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Abstract
The fast development of social media has changed the way brand meaning is created by the brand's communication to consumers. In this framework, user-generated content (UGC) has become one of the most important strategic instruments that shape the perception of a brand among consumers. The study aims at investigating the impact of UGC on the perceptions of authenticity, trust, and brand image and comparisons on the effects of brand-created content and influencer marketing. The research takes the research philosophies of interpretivism and uses the qualitative research design based on secondary research. Thematic analysis was applied to find out the recurring patterns, meanings, and interpretive themes of the data. The method allowed gaining a better insight into consumer latency and the meaning of UGC in online brand worlds. The results indicate that UGC has a positive impact on perceived brand authenticity by depicting products in real-life situations and lessening the perceived commercial intent. Social proof can also bring about trust and emotions since consumers tend to associate and believe in what other users have posted, resulting in peer-generated content. UGC has more influence on feelings and resolutions than brand-generated content. The paper also points out that influencer marketing provides reach and control but is becoming linked to issues of credibility because of assumed bias and sponsorship burnout. The presence of risks such as fraudulent reviews, inappropriate commenting, inconsistency, and lost brand control can undermine the brand perception if UGC is not controlled appropriately. The results highlight the strengths of structured moderation, transparency, and governance systems to make sure that UGC has a positive impact on brand equity. The research makes theoretical contributions by adopting Customer-Based Brand Equity (CBBE), Authenticity Theory and Social Proof Theory to co-create brand space, which explains how brand meaning is becoming more and more influenced by consumer involvement. The implications of the findings on fashion retailers, in practical terms, include the strategic details on how to combine UGC with brand-created and influencer content to achieve a balance between authenticity, trust, and control. The research finds that UGC is a strategic brand resource, but not a supporting marketing instrument under the condition of its effective management in the environments of modern digital capitalism.
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[bookmark: _z1rpkyq1ppik][bookmark: _Toc218254914]1.1. Background
During the digital marketing era, one of the strongest forces of brand communication, social communication, and consumer trust have become user-generated content (UGC). The marketplace of UGC has a diverse range of consumer-generated content, such as reviews, testimonials, photos, unboxing videos, product styling posts, experience narrative content circulated by platforms such as Instagram, Tik Tok, Facebook and X (formerly Twitter) (Christou et al., 2025). In contrast to conventional marketing, where the brand is the one that defines and controls the story by implementing premeditated campaigns, UGC is created by consumers themselves who post real reviews of a specific brand or product. This has changed marketing communication to a two-way, interactive process, such that consumers can no longer be changed, but rather direct the clarity of the masses, and sway buying choices (Robson and Banerjee, 2023, p.492).
The popularity and authority of such content have been further enhanced by social media. These platforms are interactive thus facilitating real time dialogue, peer validity and social proof which fosters trust and lessens perceived risk to purchase decisions on the side of the consumers. Specifically, the fashion retail market has experienced severe change at the hands of the UGC as the brand image is closely associated with lifestyle, self-expression, and aesthetic display. Customer photos and videos that are visually used in storytelling can make fashion brands seem more familiar, accepting, and welcoming to the community.
ASOS is a major online fashion retailer in the world with its main customers being young adults and is based in the United Kingdom, which was started in 2000. Its social media platform, particularly Instagram, Tik Tok and YouTube, has been the hallmark of its success in its marketing. ASOS has primarily utilized UGC in the digital approach by campaigns such as #AsSeenOnMe that allows its customers to post photographs of themselves in ASOS clothes, with their posts displayed on the official website of the brand and on its social media (ASOS Plc, 2024). This participatory model supports the brand image of ASOS as a youthful, genuine, and inclusive brand, which is in tandem with the corporate vision of the company, which is to empower fashion lovers to express their unique identity.
In the case of fashion retailers, in which consumer perception is highly dependent on trends, identity and emotional connection, UGC has been instrumental in creating brand equity. The research shows that user-created images and stories are more likely to be more successful than brand-created advertising in relation to engagement, credibility and level of emotional appeal (Lariba, 2023, p.34). Customers find peer-contented material more credible since it cannot be commercialized but is instead based on a real-life experience. Besides, UGC has also become a reputational asset due to the increasing value of authenticity and transparency in consumer culture, which makes it not only a marketing instrument, but also a characteristic of authenticity and candidness.
Nevertheless, UGC also comes with new challenges. The negative feedback, brand misrepresentation or controversial posts left on the user page may damage brand reputation unless they are well checked or corrected. Therefore, it is also imperative to know the good and bad sides of UGC to create a viable social media strategy. ASOS can be viewed as a perfect case study to investigate such dynamics due to its widespread application of UGC and its engaged social media following and its applicability in fast-paced fashion (Huang et al., 2022, p.280).
[bookmark: _39oeazk796ys][bookmark: _Toc218254915]1.2. Research Problem
Despite the growing recognition of UGC’s importance in digital marketing, there remains limited empirical understanding of its real impact on brand perception, particularly within the context of fast fashion retail. While many studies acknowledge that UGC increases authenticity, engagement and trust of a brand, few have examined how it shapes consumers’ holistic perception of a brand compared to brand-generated content (BGC). Previous research primarily focused on the individual outcomes of UGC such as brand trust, electronic word-of-mouth (eWOM) or purchase intention (Sang et al., 2025). But there is a lesser attention to its strategic role in brand positioning and identity construction. Furthermore, there is a lack of studies that integrate consumer perception with established brand equity models such as Keller’s Customer-Based Brand Equity or CBBE model or the Brand Asset Valuator or BAV model to assess multidimensional effects of UGC. 
Understanding how UGC influences consumer perception is important to sustain competitive advantage in the context of ASOS that depends heavily on digital channels for sales and engagement. The inclusive image of the brand and digital-first strategy make it particularly sensitive to consumer sentiment and online representation. However, all UGCs are not beneficial as content inconsistency, off-brand messaging or overreliance on influencer posts may distort the intended brand identity. Therefore, this study tends to explore the gap by examining how user-generated content affects consumer perception of brand authenticity, image and value of ASOS compared to brand-controlled content. It will also provide actionable insights into how ASOS can balance empowerment of users with the preservation of brand coherence and reputation. 
[bookmark: _jup16ayfu9ng][bookmark: _Toc218254916]1.3 Research Aim, Objectives, and Questions
[bookmark: _4mfwbxwl67in][bookmark: _Toc218254917]1.3.1 Aim
The aim of this study is to assess how user-generated content (UGC) such as pictures, videos, reviews, and testimonials affects the consumer perception of social media marketing of ASOS.
[bookmark: _cerfs9in6mx6][bookmark: _Toc218254918]1.3.2. Objectives
· To examine how UGC influences consumer perceptions of authenticity.
