bookmark: _Toc234853585]3.10 Summary
In this chapter, the researcher discussed and rationalised the methodological decisions adopted in this study. The research used an interpretivist philosophy, inductive approach, mono qualitative choice, case study strategy and cross-sectional time horizon within the framework of Saunders. The secondary data had been gathered from academic, government and industry sources, and thematic analysis had been employed in the interpretation of findings. Ethical issues were also considered to ensure the high quality and credibility of the research.


[bookmark: _Toc234853586]CHAPTER 4: DATA ANALISYS AND  DISCUSSION 
[bookmark: _Toc234853587]4.1 Introduction
The data analysis and discussion of this research are elaborated in this chapter, analysing the effect of social media marketing on customer acquisition in UK start-ups. Using the qualitative secondary research method explained in Chapter 3, data obtained from scholarly articles and business publications were analysed using thematic analysis. As suggested by the six-step process of Braun and Clarke, which consists of data familiarisation, coding, potential themes recognition, themes review, themes definition, and report writing, thematic analysis was performed. In such a way, several important themes that relate to activities, strategies, engagement, quality of content, and platform use in the field of social media marketing have been identified. The thematic table that was obtained based on the analysed literature is presented in Appendix A. 
[bookmark: _Toc234853588]4.2 Thematic Analysis
· Theme 1: Social Media Marketing and Customer Acquisition
Social media marketing is generally recognised as a key instrument through which start-ups and SMEs can boost customer acquisition owing to increased market visibility, enhanced customer engagement, and extended brand reach. Based on the literature reviewed above, one can say that social media marketing does not affect customer acquisition through one channel only. The success of the specific tool depends on the development of digital skills, implementation, customer engagement, and the ability of the organisation to translate virtual activity into tangible results. Thus, the topic under discussion concerns the first research objective, which relates to the connection between social media marketing and customer acquisition among start-ups and SMEs.


Sharabati et al. (2024) state that digital marketing is a core element that allows SMEs to increase their performance due to enhanced customer communication and efficient market expansion. Namely, social media marketing can help SMEs cope with the disadvantages of traditional marketing owing to the lower cost of advertising and lower cost of customer communication. It is especially important for start-ups because financial restrictions prevent them from competing with other firms via advertising. In this regard, social media marketing can be a good asset through which start-ups can attract customers without making big investments in marketing.
Finally, Laradi et al. (2024) prove that social media marketing capabilities are critical factors of business success. According to their research, companies that have high levels of social media marketing capabilities can understand the needs of customers, develop communication and keep relations with them. In this way, customer acquisition cannot be considered as just being present in social networks and creating useful content. In the case of start-ups from the UK, customer acquisition implies the development of some specific capabilities.
In addition, Matosas-López (2024) examines the hypothesis that customer engagement via social media can predict operating revenue in small and medium-sized enterprises (SMEs). Customer engagement activities have a positive impact on organisational performance, meaning that activities on digital platforms can help startups to become financially successful. At the same time, customer engagement should not be considered as the direct predictor of acquisition success. This emphasises the idea that likes, comments, and shares measure customers' interest rather than the conversion to clients. As a result, startups need to build up customer journeys through engagement, including inquiries, purchases, and relations.



The importance of adaptation in strategy development is supported by Ates et al. (2023). The researchers investigate how organisations react to the changes in the business ecosystem and reveal that different environmental factors, technology, and other factors force companies to change their strategies from time to time. Thus, in terms of social media marketing, startups should not use any stable promotions because of frequent algorithm changes and other changes. It means that social media customer acquisition depends on the ability of the organisation to adapt to environmental changes and adjust the social media strategy.
Furthermore, Ijomah et al. (2024) confirm this idea through the examination of new digital marketing strategies and their role in the competitive advantage and sustainability of SMEs. The authors identify that adoption of new technologies and strategies improves the ability of the company to compete due to better targeting and market presence. However, it becomes evident that the adoption of new technologies is not enough for good results. Instead, it means that the effectiveness of digital marketing activities depends on the integration of digital strategies in marketing activities in general.
Antonio et al. (2024) analyse critical decisions made by organisations in the course of development at the initial stages, paying particular attention to the impact of strategy choices on the firm's growth. While not focusing on the issue of social media marketing specifically, the study helps to provide insight into the problems related to resource distribution that start-ups face. Therefore, social media marketing can be considered a suitable method of customer acquisition because of its potential to create scalable means of reaching prospective customers.




