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[bookmark: _Toc235105463]1. Introduction
[bookmark: _Toc235105464]1.1 Background
The fashion industry in the UK is the largest retail sector which is supporting rapid digital transformation. In terms of digital advancement, social media is playing a crucial role in enhancing customer brand interactions and purchase journeys. In the UK, the fashion sector provides about 1.3 million jobs along with the contribution of around £62 billion to the UK economy which makes it a significant sector within the region (UKRI, 2026). Moreover, social commerce is also transforming the fashion industry since around 27% of the UK's fashion shoppers follow influencers to buy directly from their social media platforms such as Instagram and TikTok (Wightman-Stone, 2025). This indicates that increasing fashion brands are using social media marketing to build customer relationships and enhance customer loyalty in order to attain a good position in the competitive market.
[bookmark: _Toc235105465]1.2 Research Problem and Rationale
The conversion of social media marketing efforts to long-term customer loyalty presents a critical challenge for fashion brands. Social media significantly impacts consumer behaviour since about 27% of UK fashion shoppers follow influencers in terms of making their buying decisions directly from the social media platforms (Wightman-Stone, 2025). The fashion companies are struggling to convert these marketing efforts into gaining positive consecutive sales and a strong customer base. The ineffective efforts lead to a lack of customer loyalty, low repeat purchases and a poor competitive position (Drzewiecka and Guinnane, 2024). There is limited empirical evidence that examines the relationship between social media marketing and customer loyalty within the UK fashion industry. These differences increase challenges for marketers in developing effective loyalty practices and translating their marketing efforts into positive customer retention. Thus, the focus of the proposed study will be to explore the impact of social media marketing on customer loyalty in the UK fashion industry.
[bookmark: _Toc235105466]1.3 Research Aim, Objectives and Questions
Aim
The aim of the proposed study is to examine the role of social media marketing in enhancing customer loyalty with regard to customers in the UK fashion sector.
Objectives
· To discover the social media marketing strategies used by fashion brands in the UK. 
· To determine the key social media marketing determinants affecting customer loyalty in the UK fashion market. 
· To examine the relationship between Social Media Marketing and customer loyalty in the UK Fashion Market. 
· To determine the barriers to successful social media marketing and provide strategies to overcome these barriers.
Research Question
Q1. What is the impact of the social media marketing efforts of the fashion firms on customer loyalty in the dynamic UK fashion industry?
‌





[bookmark: _Toc235105467]2. Literature Review
[bookmark: _Toc235105468]2.1 Concepts and Theories
Social Media marketing is the promotion of products, engaging with consumers and building long-term consumer relationships through social media (Jamil, et al., 2022). Moreover, Singh, (2021), defined customer loyalty as the willingness of a customer to make repeated purchases from a specific brand despite the availability of alternative brands. The proposed study will be underpinned by Relationship Marketing Theory and Social Exchange Theory. According to the Relationship Marketing Theory, Zegullaj, et al., (2023), highlight that trust, commitment and long-term relationships contribute to increase the customer loyalty. This theory will provide the basis of the study because it will help to explain the nature of how social media marketing activities enhance the relationships between fashion brands and customers. On the other hand, from the perspective of the Social Exchange Theory, Wang, et al., (2024), emphasise that customers engage in relations when the perceived value is greater than the expenses. This type of theory will be useful for explaining the potential of social media interactions to build a loyal customer base within the UK fashion industry. These theories will be used in combination to develop a suitable theoretical background for explaining the contribution of social media marketing towards enhancing customer loyalty in the fashion industry.
[bookmark: _Toc235105469]2.2 Role of Social Media Marketing in Influencing Customer Loyalty in the Fashion Industry
In view of Sharma, et al., (2020), the social media marketing practices such as interaction, entertainment, trendiness, customisation and electronic word-of-mouth positively reinforce customer-brand associations for the fashion brands. The improved relationships between customers and brands helps to further gain positive customer loyalty. On the other hand, Fetais, et al., (2023), found that social media marketing significantly increases the brand loyalty of the luxury fashion consumers through customer engagement and proper brand experiences. This shows that social media marketing has a significant influence on customer relationship building for the long-term. Moreover, Gill, et al., (2026), highlight that customer involvement and brand trust act as mediators between social media marketing and online brand loyalty. Engaging customers and fostering trust are the key elements to support customer loyalty and brand retention. Similarly, Khandelwal and Kaur, (2026), indicate that social media marketing helps fashion brands to develop brand awareness, brand engagement and purchasing intent. These findings demonstrate that social media marketing is an effective approach for strengthening customer loyalty within the competitive fashion market.
[bookmark: _Toc235105470]2.3 ‌Research Gap
The previous empirical studies such as Sharma, et al., (2020) and Gill, et al., (2026), have examined the positive impact of social media marketing on customer engagement, brand trust, buying intention and brand loyalty in the fashion industry. There is a lack of empirical evidence that addresses the relationship between the use of social media marketing and customer loyalty specifically in the UK fashion industry. The proposed study will offer context-specific information that will help fashion brands to develop effective social media marketing strategies to support enhanced customer retention and long-term market competitiveness.