· To compare the impact of UGC and brand-generated content on ASOS’s brand image.
· To identify strategies for maximizing UGC benefits and minimizing risks to brand perception.
[bookmark: _l1hnjn4xrerw][bookmark: _Toc218254919]1.3.3. Questions
· How does UGC on ASOS’s social media influence consumer perceptions of authenticity?
· How does UGC shape ASOS’s brand image compared to brand-generated content?
· What steps can ASOS use to enhance the positive impact of UGC to reduce risks to brand perception?
[bookmark: _Toc218254920]1.4 Significance of the Study
The paper includes both the theoretical and practical implications of the research on the spheres of digital marketing, branding and consumer psychology. Theoretically, the study is a supplement to the current literature that helps fill the gap in the UGC scholarship and models of brand equity. Though the notion of consumer engagement and online communities has been previously researched, comparatively lack of literature has identified the combination thereof with other well-known theories, like the CBBE or BAV model, to achieve a comprehensive insight into how consumer-created content affects brand perception (Rehman et al., 2022). The present study contributes to the body of knowledge about the utilization of UGC as a co-creative process of brand value creation because it uses these theoretical perspectives to the case of ASOS, the brand, which is thriving on digital engagement.
In managerial perspective, the results will provide practical knowledge to the marketing practitioners within the fast-fashion and e-commerce sectors. Learning information on the perception and reactions of consumers to UGC can be utilized by brands in crafting a more successful content strategy, create campaigns driven by community and address reputational risks. The study provides evidence-based recommendations on optimising social media engagement for ASOS, improving consumer trust and user participation.
[bookmark: _Toc218254921]1.5 Research Methodology
This paper is a descriptive and interpretivist research paper, the purpose of which is to determine the level at which user generated content (UGC) has an impact on the brand perception of ASOS. The descriptive design makes the systematic analysis of the existing social media content, consumer behaviour and brand communication strategies possible. The study, as informed by interpretivism, aims at knowing the subjective experience and attitude of consumers and the fact that brand perception is being influenced by social interaction and personal interpretation. The research also informs itself using secondary qualitative data in the form of reviews, social media posts, as well as peer reviewed sources and so on in interpreting consumer attitudes towards ASOS. Data analysis will be conducted with the help of thematic analysis, and the main trends will be outlined authenticity, trust and engagement. The credibility of the used materials will be ensured to be academic and online to maintain ethical integrity by properly citing and utilizing the verified material.
[bookmark: _Toc218254922]1.6 Structure of the project
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Figure 1.6.1: Structure of the Research
Chapter 1: Introduction
This chapter introduces the background, rationale, research problem, aim, objectives, questions, significance, methodology and structure of the study. It builds the foundation by demonstrating the importance of UGC in digital marketing and ASOS’s social media strategy. 
Chapter 2: Literature Review 
This chapter is the critical review of current studies on the topic of UGC, brand perception and social media marketing. It will discuss some of the major theories like the CBBE model, the social proof theory and electronic word-of-mouth models. The gaps in the existing literature that cause the need of a study are also indicated in the review.
Chapter 3: Research Methodology
This chapter involves the methodological framework, detailing research design, sampling, data collection tools, validity, reliability and ethical considerations.
Chapter 4: Findings, Analysis and Discussion
This chapter presents the empirical studies from the secondary qualitative data. It will interpret the findings in relation to the literature review and research objectives that highlights main insights about UGC’s role in shaping ASOS’s brand perception.
Chapter 5: Conclusions and Recommendations 
The final chapter summarises the main findings, discusses theoretical and managerial implications and provides practical recommendations for ASOS and other fashion retailers.


[bookmark: _Toc218254923]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc218254924]2.1 Introduction 
The Rise of User-Generated Content (UGC) UGC is one of the most progressive aspects for digital marketers, changing how brands promote their products to consumers in a new way. In Instagram, TikTok and YouTube times, consumers are now co-creating brand stories and shaping the way one views authenticity, trust and engagement. For fashion retailers such as ASOS, UGC will be key to forming brand identity and driving purchase decisions through things like customer reviews, styling posts and social media interaction. This part of this study mainly the literature review, focusing on the way ASOS uses UGC to improve brand image and its effect on consumers' trust, perception of authenticity and challenges as well as opportunities of using UGC in social media marketing.
[bookmark: _Toc218254925]2.2 Research Areas 
[bookmark: _Toc218254926]2.2.1 The impact of ASOS’s user-generated content on consumer perceptions of brand authenticity and trust 
2.2.1.1. UGC and Brand Authenticity
The UGC has a massive role in shaping the perceptions of authenticity, particularly for the fashion retailers including (Lariba, 2023). Contrary to the standard brand-based messages, UGC shows real consumer experiences along with the creativity that allows viewers to see all the products in real settings and it is supported by the Authenticity Theory. The #AsSeenOnMe campaign also shows personal styling which feels relatable as well as minimizes the perceived distance between the customers and brand. On the other hand, UGC also fosters emotional attachment as it emerges from the community interaction. UGC has a very significant role to play in helping consumers develop perceptions of brand authenticity, especially when used in the case of fashion retailers such as ASOS. According to Sujatmiko et al. (2025), contrary to standard messages produced by the brand, UGC represents the authentic experience and the creativity of the actual consumers, and as a result, the viewer can see products in a real-life situation. For instance, the ‘AsSeenOnMe’ campaign run by ASOS is a perfect example of this since the end users provide information about personal styling, which seems relatable and trendy. Such content minimises the perceived separation between the brand and its consumers, reinforcing the idea that ASOS appreciates real people rather than polished advertising. Similarly, Lariba (2023) stated that authenticity occurs when people believe that the brand is clear and involves them to encourage uniqueness, rather than perfection. In this regard, Naeem and Ozuem (2021) have indicated that brands that make good use of UGC in building emotional attachments and credibility due to the perceived authenticity because it is viewed as the result of the interaction of communities. ASOS features the use of actual customers, which improves its perceived authenticity and promotes a stronger trust with its online customers.
2.2.1.2. Trust, Relatability, and Social Proof
UGC improves the overall transparency that allows ASOS in order to represent diverse, unedited customer experience (Alabi, 2024). This also promotes inclusivity and openness and social proof and the peer influence also improves the level of trust as customers find real reviews unbiased.  Nevertheless, in the more recent times people rely on the behaviour of others in some ambiguous online situations that makes peer recommendations more tested and potent. It has been mentioned by Sang et al. (2024) that user-created content can also be used to improve the transparency and relatability; ASOS will be able to show the actual customer experience and unedited marketing communication. ASOS markets the image of an open and including environment with varying individuals showcasing their own style in their own campaign #AsSeenOnMe.