In general, there seems to be a positive relationship between social media marketing and customer acquisition. There are numerous benefits of social media for start-ups, such as better visibility and engagement with customers. However, it is necessary to mention that customer acquisition using social media marketing alone is impossible. To achieve success, a company needs to demonstrate a high degree of digital competency, efficient content management, and flexibility. Hence, social media marketing can be treated as a means of helping start-ups to achieve their goals, rather than a way of customer acquisition itself.
· Theme 2: Effective Social Media Strategies in UK Start-Ups
The need for proper social media strategies has become increasingly important for UK-based start-ups to increase market visibility, build customer relationships, and compete in the digital environment. According to the literature review, successful social media strategies include not just the online presence but the integration of different strategies such as influencer marketing, content creation, advertising, and learning from experiences, which should transform digital interaction into customer acquisition results. 
As mentioned by Sharabati et al. (2024), the application of digital marketing strategies significantly improves the performance of SMEs by enabling better customer communication, expanding market reach, and gaining a competitive advantage. The authors claim that using social media helps start-ups to get the chance to advertise products and cost-effectively communicate with customers. This is especially true for start-ups, since their budget does not allow them to use conventional marketing methods. Nevertheless, successful social media strategies imply not only the presence but also a strategic approach to achieve specific objectives and meet customer needs.



One of the important strategies suggested in the literature is influencer marketing. Atiq et al. (2022) argue that influencer marketing on Instagram leads to the formation of positive consumer reactions to the message due to storytelling and building trust. The authors state that consumers react positively to authentic messages that reflect reality. Influencer marketing is especially useful for start-ups with a lack of brand reputation because it will help to create positive attitudes towards a brand. However, the success of this strategy depends on the selection of suitable influencers.
Likewise, according to Levesque and Pons (2023), interaction with the influencer is an important element of building a value-based consumer relationship. It is claimed that successful influencer marketing strategies are more based on high-quality interaction with the influencer, their connection and credibility rather than on the mere content exposure through usual advertising practices. The findings of the research prove that start-ups should create genuine relations with the influencers and not use them only for traditional advertisements in order to build trust and acquire new customers.
Furthermore, targeted social media advertising is another effective strategy. Hervet and Guitart (2022) have analysed the efficiency of display social media advertising of start-ups and have found that the effectiveness of advertising depends on the features of message design and implementation. It has been proven that start-ups can gain positive outcomes by making advertisements which would demonstrate the benefits of products for the consumer and correspond to their expectations. It should be noted that the paid advertising enables start-ups to target certain consumers; therefore, it can be very effective for resource-constrained start-ups. However, it should be mentioned that the excessive use of paid advertising can lead to the appearance of the ad fatigue problem and high competition for consumers' attention. Therefore, start-ups should maintain a balance between paid and organic strategies in their social media marketing campaign.



Lastly, knowledge management and strategy adaptation are recognised as the main factors which influence the performance of start-ups in social media marketing. Woźny, Sliż and Siciński (2025) emphasise the importance of cooperation and exchange of knowledge in the start-ups' ecosystem. The authors argue that start-ups achieve success because of access to external knowledge and the ability to adjust their strategies to the changing environment. It concerns the social media marketing because start-ups need to monitor the behaviour of the consumer, the platform and competitors.
Moreover, Cuvero et al. (2025) found that knowledge absorption is a key resource that contributes to UK start-up innovation development. This means that learning capability has an impact on the efficiency of start-up use of digital platforms. The information that is provided through social media includes information on consumer feedback, market trends, and customer engagement. Therefore, it allows firms to change their marketing strategy. Consequently, UK start-ups, which use the information on digital platforms, can develop more efficient strategies for acquiring customers.
To sum up, the research indicates that there are several aspects that should be taken into account when developing the social media strategy of UK start-ups. Firstly, it is necessary to provide genuine information and target customers properly. Secondly, customer engagement is another important aspect that should be considered. Finally, start-ups have to adapt to the constantly changing digital landscape. Therefore, social media success cannot be achieved by using the same strategy all the time but depends on the way start-ups are able to combine different strategies.