[bookmark: _Toc235105471]3. Methodology
The proposed study will be conducted using the quantitative research method which helps to gather and analyse the numerical data to explore relationships between variables using statistical tools. This type of research method helps to effectively answer the research question (Ghanad, 2023). It will be suitable since the proposed study will focus on examining the influence of social media marketing on customer loyalty by seeking measurable responses from the UK fashion consumers. A structured online questionnaire will be used as the primary source of data for the study. Primary data is the first-hand information that is gathered directly from the individuals for particular research (Taherdoost, 2021). This type of strategy will allow to gather first-hand information about consumers' perceptions and experiences related to social media marketing. The questionnaire will include closed-ended questions which will be designed on Google form using a five-point Likert scale ranging from Strongly Agree through to Strongly Disagree. 
The convenience sampling will be used to reach the consumers who have prior experience of buying fashion products from brands available in the UK based on their availability (Golzar, et al., 2022). The survey link will be distributed to about 100-120 consumers on LinkedIn to ensure an effective data collection process. The obtained responses from the survey will be analysed with the software program of Statistical Package for the Social Sciences (SPSS). The data will be summarised using descriptive statistical analysis including frequencies, percentages, means and standard deviations (Alem, 2020). In addition, the reliability analysis, correlation analysis and regression analysis will also be performed to examine the relationship between social media marketing and customer loyalty in order to effectively address the research objectives. 







[bookmark: _Toc235105472]4. Expected Findings
The proposed research is expected to offer insights into the potential impact of social media marketing on customer loyalty in the UK fashion industry. The results will highlight the effective social media marketing strategies that enhance customer relations and repeat purchases amongst fashion brands. The proposed study will also identify the critical challenges that influence the social media marketing's effectiveness towards the development of customer loyalty. The findings of the proposed research can help fashion companies in customising their social media marketing strategy to attain better customer retention and sustainability in the competitive market. In addition, the study will also contribute to further research by providing reliable evidence specific to the UK fashion industry.



[bookmark: _Toc235105473]5. Limitations
The proposed study will give valuable data about the relationship between social media marketing and consumer loyalty however, there may be some potential constraints that can impact the findings. The use of convenience sampling may reduce the generalisability of findings because the responses may not represent the opinion of all UK fashion consumers. Moreover, the self-reported data will be gathered through an online questionnaire which may fail to reflect the accurate findings due to the personal perceptions of the respondents and response bias. In addition, the cross-sectional study will provide an overview of the consumer opinion at a single time point without providing information about the behavioural changes over time.




6. Timeframe
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[bookmark: _Toc235105475]7. Conclusion
This proposal provided the basis of the rationale, literature and methodology of the proposed study to examine the impact of social media marketing on customer loyalty in the UK Fashion industry. The proposed study is expected to provide information regarding the social media marketing practices that improve customer loyalty and the problems associated with customer loyalty. The findings of the study will help fashion brands in developing effective strategies to increase customer retention and competitive performance.
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