These user stories, unedited and diverse in the body type, background and style, reflect customers who want to find brands that feature real people. Openness can be implemented when ASOS gives authentic voices of customers to influence its brand narrative and lessen distrust of manipulated marketing. Emotional connection is also improved through relatability, where consumers associate themselves with other people who reflect their lifestyles and aspirations (Alabi, 2024). Through user narratives, ASOS has established a strong brand name by positively linking with honest customer expectations, social authenticity and diversity in digital marketing. On the other hand, social proof and peer influence are potent psychological forces that influence consumer trust towards ASOS with user-generated content (Mustak et al. 2024). When the potential consumers see that real people optimise and review the ASOS products, they will view such suggestions as plausible and unbiased as far as traditional advertising is concerned. This honesty enhances customer confidence on quality of goods and brand reliability. According to Usman and Wijaya (2025), the social proof theory suggests that people want to find the behaviour of others when making their decisions, especially when it comes to uncertain experience such as online shopping. It is applied by ASOS through featuring actual customer posts and reviews across its official websites and is popularized and socially acceptable. The transparency of the diverse customers supports the idea that ASOS is reliable and socially approved. Also, peer recommendations are becoming a collective form of endorsement as per customers’ demand, which enhances the development of emotional trust and the brand loyalty of ASOS.
[image: ]
[bookmark: _Toc217917782]Figure 2.2.1.2.1: Impact of ASOS UGC on Brand Authenticity and Trust
(Source: Self-developed)
2.2.1.3. Moderation Balance 
While the UFC improves the level of trust, moderation challenges the authenticity. In this context, excessive control may minimize the overall credibility, therefore, balanced curation always ensures ASOS maintains proper authenticity without the over-commercialisation. According to Hochstein et al. (2025), user-generated content adds a sense of authenticity and trust, while raising the challenge to brands, such as ASOS, to maintain a balance between state control and pure consumer expression. ASOS invites client styling on applications such as Instagram, but has to selectively pick which posts can be shown to meet brand principles and style. Over-moderation or control of UGC may also diminish its perceived authenticity, and the consumers may doubt the genuineness of the brand engagement. On the other hand, Twirl (2024) highlighted that management of this dynamism is important in building the foundation of trust through demonstration that ASOS respects the participation of real consumers and provides a strong brand image at the same time. Therefore, it is possible to maintain the authenticity and credibility of social media marketing of ASOS rather than over-commercialisation.
[bookmark: _Toc218254927]2.2.2 In what ways does user-created content on ASOS’s social media influence consumer perceptions 
The way that user-generated content (UGC) influences consumer attitudes towards ASOS can be described in several measurable ways. First, UGC offers social credibility and perceived authenticity real-world shots, reviews, and short-form videos of real people make ASOS products appear relatable and approachable, and have created a dynamic that is evident on long-running campaigns like the #AsSeenOnMe campaign, where customers post photos of their outfits in real life, and have generated huge amounts of customer posts since its debut (Usetwirl.com. 2022). Second, UGC enhances visibility and reach on extremely visual platforms. The primary Instagram account of ASOS has millions of followers (approximately 14.8 million in November 2025), and the UGC that is shared or reposted by the brand raises organic traffic to product pages. Third, UGC encourages actionable inspiration, shoppable UGC, shoppable photos, and micro-influencer styling clips (such as those produced as part of the re-branded ASOS Insiders programme) will decrease the number of clicks to purchase (ASOS plc. 2024). Fourth, UGC creates community and brand loyalty through amplifying customer voices (reviews, TikTok styling hacks, and others). ASOS is creating a participatory culture where a consumer is unlikely to see outfits as created by a register of peers instead of a celebrity, which research and industry coverage confirm is now becoming more powerful than ever before.
2.2.2.1 UGC influence 
Fifth, UGC influences perceived inclusivity and realism. The focus on diverse bodies, sizes, and user photography makes many consumers believe that ASOS is an inclusive brand and participates in the reflection of the real customers instead of a figure that cannot be achieved, which positively impacts brand attitudes and emotional connection. Analyses of the social strategy used by ASOS within the industry have observed that the brand has achieved success in combining UGC and paid social as a way of ensuring that the brand remains relevant among Gen Z and millennials (Urrutia, 2025). Lastly, it has quantifiable engagement and signal benefits, such as UGC usually performs better on similar metrics (likes, comments, saves) in comparison with highly-produced content, and it provides endless, cheap creative content on the ASOS channels, but must be curated and moderated to ensure that off-brand or negative content does not harm perceptions. A combination of these processes justifies why UGC is not pure additive, but transformational. It turns passive followers into active co-creators, enhances authenticity and trust, generates traffic and conversions, and predetermines the cultural relevance of ASOS on social platforms.
2.2.2.2 Emotional Investment
Additionally, UGC nurtures emotional investment and peer validation, two important factors driving brand loyalty in the digital fashion sector. Research by Deloitte (2024) says that consumers are 2.4 times more likely to establish emotional bonding with brands that use real customers in their marketing (Terry and Rene, 2024). For ASOS, this link is most apparent in the ways its followers get involved with the customer-led storytelling, so UGC posts tend to create conversation within their comments, and get people tagging friends, sharing outfit ideas and riffing off similar looks. This give-and-take conversation turns ASOS’s social channels into 2-way brand communities and not just megaphones to send messages out at. UGC also allows for micro-trend creation, in which a consumer can introduce new styling aesthetics that will then be magnified by ASOS through product recommendations or reposts. This sort of bottom-up pressure lets the brand look responsive. Yet UGC’s power is in its long impact posts from months back can be unearthed through hashtag associations or algorithmic rediscovery, ensuring that ASOS’s presence transcends the traditional boundaries of the paid campaign period. This ongoing digital visibility enriches top-of-mind recall and further deepens an image of ASOS as a cosmopolitan company. In the end, UGC shifts the focus of consumers from passive spectators to active brand narrators, fostering a self-perpetuating environment of trust, sincerity and engagement that iteratively influences ASOS's image in the public eye.

[bookmark: _Toc217917783]Figure 2.2.2.2.1: Influence of User-Generated Content on Consumer Perception of ASOS
(Source: Self-developed)
[bookmark: _Toc218254928]2.2.3 Challenges and Benefits of using UGC on ASOS’s social media and Strategies for increasing UGC benefit and minimising risks for brand perception 
2.2.3.1 Benefits of using UGC
User-generated content (UGC) presents significant opportunities to the social media marketing of ASOS, but also presents specific challenges to leverage the opportunities to the fullest and reduce the risks. In this regard, there are some strategies that need to be implemented. On the positive side, UGC offers credibility and social validation. When consumers post their photos and videos of themselves wearing ASOS products, the brand would feel closer and more credible than over-produced advertisements. It also works towards the interaction and the reach as UGC within the fashion sector has been shown to provide up to 6.9 times more interaction compared to brand content (Shi and Hassan, 2024). Also, UGC is low-cost, by asking the customers to make their own content (such as hashtags such as #AsSeenOnMe), ASOS gets access to the stream of creative content at no expense to production. Conversion and loyalty are also enhanced on the strategic side, as authentic customer content on product pages will build confidence in buyers and a feeling of belonging to the brand (Rowi et al. 2024). 