· Theme 3: Engagement, Content Quality and Platform Impact on Acquisition
Customer engagement, content quality, and social media platforms are the essential determinants of the effectiveness of social media marketing campaigns and customer acquisition. Based on the conclusions drawn from the literature review, it is necessary to understand that the effectiveness of the social media marketing campaign does not depend on the existence of digital platforms only, but also on the company's ability to create valuable content, engage customers and use proper social media platforms based on the behaviour of customers. The chosen theme is relevant to the third research objective – the importance of customer engagement, content quality and social media platforms for customer acquisition.
Zheng, Li and Na (2022) examined the effect of customer engagement on live-streaming commerce and revealed that the interactive digital experience plays an important role in purchase intention and acquisition. From the results obtained, it can be concluded that social media platforms have undergone some changes and now represent not simply a channel of communication, but the place where customers actively participate in the brand experience. Therefore, this finding opens up new perspectives for start-ups to build better relationships using real-time communications, demonstrations, and personalised customer experience. It should be noted that the efficiency of customer engagement is not connected with the number of contacts, but their quality. In other words, the start-up should create the value of customer experience and not just promote itself on social media platforms.
Blut et al. (2023) analysed the results of various customer engagement practices and found that the outcomes of these practices depend on the social media platform used, engagement level and nature of interactions. From the results of this study, it can be seen that likes, comments, and shares are not good indicators of customer acquisition performance. On the contrary, the company should measure how engagement efforts affect relationships, purchase intention and conversions.

Other variables which influence the process of customer acquisition include the quality of the content. From the findings of Zhu, Lang and Dietl (2023), reliability, relevance and authenticity have been found to be the crucial factors which influence the behaviour of consumers on user-generated content sites. It is clear from the findings that the consumers tend to make use of valuable content. With respect to start-up companies, valuable content helps in solving the issue of poor brand recognition by building credibility and differentiating themselves.
The efficiency of digital content marketing was further analysed in the study by Li et al. (2022), which found that valuable and interactive content has a positive influence on online purchase intentions. Content is found to be an important instrument that can guide consumers during their decision-making process through the creation of awareness, interest, and confidence. The theory of AIDA is thus validated.
On the other hand, Habib, Hamadneh and Hassan (2022) found a relationship between digital marketing, engagement and purchase intention. In this case, the findings suggest that digital marketing impacts consumer behaviour through engagement. This means that simply providing content is not sufficient, but there is a need to engage consumers and build their trust. As far as start-up companies go, the combination of useful information and engaging methods may prove useful.
Additionally, Salonen et al. (2024) noted the significance of delivering content at the right time and at the right place. According to their findings, providing relevant content at the right stage increases customer engagement. This means that social media marketing requires knowing customer journeys. The application of this approach to start-ups will improve acquisition performance through the provision of relevant content at the right stage.