2.2.3.2 Challenges of using UGC
Nevertheless, there are multiple issues that should be dealt with. To begin with, the consistency of brand and quality control is essential as the content posted by various users is flooding a brand feed; the visual image, tone, or message might lose track of the brand image that ASOS was trying to implement and cause dissonance. Second, for legal/ethical risks, the brands have to obtain permission/copyright authorisation to repost UGC, and they need not be confused about authenticity (such as paid posts in disguise as the organic ones) (Hey Social, 2024). Third, negative/off-brand UGC in which not all user content will provide the brand in a positive light, and some of it will damage brand perception accidentally by displaying bad fit, quality or customer dissatisfaction. Also, the bias of algorithms or the lack of representation of various groups can push some of the ASOS customers within the global audience to the edges. ASOS could use one or more of the following in order to maximise benefit and minimise risk. First, it has to clear UGC guidelines and a curation process that will make sure the selected content matches the tone, visuals and values of your brand, so authenticity is combined with consistency. Besides, reward UGC engagement through campaigns, contests or loyalty rewards, ASOS posts customers’ photos and gives discounts, promotions, and lets customers feature as ‘ASOS Insiders’ to drive content creation. Furthermore, they can create monitoring and moderation systems (including AI-backed tools) that can flag or cue content before it has been made public as inappropriate, off-brand or copyright-risky.
2.2.3.3 Opportunities of using UGC
Further, ASOS has more opportunities to enhance its UGC strategy with data-driven personalisation and inclusivity plays. By analysing engagement KPIs such as likes, comments and conversion rates, ASOS can find the UGC that is resonating best with their different target group on a basic level in order to tweak future campaigns accordingly. For instance, findings from TikTok or Instagram analysis can uncover emerging aesthetics or body-positive narratives that support consumer connection and inclusiveness (Anderson et al. 2025). Additionally, it could run a UGC ambassador programme and have its most loyal customers act as micro-advocates, contributing an ongoing stream of high-quality, brand-aligned content (Vaswani et al. 2025). Not only does this incentivise taking action, but it also creates a more engaged, happy set of customers by helping them feel seen and part of the brand long-term.
ASOS also must balance the interests of shareholders with preventing abuse and should continue to have clearly communicated moderation policies that do not remove or manipulate data in a discriminatory way. Proactive crisis management can also track negative UGC or viral rants to stifle problems before they take on a life of their own (Wilk et al. 2025). Another approach is to use AI-powered content verification systems to root out fake reviews or doctored photos, upholding authenticity on various platforms. Lastly, incorporating UGC into omnichannel marketing (like showcasing customer photos on the ASOS app as well as through email campaigns and IRL in-store displays) can help to cultivate brand consistency and carry the emotional resonance of genuine consumer storytelling throughout every aspect of the brand.
[bookmark: _Toc218254929]2.2.4 Comparative Analysis: UGC vs. Brand-Generated Content on ASOS’s Brand Image 
2.2.4.1. Credibility, Authenticity, and Brand Salience
The comparison between the user-generated content (UGC) and brand-generated content (BGC) is important in order to understand the way that every form contributes to shaping ASOS’s brand image within the digital environments. While UGC is constructed through customers' shared expression and BFC is intentional, planned, and linked with all the marketing objectives. The differences in the way that the customers apply these 2 types of content shows a major impact on credibility, emotional connection, and perceived authenticity. In this context, Keller’s Customer Based Brand Equity theory is relevant and this mainly supports the way that BGC and UFC contributes differently to the brand salience of ASOS, performance, imagery, feelings and brand resonance (Ahmed, 2024). From the CBBE salience perspective, UGC improves the brand presence more effectively than BCG as consumers sometimes reproduce and redistribute content towards the social media platforms. 
In addition, UGC campaigns including #AsSeenOnMe supports a continuous brand recall through creating a stream of relatable, diverse and unsponsored styling content. On the other hand, BFC archives better salience through a continuous visual identity as well as controlled messaging, yet its reach relies hugely on the paid promotional investment along with the algorithm placement instead of the peer organic amplification (Garg, 2025). In the context of the brand performance and imagery, UFC represents ASOS products in live contexts that allows customers to assess realism in size, fit and styling beyond the studio photography. This links with the research that reviews lifestyle photos as well as other testimonial videos delivers customers with informational depth which minimizes uncertainty, particularly in the online fashion purchases. BGC conveys perfectised images in line with brand identity and positioning in the market, but the aesthetic control can hamper relatability to a consumer who needs to feel a sense of inclusivity and representation. Hence, UGC enhances a sense of inclusion and access, whereas BGC supports the culture of professionalism and aspirational fashion. 
2.2.4.2. Brand Performance, Imagery, and Emotional Association
In terms of the brand emotions in the CBBE context, UGC creates the emotions attached to presence, trust and society (Lariba, 2023). Peer-created stories can stimulate emotional connection particularly where consumers can see other people like them referring to the brand as being sure. The real-world customers, who appear in brands, further support consumers who have an emotional connection to them. Contrary to this BGC evokes the feelings of style aspiration, relevance in terms of newness and fashionability. These sentiments might not generate the same degree of emotional trust that UGC generates because of perceived commercial bias. The last noticeable difference can be found on the brand resonance level which is the place of the emergence of loyalty, co-creation and advocacy. UGC supports two-way communication, where people are no longer the ones who observe, but participants. This participatory culture transforms the customers into the brand advocates adding to the resonance in the long term. BGC can work in a one-direction format and can facilitate recognition and conversion but cannot single-handedly develop community-based loyalty unless combined with participatory strategies. 