In conclusion, the findings reveal that engagement, content quality, and platform use are interrelated components responsible for the acquisition of clients. The importance of social media engagement lies in the opportunity for interaction and forming relationships, while the importance of content quality is determined by its impact on building trust and purchase intention. However, only the engagement component is not enough to ensure the process of acquisition, since businesses need to convert these interactions into something valuable for their customers. Furthermore, the platform itself is also crucial because every platform provides certain advantages depending on the characteristics of the target audience and communication types.
[bookmark: _Toc234853589]4.3 Discussion
The primary conclusion of this study has been that when UK start-up businesses employ SMM, it could positively impact customer acquisition, however, only if they utilise it in conjunction with a strategic campaign and not solely by being visible online. As a result of the findings, it is clear that the engagement, content, platform chosen and digital marketing strategy were some of the important factors in making customers through online interaction. It can be noted here from the findings that just as the presence of a product on social media doesn't guarantee acquisition, it also does not imply that it will not be acquired.
The first major finding suggests that social media marketing has created a lot of opportunities for UK start-ups by raising brand awareness, encouraging customer engagement and increasing market access. From this perspective, the results of the study support the concept of social media marketing as a participatory and strategic process proposed by Li, Larimo and Leonidou (2020), which enables companies to establish digital relationships with their customers. Further, Sharma and Ashfaq (2023) pointed out that companies can reach their customers with greater accuracy and hence have more effective dialogues with them. But one more important conclusion was drawn in the research of Dwivedi et al. (2021) that high visibility doesn't mean customer acquisition. Therefore, ‘likes', ‘shares' and ‘impressions' are not necessarily engagement. 
They are only superficial engagement, and therefore businesses should look at customer acquisition using different metrics and not just based on how many likes, shares and impressions their posts are getting on social media.
Additionally, the study found that social media marketing influences customer acquisition by consumers' responses such as awareness, interest and purchase intention. This concurrence of results with the AIDA model mentioned in the literature review corresponds to the work of Tristanto et al. (2021), who state that efficient marketing communications should take consumers from one stage to another, such as attention, interest, desire and action. At the same time, the findings reveal limitations in using the linear model AIDA in a digital environment.
Secondly, the second significant discovery concerned the effectiveness of social media marketing strategies adopted by start-ups in the United Kingdom. The research revealed that such marketing approaches as influencer marketing, user-generated content, personalised communication, and paid advertisements were effective tools that helped improve the acquisition performance. It coincides with the study carried out by Belanche (2021), as influencer marketing improved the attitudes of consumers owing to their perceived authenticity and credibility. Furthermore, the findings support Al-Abdallah and Wright (2025), who emphasise that user-generated content increases the confidence of consumers since people tend to believe their peers' creations. However, there is a need to identify the drawbacks of these strategies. The excessive commercialisation of influencer marketing strategies decreased the authenticity of these efforts, according to Elsharnouby et al. (2025), while the effectiveness of paid advertisement was limited because of the competition in advertising and consumer fatigue, which Davenport et al. (2020) discuss. Therefore, the UK start-ups need to adopt several strategies rather than one strategy.



Thirdly, engagement, content quality, and platform use acted as related components affecting the acquisition of customers. Engagement helped to improve relationships with customers while high-quality content increased their trust and purchase intentions. The first assumption corresponds to the findings of Qin (2020) when he says that social media engagement improves the relationship between brands and their customers due to interaction. Nevertheless, the findings coincide with those of Dwivedi et al. (2021), who ask the question of the accuracy of predicting commercial success based on the measures of engagement. It means that UK start-ups need to go beyond the engagement numbers and find other measures such as inquiries, conversions, and customer relationships.
The findings related to content quality are consistent with the previous research. Specifically, the study found that informative and visually appealing content makes a positive impact on consumers' behaviour, which confirms T.P.et al. (2026), who underlined the importance of visual storytelling in improving engagement. At the same time, the results revealed that high-quality content was not enough to ensure acquisition because of the role of algorithms and content saturation. Thus, the study is consistent with Metzler and Garcia (2023) and their findings about the importance of algorithmic factors in the distribution of digital content. Hence, entrepreneurs should develop creative content strategies along with adequate distribution.
Also, it was found out that the choice of platform plays a critical role in customer acquisition. The findings proved that the availability of opportunities for customers depended on platform features and communication forms. It supports the work of Bauerova and Koprivova (2025), who stated that platform features and advertising formats affect brand recall and conversion effectiveness. The same can be said about Liang et al. (2025), who mentioned that the difference in algorithms across platforms affects content visibility and interactions. Therefore, UK start-ups need to use the platform-specific approach.