[image: Frontiers | The Influencing Mechanism of Interaction Quality of UGC on  Consumers' Purchase Intention – An Empirical Analysis]
[bookmark: _Toc217917784]Figure 2.2.4.2.1: The influence of UGC
(Source: Lariba, 2023)
2.2.4.3. Brand Resonance, Customer Participation, and Strategic Trade-Offs
The benefits of UGC also bring forth such threats as the loss of control over the message and irregular visual quality as well as the risk of brand misrepresentation in case the content is not consistent with the values that ASOS has as its purpose. On the other hand, BGC guarantees consistency of the messages, aesthetic continuity and management of the brand tone, although it might not be as authentic and socially approved as Gen Z and millennial shoppers are becoming (El-Shihy and Awaad, 2025). Based on the CBBE model proposed by Keller, UGC proves to be even more dominant in the creation of the current brand image of ASOS through increasing the aspects of authenticity, emotional proximity, and resonance, yet BGC seems to be crucial in keeping the brand coherent, professional, and strategically positioned. The balance between building trust relatability and controlled brand meaning is made possible by the combination of both instead of relying on one.
[bookmark: _Toc218254930]2.2.5 Theoretical underpinning
Understanding the impact of the user-generated content (UGC) on the ASOS’s brand perception needs grounding in various theories which relate and explain the way the customers interpret authenticity, build brand associations, and respond to social influence. In this context, Authenticity Theory delivers the first foundation, arguing that the customers favor brands which communicate transparency, honesty and realness instead of the polished imagery (Ahmed and Ahmed, 2025). Within the context of ASOS’s, UFC shows live product diversity, experiences that link with the customers’ expectations of realness and making the brand more trustworthy and inclusive. Authenticity theory recommends that when the customers perceive UFC as genuine, it always improves the emotional attachment and minimizes psychological distance between the brand as well as its community. Keller’s Customer-Based Brand Equity (CBBE) Theory also explains the way that the UGC contributes to build brand value through shaping meaning at various cognitive as well as the emotional level. This model also outlines a hierarchy that brand salience, imagery, performance, judgements, feelings, and ultimately brand resonance are established through continuous and effective interactions. In this case, UGC plays a significant role to gain the overall brand salience through frequent customer participation, improving brand imagery through presenting effective styling expressions and also influencing the customers judgments through the peer-led validation (Firdaus, 2025). As a result, UGC supports a higher level of brand resonance through developing community engagement, loyalty and repeat interaction.  
Another critical theoretical perspective is the Source Credibility Theory. According to the theory, the behaviour and opinion of other people is used as a guide when individuals make their decisions, especially when making decisions in cases of uncertainty as is the case with online shopping (Serman and Sims, 2023). ASOS has been using this mechanism in the form of reviews, style posts are peer endorsements. Such noticeable systems of approval are psychological reassurance, which guarantees trust in the quality of the product and enhances brand credibility. Existence sources of unsponsored UGC enhances perceived sincerity meaning that recommendations seem to be unbiased and are therefore more agreeable than branded content. Self-Congruity Theory puts UGC in a co-creation process where the consumers contribute to the overall brand story, instead of receiving promotional messages passively (Mellin and Diakoulakis, 2023). In the ASOS campaigns, including the #AsSeenOnMe, the consumers are invited to post the styling content and the content becomes a component of the brand identity itself. This co-creation model will boost a sense of empowerment and ownership in participants, cementing the sense of communal identity and encouraging participation in the long run. Strategically, co-creation will change consumers to not only be passive buyers, but be active contributors in creating long term relational value. Each of these theoretical viewpoints illustrates that UGC is not a marketing strategy specifically, the means of improving authenticity, consumer trust, emotional connection, and co-creating brand meaning in the digital ecosystem of ASOS.
[bookmark: _Toc218254931]2.2.6 Literature gap 
UGC is now the most prominent element of modern online marketing and has a specific impact on the concepts of consumer perceptions in the fashion retail business. The use of channels such as Instagram, TikTok and Pinterest has allowed the consumer not only to be an observer of the brands, but also a producer of content, which consequently shifts the paradigm between marketing communication and peer recommendation. In the case of a fashion-oriented online retailer such as ASOS, UGC provides a great chance to reinforce the brand's authenticity, increase consumer trust, and improve brand perception. The available literature points out that UGC enhances perceived brand authenticity since it is a real experience of the consumers and not a marketing message. The content produced by recent platforms is seen by consumers as more believable and relatable than regular advertising that may seem over promotional or idolised. Therefore, UGC promotes emotional appeal and the development of trust that serves as two forces of brand loyalty in fashion e-commerce. One of the examples of the strategies in which users display themselves in products is ASOS's #AsSeenOnMe campaign, where authenticity is supported by social proof.
Another way that UGC influences consumer perceptions is through the increase of engagement, expression of identity, and community membership. Research indicates that buyers seek confirmation of the product experience of others, particularly in the online fashion retail setting (Chrimes et al. 2022). The reviews, styling videos, and outfit photos decrease the perceived purchase risk, create expectations, and aid decision-making. This peer-to-peer impact can lead to an increase in conversion rates as compared to brand-created content, indicating the effect of social validation. However, taking advantage of UGC is problematic. Brands lack creative control, and one negative review or otherwise inappropriate posts can be detrimental to reputation in case it is not addressed. There is also a risk of ethical issues such as consent, misinformation and intellectual property rights. In order to maximise the results, brands such as ASOS need to use moderation tools, open communication rules, and incentive-based participation schemes to make UGC in line with brand values. Although the literature proved the relevance of UGC in the development of the perception of fashion brands, the research has gaps in terms of platform-specific consumer reactions, the long-term impacts of trust, and the variation among demographic groups. Hence, there is still a need to conduct further research on how UGC strategies can optimise competitive online retailing settings, such as in the context of changing consumer expectations and algorithm-based social media dynamics.
[bookmark: _Toc218254932]2.3 Conceptual framework
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[bookmark: _Toc217917785]Figure 2.3.1: Conceptual Framework
(Source: Self-developed)
[bookmark: _Toc218254933]2.4 Chapter Summary 
This chapter explored all the existing literature on the key role of the user-generated content (UGC) to shape the perception of the brand with the ASOS used as a main case. The review has described that UGC plays a massive role to improve perceptions of authenticity, trust, inclusivity, and emotional connection as compared to the conventional brand-generated content. Campaigns such as #AsSeenOnMe describes the way that ASOS uses community-based content in order to improve relatability and social proof. The chapter also analysed the way that UFC influences the purchase intention, brand loyalty, and digital engagement. In this context, a comparative evaluation between the UFC and the brand-generated content also highlighted their roles to shape the brand equity of ASOS. In addition, this chapter summarized with the theoretical grounding, Authenticity Theory, Keller’s Customer-Based Brand Equity model, Source Credibility Theory and Self-Congruity Theory to explain the responses of the customers and also evolving expectations within the digital retail environment. 



[bookmark: _Toc218254934]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _heading=h.96aum9mvuj80][bookmark: _Toc218254935]3.1 Introduction 
Research methodology forms the basis of any scholarly research, which defines the process and strategy of acquiring, analysing and interpreting information that is related to the research goals. Cheong et al. (2023) state that the methodology section is essential to ensure the research is done in a systematic and reliable way, allowing for repetition and verification of the results. Likewise, Dubey and Kothari (2022) emphasise that an efficient methodology should offer a logical structure according to which theoretical assumptions are linked to empirical inquiry and make the study logical and goal-oriented. The methodology in this study stipulates how this study investigates ‘The Impact of User-Generated Content (UGC) on Brand Perception: A Study of the ASOS Social Media Marketing’. It puts in place the framework in terms of which data will be collected and analysed to respond to the mentioned research aims and objectives, such as to review the impact of UGC and brand-created content on the image of ASOS, determine how to maximise the benefits of UGC and reduce the risks of the brand.
This chapter presents the philosophical basis, design and methodological decisions that the study has in a systematised manner. It starts by explaining pertinent research philosophies and assumptions that explain the interpretivist orientation of the research. It followed up by explaining the research design and methodology, as to whether a descriptive, exploratory or explanatory framework will best support the objectives of the study. The data collection methods applied in the chapter to obtain evidence on the sources related to the study (consumer surveys, social media analytics, and secondary reports) are also described. It also addresses ethical issues, which means that the research would comply with the principles of confidentiality, transparency, and academic integrity. On the whole, this chapter gives a vivid outline of how the research on the use of UGC at ASOS will be methodically carried out to present credible, trustworthy, and informative results that can be used in the context of the overall knowledge on digital brand perception.      
[bookmark: _heading=h.3dsqytz9c8jv][bookmark: _Toc218254936]3.2 Research Philosophies and Assumptions
Research philosophy is the basis of any research as it establishes the manner in which knowledge is constructed, comprehended and understood. It identifies the perspectives of the researcher in regard to reality (ontology), acceptable knowledge (epistemology), and the impact of values in the research (axiology). In the study conducted on the effect of user-generated content (UGC) on brand perceptions: a case study of social media marketing of ASOS, the interpretivist paradigm has been chosen as the best one. It is a philosophy that focuses on the subjective definition of social phenomena and the desire to comprehend how people perceive and define meaning in their social and digital space (Bergmann, 2023). Interpretivist philosophy presupposes that reality is simply socially constructed and is not measurable objectively (Burns et al. 2022). Considering this study, the brand image of ASOS forms consumer perceptions based on subjective experiences, feelings, or peer-to-peer communication over the internet. The UGC, including customer reviews, photos, and videos, are a personal form of expression, which cannot be interpreted meaningfully by numerical or statistical values. Rather, they need contextual explanation that will reveal the attitudes and perceptions underlying consumer trust and authenticity. This coincides with the interpretivist perspective, which is more about making sense of human behaviour using the meaning that people associate with their experiences.
Interpretivism provides the researcher with the opportunity to see how the consumers interact with UGC on ASOS social media and in which ways those interactions affect their attitude towards the brand being authentic, inclusive and reliable. The interpretivist approach, contrary to the positivist approach, which is based on extensive use of objective measurement and generalisation, acknowledges that consumer attitudes are subjective, dynamic, and are shaped by social context (Watson, 2025). Interactions through social media are complicated and comprise motivational factors in the individuals, peer pressure, and cultural phenomena, and in such a case, interpretivism is the most appropriate approach to understanding these multidimensional behaviours. The other reason why the interpretivist philosophy should be adopted is that it favors the application of the qualitative approach that includes thematic analysis and content interpretation. These approaches allow the researcher to determine patterns, meanings, and stories in consumer-created material and social relations. As an example, through the evaluation of user reviews, comments, and user-generated content campaigns like the hashtag ASSeenOnMe, the researcher will be able to decode the consumer experience of the brand values, inclusivity, and emotion that ASOS is providing. This realisation goes beyond the superficial measures of engagement and goes in-depth about why consumers are willing to consume and trust a certain kind of UGC. Interpretivism also links up with the epistemological approach of this research, whereby the knowledge is perceived to be co-constructed by the researcher and the participants involved (or data). As the study is based on interpreting the digital interactions and does not imply any controlled experiments, the researcher actively participates in the creation of meaning out of the data. This analytical and participative approach is certain to gain a more in-depth understanding of consumer psychology, brand perception and social influence mechanisms. Besides, interpretivism acknowledges that research is value-infused and that personal understanding and experiences of the researcher are part of research interpretation. When examining UGC, the subjective interpretation cannot be avoided since various users will convey emotions and opinions differently. The recognition of this subjectivity will make the research more authentic and ensure that the findings are based not on abstract generalisations but on the real human experiences. Secondly, interpretivism is suitable because it can adjust to the dynamic nature of digital consumer behaviour. On networks like Instagram, TikTok, and X (ex-Twitter), consumer interactions with ASOS’s UGC move quickly thanks to shifting trends and cultural moments. This interpretive approach provides the opportunity to be more flexible and take into account how meanings are continually emerging, as well as the context specificity of identity that shapes brand perception over time.
[bookmark: _heading=h.4w5ciho1b2er][bookmark: _Toc218254937]3.3 Research Design 
The research design is the general plan that will guide the way a study is going to be carried out and ensure that the research objectives and questions are covered systematically. It defines the way data is collected, measured and analysed rationally and logically. Olawale et al. (2023) explain that research design is an elaborate plan that guides researchers on the suitable techniques and methods that one needs to study to obtain accurate and valid results. The type of research design chosen in this research is descriptive to examine and determine the impact of User-Generated Content (UGC) on consumer perceptions of authenticity and the overall brand image of ASOS. Descriptive research design is more common in cases where one is interested in describing properties of something, finding trends of phenomena and explaining patterns in a given situation (Ghanad, 2023). It is specifically suited when the researcher aims at presenting a detailed explanation of a matter as opposed to showing an effect relationship. Because this research is intended to investigate and analyse the effect of the UGC on consumer attitude, brand perception and trust on ASOS, the descriptive design will offer a formal but adaptive model to gather and evaluate qualitative and secondary data. It allows conducting a methodical investigation of the role of UGC in the formation of perceived authenticity by consumers and its efficiency in comparison with brand-created content in forming brand image.
Among the main factors to follow a descriptive design is that research based on secondary data, such as past research, online marketing reports, case studies of the brands and others. The analysis will be based on published materials, marketing databases, the social media analytics of ASOS, and academic journals to explain and define the trends of consumer interaction with UGC. Descriptive design does not control variables and does not engage in any experiments, but offers a factual and analytical depiction of the existing phenomena, which is why the design is best suited to studies that research perceptions, attitudes and behaviours. Moreover, descriptive research is good to establish the association between variables without necessarily claiming cause and effect (Kumatongo and Muzata, 2021). In this respect, it can be analysed in detail how UGC, in the form of reviews, influencer partnerships, social media posts and online conversations, influences the perception of brand credibility and trustworthiness of the consumers. Through descriptive design, the study will be able to methodically evaluate the frequency, intensity and themes in consumer-generated content and the ways they influence the online reputation and the brand name of ASOS.