However, it is necessary to state that there were some limitations. First, due to the secondary qualitative evidence used, no statistical relationship was established between any specific social media activity and customer acquisition. Second, different types of industry, business size, and platform affected the generality of findings, limiting the applicability of the results to all UK start-ups. These limitations are related to the research gap highlighted by Antonio et al. (2024) and the frequent lack of attention to small businesses in the literature.
Thus, the discussion shows that social media marketing is a critical and complicated tool of customer acquisition among UK start-ups. The findings confirmed the value of engagement, content quality, and platform strategy mentioned in the literature, but they also showed that mere online activity does not mean success. In conclusion, the successful customer acquisition among UK start-ups depends on the combination of these components with limited resources.
[bookmark: _Toc234853590]4.4 Summary
This chapter consisted of the findings and discussions about the impact of social media marketing on customer acquisition in UK startups. The use of thematic analysis played an instrumental part in discovering three main themes: social media marketing and customer acquisition, social media strategy, and impact of engagement, content quality and platform. It can be seen from the findings that social media marketing has an important role to play in the customer acquisition process due to better visibility, communication and customer relations. But for success in this process, proper implementation is a must. This is the final chapter of the research.


[bookmark: _Toc234853591]CHAPTER 5: CONCLUSION AND RECOMMENDATION
[bookmark: _Toc234853592]5.1 Introduction
The present chapter is devoted to summarising the main results of this study on the effect of social media marketing on the process of customer acquisition at UK start-up firms. This will involve assessing the degree to which the objectives and aims of this study have been fulfilled through the integration of the results of the thematic analysis with the existing literature. The conclusions will be made concerning the connection between social media marketing and customer acquisition, successful methods used by UK start-ups, and the effect of engagement, high-quality content, and platform usage on customer acquisition.
[bookmark: _Toc234853593]5.2 Conclusion based on Aim and Objectives
· Link between social media marketing activities and customer acquisition. 
This study aimed to establish the effect of social media marketing on the customer acquisition processes within UK start-up companies. The research findings established that the social media marketing efforts helped in the acquisition process through increasing brand visibility, engagement with customers, and creating opportunities for conversions. However, the effect was conditional, since just being active on social media does not automatically result in the onboarding of new customers. The success of customer acquisition is influenced by the degree of integration of social media marketing efforts into the company's general marketing strategies. 
Furthermore, the study showed that engagement measures like likes, comments, and shares were indications of customer interest but were not always associated with the results of acquisition. As such, UK start-ups need to focus more on the outcomes related to the conversion process that include inquiries, leads, buying intentions, and customer relations. This is consistent with the view of Dwivedi et al. (2021), who argued that digital engagement measures can be indicative of mere interactions but not of the company's performance. Therefore, this study established that social media marketing acts as an enabler of customer acquisition.
· Effective social media strategies used by UK start-ups. 
As the second aim of the research, the study intended to establish the most efficient social media strategies used by start-ups in the UK. From the results gathered, it is clear that successful start-ups apply a combination of influencer marketing, user-generated content, targeted advertising, personalised communication, and continuous adaptation to new digital surroundings. Influencer marketing proved to be effective because of authentic influencers' ability to create brand credibility and increase consumer trust. This outcome supports the idea expressed by Belanche (2021), who claims that influencer credibility strongly affects consumer attitude and behaviour. User-generated content contributed to customer acquisition through the representation of the genuine experiences of existing consumers, which decreased the level of uncertainty for potential customers. However, the results also identified limitations of the individual strategies. Excessive use of influencers might reduce authenticity, and paid advertisements might become less effective in light of growing competition and advertisement fatigue. Thus, UK start-ups should not rely on one strategy alone but develop integrated social media strategies.
· Impact of engagement, content quality, and platform usage on customer acquisition.
The impact of engagement, content quality, and platform usage on customer acquisition was the focal point of this research project. The results have shown that all three elements are interconnected and can affect consumer behaviour together. Customer engagement helps establish a relationship by promoting interactions between start-ups and customers. Yet, the nature of interaction was found to be more important than engagement itself. Thus, intensive, quality communications and good customer relations are more valuable than achieving high numbers of likes and followers. 



Furthermore, content quality is a decisive element when it comes to making customers aware of the product, trusting in it and intending to make a purchase. High-quality, interesting and attractive visual content played an important role in establishing differentiation and customer trust. However, it is clear from the research results that good content alone will not be enough, as there is no guarantee of visibility due to the algorithmic changes and saturation of content.
Platform usage is another crucial aspect of customer acquisition since the platforms provide different opportunities depending on audience specifics, communication style and algorithms. Thus, UK start-ups should focus on selecting suitable platforms in accordance with their audience and business goals. In general, the study has proven that social media marketing is helpful for customer acquisition among UK start-ups when it is conducted with consideration of engagement, content quality, and platforms chosen.
The results of the investigation show that social media marketing contributes to customer acquisition of start-up companies in the UK in three main areas identified in the thematic analysis. These areas are strategic social media capabilities, appropriate marketing strategies, and the combined effect of engagement, content quality, and choice of the platform on conversion. Nevertheless, the research indicates that mere presence in social media is not enough to gain customers. Successful customer acquisition depends on how well the online interactions can be formed into real relationships with the customers thanks to relevant strategies and content.

[bookmark: _Toc234853594]5.3 Key Findings Summary
The results of the study indicated that social media marketing is crucial for UK start-ups to be successful at acquiring customers, but the effectiveness of this marketing tactic does depend on the way it is done, not just its online presence. Based on the data, it is determined that social media helps to build brand awareness, connect with customers, and promote your business, but relying on engagement rates to measure success in acquisition is no longer an accurate measure of success. The right ways of working with social media include influencer marketing, user-generated content, targeted ads, and personalised communication, which will be successful if done authentically and flexibly. Furthermore, engagement, quality of content, and the right choice of platforms turned out to work together in terms of affecting customer behaviour, purchase intent, and acquisition outcomes. Quality content builds trust, and proper use of platforms helps start-ups get to the right audience.
[bookmark: _Toc234853595]
5.4 Recommendations
Based on the empirical findings, the following recommendations are made for UK start-up businesses to improve their customer acquisition via social media marketing. 
· Firstly, instead of measuring success in terms of basic engagement metrics, such as likes, views, and shares, it is necessary to pay attention to more meaningful conversion-oriented metrics, such as customer queries, lead generation, visits to websites, and buying results.
· Secondly, UK start-ups have to adopt an integrated approach to social media, which would combine the aspects of influencer marketing, user-generated content, paid advertising and relationship building. Although any individual strategy can produce some good results, there is always a risk that one strategy will not work well because of possible changes in algorithms, competitive advertising environment and customer expectations. Therefore, the combination of various approaches increases consistency and reach.
· Thirdly, it is crucial to concentrate on the creation of valuable, authentic and customer-oriented content. This means that the content needs to be educational, solve customer problems and encourage interaction, instead of simply promoting the firm's product or service. Moreover, it is important to choose the social media platforms based on customers' characteristics and marketing goals and not try to be present in all social media networks.
Finally, it is necessary to constantly analyse the customers' feedback and the performance of social media platforms and adapt the social media marketing strategy accordingly. Creation of digital learning capability will help to adapt to changes in algorithms, customer behaviour, and competition and improve the results in terms of customer acquisition.
[bookmark: _Toc234853596]
5.5 Research Limitations
There are certain limitations that this paper recognises, which should be taken into consideration while analysing the obtained results. First of all, the analysis was based entirely on secondary qualitative data gathered from scientific literature and industry sources; thus, no direct statistical relations could be established between the use of social media marketing tools and customer acquisition results. Second, differences in start-up industries, their sizes, and features of specific social media platforms have limited the generalisability of the results to all UK-based start-ups. Besides, the ever-changing algorithms of social media and the behaviour of its consumers make some of the results rather outdated. Finally, the absence of primary data from start-up owners and customers made it impossible to gain deep insight into their experiences and decision-making processes.
[bookmark: _Toc234853597]5.6 Future Research Recommendations
For future research, it is important to conduct primary data collection from start-up owners, marketing specialists, and customers to get deeper insights into the issue of social media marketing and customer acquisition. The quantitative studies could be done to establish statistical relations between specific types of social media activities and the level of customer engagement and acquisitions. Future research might analyse the effectiveness of different social media platforms – Instagram, TikTok, LinkedIn and others – among various start-up industries. Longitudinal studies could give a good perspective on how social media strategy changes over time and how changing algorithms influence the customer acquisition process.
[bookmark: _Toc234853598]