The second strength of descriptive design is the fact that it combines both qualitative and quantitative aspects. As an example, some qualitative insights can be obtained through thematic analysis of consumer stories and social media interactions, but the quantitative trends can be obtained through the presence of some surveys/statistics regarding customer interactions and their attitude to the brand. This dualistic analytical approach allows looking at the effect of UGC on brand image and authenticity as a complete whole, which fits the philosophy of interpretivism chosen in this work. Objectivity and consistency in the interpretation of secondary data are also guaranteed by the descriptive design. It also enables comparative evaluations, including that of UGC and brand-generated content, to explain which kind of content has more impact on consumer trust and brand perception. It is especially suitable for corporate case studies like ASOS, which has immense digital interactions and marketing campaigns with the resultant measurable data that can be analysed descriptively to reveal emerging trends and consumer attitudes. In addition, descriptive research is also consistent with the purpose of the study to build strategic knowledge instead of experimental outcomes. The design enables the researcher to make an interpretation of the real-world marketing practices and customer behaviours in the context of the operations of ASOS without interfering with or manipulating the environment.
[bookmark: _heading=h.27gwa09uaeba][bookmark: _Toc218254938]3.4 Research Approaches 
Research methods determine the general outline and rational thinking within which the study will be carried out, which will regulate the data gathering, analysis and interpretation. It defines the way the current theories are applied or formulated and allows the development of the basis of the effectiveness of the research achievement. As Janiszewski and Van Osselaer (2022) note, there are three key approaches to research, namely deductive research, inductive research, and abductive research, that provide different means of linking theory and empirical evidence. In the paper, the inductive research methodology has been utilised since it is the most suitable in the investigations into how User-Generated Content (UGC) affects consumer perceptions toward authenticity and brand image within the ASOS environment. In contrast to the deductive approach, which is based on already known theories and hypotheses, the inductive approach initially relates to observations and information to determine emerging patterns and concepts that may (and indeed may) result in the creation of new theoretical knowledge (Proudfoot et al. 2023). The method is especially appropriate in studies with complicated social and psychological variables, including consumer attitudes and brand perception, where an interpretation is formed gradually according to the data instead of being enforced by the organisation of theoretical studies.
The inductive method enables the researcher to interpret secondary qualitative data, which includes past academic literature, marketing reports, social media communication, and online consumer reviews, to draw common themes and associations of UGC and consumer impressions. By interpreting these patterns carefully, one will be able to draw more comprehensive conclusions on how consumers perceive authenticity and trust in such brands as ASOS, whose popularity depends greatly on the presence of online interaction and participation of the community. The explainability of the inductive approach is another important reason why this research method was utilised, as it is based on the interpretivist research philosophy. Both highlight the role of meaning based on subjective experiences, paying much attention to the way people interpret and understand the surrounding world. As this research will seek to explain the reaction of consumers to UGC and brand-created content, the inductive framework gives the research the freedom to find any new aspects of authenticity and brand trust that are imposed by the data.
The inductive research approach offers flexibility to the researcher to explore a vast number of existing studies to draw valuable insights. It is always better to adapt an inductive approach when the research is based on secondary data. It is also noted that the inductive approach is mainly used in research involving qualitative data whereas deductive approaches are undertaken in quantitative type of research (Kumar and Ujire, 2024). The user generated content and brand perceptions are vital factors for study of ASOS’s social media marketing. The findings of the existing studies can highlight the impact of various user generated content such as customer reviews, social media posts and comments, blogs about brands on the brand perception of Asos. It can be further said that the inductive research approach is ideal to make conclusions based on the general pattern of the findings collected from the existing studies. Hence it can be easily understood that an inductive research approach is the best method for descriptive types of studies to gain in-depth information about the concerned subject. 
[bookmark: _Toc218254939]3.5 Data Collection Methods 
Data collection methods refer to the various ways through which information can be collected from valid resources. Data collection is one of the main aspects of a research project and can have considerable impact on the quality of the results that will be generated during the course of the research project. Furthermore, the qualitative data comprises “non-numerical data” and facts which are collected from the existing studies. The secondary qualitative data is quite suitable for the achievement of valuable information to explore existing studies and establish new findings and improve the results of the study (Taherdoost, 2021). This current study adapts the method of secondary data collection to gain valuable information about the different aspects of the topic. It is highlighted that secondary data include the information which is already collected by other authors and the statistical analysis of the data is completed by them and published in their papers (Mazhar et al., 2021). 
The secondary data for this research will be collected from various sources such as “peer-reviewed journals, academic books, industry reports, marketing articles and research papers”.  This type of data collection method will facilitate the interpretation of the consumer attitudes, brand perception and social media marketing activities of ASOS. Moreover, secondary qualitative data sources also include “reviews and social media posts” which can be documented to maintain authenticity of the research. This will thus help in the identification of themes and patterns which are applicable to the CBBE and BAV frameworks. Secondary data will be collected from the published literature available on Google Scholar. The data collection will be entirely done in an unbiased way and no information collected from the existing studies will be modified according to the objectives of the research project. The study of Mazhar et al., (2021) also states that “databases are basically organised sets of data which can be “computerised”, or contained in books or “paper filling systems” and the data can be easily accessed. Furthermore, the secondary data can also be collected from the “brand-created audit” of ASOS. 

This collected data can be used to analyse the performance of the social media marketing of ASOS and will highlight the impact of user generated content on the brand perception of the company. As per the study of Alabi, (2024), in the context of the fashion industry, the various forms of UGC include product reviews made by customers, public comments on the social media posts of ASOS, photos which show the styles of the outfits, and style tips or recommendations which are posted on the internet by “fashion enthusiasts”. Thus, with the help of the secondary data, this research can be used to analyse how these UGC can affect the brand image of ASOS as perceived by the customers. Lariba, (2023), notes that User-generated content (UGC) is a powerful tool which helps to shape brand perceptions in the age of digital media and has quite a good impact on the fashion brands. 

This is why this current study must evaluate the various aspects of UGC such that the brand perception of ASOS along with the other social media marketing activities can be enhanced. The secondary data must be collected from existing studies which are published in the last five years and the data sources ought to be authentic. After the collection of the secondary data, those must be analysed and thus the thematic analysis method and systematic literature review will be undertaken in this study to serve the purpose. This method involves the determination, coding and categorisation of themes that are associated with the User generated content which includes authenticity, trust, consumer engagement and reputational risks of the fashion brands such as ASOS (Lochmiller, 2021). 