5.7 summary of the chapter
In this chapter, the effects of social media marketing on customer acquisition in UK-based start-up businesses are considered. It has been found that social media marketing helps in customer acquisition owing to increased visibility, interaction, and building relationships. However, positive results depend upon the application of efficient strategies, good content and proper use of the platform. In addition, some practical suggestions are provided along with limitations of the research and areas for future research. It can be said that the research has shown that social media marketing should not be treated only as promotional, but as a capability.
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	Theme
	Sub-codes
	Sub-codes
	Description
	Authors
	Keywords

	Theme 1: Social Media Marketing and Customer Acquisition
	Social media marketing capability, customer reach, digital visibility, customer acquisition outcomes
	Brand awareness, market reach, customer communication, lead generation, conversion, customer growth, digital marketing capability
	This theme examines how social media marketing activities contribute to SME and start-up performance by improving customer reach, engagement, brand visibility and acquisition outcomes. It highlights the role of digital transformation, social media capabilities and strategic marketing approaches in converting online activities into business growth.
	Sharabati et al. (2024); Antonio et al. (2024); Ates et al. (2023); Ijomah et al. (2024); Laradi et al. (2024); Matosas-López (2024)
	Digital marketing; Social media capabilities; SME performance; Customer engagement; Business growth; Digital transformation; Marketing strategies; Competitive advantage

	Theme 2: Effective Social Media Strategies in UK Start-Ups
	Influencer marketing, user-generated content, personalised communication, targeted advertising, storytelling
	Influencer credibility, authenticity, trust building, consumer interaction, content personalisation, advertising effectiveness, strategic adaptation
	This theme explores strategic approaches adopted by start-ups to enhance social media effectiveness, including influencer marketing, storytelling content, social media advertising, knowledge development and entrepreneurial strategies. It focuses on how start-ups use digital platforms to improve customer interaction and market positioning.
	Sharabati et al. (2024); Atiq et al. (2022); Levesque and Pons (2023); Hervet and Guitart (2022); Woźny, Sliż and Siciński (2025); Cuvero et al. (2025)
	Influencer marketing; Storytelling content; Trust; Social media advertising; Start-up strategy; Entrepreneurial learning; Customer interaction; Digital transformation

	Theme 3: Engagement, Content Quality and Platform Impact on Acquisition
	Customer engagement, content quality, platform usage, consumer response
	Likes and shares, comments and interactions, content relevance, visual appeal, content consistency, algorithm influence, platform selection, purchase intention
	This theme analyses how customer engagement, content quality and platform characteristics influence purchase intention and customer acquisition. It focuses on the effectiveness of digital content, user-generated content, engagement initiatives and timely content delivery in shaping consumer responses.
	Zheng, Li and Na (2022); Zhu, Lang and Dietl (2023); Blut et al. (2023); Li et al. (2022); Habib, Hamadneh and Hassan (2022); Salonen et al. (2024)
	Customer engagement; Content quality; User-generated content; Purchase intention; Digital content marketing; Platform effectiveness; Customer journey; Social media interaction
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