The information collected from the secondary data sources are first grouped according to different themes and then the analysis of the data is done based on the themes. The brand reputation of ASOS is highly affected by the user generated content and thus thematic analysis will reveal the various aspects of this impact. Lastly it can be said that the thematic analysis of the secondary data provides flexibility to the researchers to interpret the collected information in multiple ways. Moreover, 50 articles are chosen for the systematic literature review which is carried out in the fourth chapter. 
[bookmark: _Toc218254940]3.6 Ethical Considerations 
The ethical guidelines which must be considered for this research study includes the use of authentic sources for the collection of secondary data and maintenance of the originality of the published papers and reports. This can be further related to the fact that the credibility of the sources must be checked prior to collection of data. In the Google Scholar, the published articles and research are genuine and can be trusted. On the other hand, the industry reports must be thoroughly scrutinised to determine whether those are authentic. The secondary data which are used in this research project are properly referenced and in-text citations are given to avoid any kind of plagiarism or copyright issues. There are various difficulties which are faced in the collection of primary data and this is why many authors consider the use of secondary qualitative data as a prominent ethical approach (Hasan, 2021). In this research, the intellectual property rights of the authors will be respected. Also, it is considered that not a single information collected from the existing studies will be manipulated or modified according to the objectives of the research. Thus, unbiased data collection and interpretation and analysis will be carried out in this research to maintain the utmost authenticity and integrity. The study of Taquette et al., (2022) highlights the fact that ethical principles considered in the research often provide assurance for the maintenance of the dignity of the authors.  Thus, this study ensures that the use of secondary data is done in such a way that the ethical dilemmas are avoided and integrity is maintained throughout the research. Furthermore, the confidentiality of the public user generated content such as reviews, comments and social media posts must be maintained to protect the privacy of the users. Hence, academic honesty and transparency will be ensured in this study to make it authentic. 
[bookmark: _Toc218254941]3.7 Chapter Summary 
This chapter of research methodology focuses on the type of the research method which is undertaken for this study. This chapter includes research philosophy, assumptions, research designs, research approaches, data collection methods and ethical considerations. This study adapts the secondary qualitative research method and the philosophy which underlies it is interpretivism. This type of research philosophy highlights how the brand perception of ASOS is framed by the user generated content and the emotions and interactions of the customers. Moreover, a descriptive research design is implemented in this study to ensure proper investigation of the user generated contents and their influences on the brand reputation and image of ASOS. The proper description of the findings provided in this study can act as a benchmark for future research. In the descriptive research design, the objectivity and consistency of the analysis of the data collected from the secondary resources will also be maintained. 

This research will be carried out using an inductive approach such that the researcher enjoys the flexibility to extract data from a vast number of sources. Also, with the combination of the descriptive design and inductive approach, a thorough comparative evaluation of the secondary data will be carried out in this research project. The secondary data will be collected from published literature such as peer-reviewed journals, research articles, papers, and industry reports. Google Scholar will be primarily used for the collection of the secondary data. Thematic analysis will be done for the interpretation of the secondary data and unbiased research is carried out with no manipulation of the collected information according to research objectives.  Thus, it can be said that this research project will be highly ethical in nature. The next chapter will consist of the findings extracted from the existing studies and their analysis. 


[bookmark: _Toc218254942]CHAPTER 4: FINDINGS, ANALYSIS AND DISCUSSION
[bookmark: _Toc218254943]4.1 Introduction 
This chapter critically evaluates the UGC with alternative marketing approaches such as influencer marketing and brand-generated content. Thematic analysis is a valuable analytical tool and used for the analysis of information derived from the internet and social media platforms, such as in the form of online reviews and e-comments (Christou et al. 2022). This chapter also includes the systematic literature review for 50 articles to provide deeper insights about the topic. The findings are interpreted through customer-Based Brand Equity (CBBE), Social Proof Theory, and Authenticity Theory (Brien and Arana, 2025). These theories are used to strengthen the psychological mechanisms behind the responses from the consumer. This section has also aimed to meet all stated research questions by gathering relevant evidence:
· How does UGC on ASOS’s social media influence consumer perceptions of authenticity?
· How does UGC shape ASOS’s brand image compared to brand-generated content?
· What steps can ASOS use to enhance the positive impact of UGC to reduce risks to brand perception?
[bookmark: _Toc218254944]4.2 Thematic analysis 
[bookmark: _Toc218254945]4.2.1 Theme 1: User-Generated Content and Brand Authenticity
The first thematic analysis is based on user-generated content and brand authenticity perceptions. The consumer-created content of ASOS platforms especially Instagram, Tik Tok and YouTube offer an excellent source of information that contributes to the way the brand is perceived. The use of user-generated content (UGC) as a modern marketing tool reflects a paradigm shift from a top-down promotional approach to a more horizontal and participatory communication model (Firdaus et al. 2025). ASOS works closely with designers and models from various backgrounds, helping it connects with a wide range of today’s consumers who prioritise inclusivity (Tadros et al. 2021).  For instance, Twitter Account of ASOS @ASOS_HereToHelp assist customers to proceed a two-way communication which enables customer satisfaction. Its Instagram post #AsSeenOnMe featured 718,133 posts tagged by real customers, showcasing their trust towards the brand (Jauregui, 2020). The content is perceived to be authentic as it is created by fellow peers rather than brand. As per the Authenticity Theory, this reduces the perceived persuasive and improve source of credibility. Customers are more likely to identify with the experience of the other users because peer-generated content show a social proof and indicate that brand is accepted by similar type of consumers (Yang et al., 2021). The familiarity enhances customer trust and confidence as it minimises the perceived commercialisation and artificially created content. Specifically, this digital shift also comes with challenges, particularly around building and maintaining consumer trust in a virtual environment where personal interaction is minimal (Alamyar et al. 2024). A few researchers also identified that user-generated content is inherently authentic. According to Nevado et al. (2023), the increasing number of fake reviews, paid postings, and undisclosed brand affiliations can decrease the credibility of UGC. It enhances the sceptism rather than trust. The study of Ozuem et al. (2024), explains that over reliance on uncontrolled user content can result in inconsistent brand narratives and losses on brand control. Finally, it can be concluded that UGC improve the brand identity exclusively when the transparency and ethical practices are effectively implemented. 
[image: ]
[bookmark: _Toc217917786]Figure 4.2.1.1: Featured Real Customers on (#AsSeenOnMe) by ASOS
(Source: Jauregui, 2020)
[bookmark: _Toc218254946]4.2.2 Theme 2: UGC versus Brand-Generated Content in Shaping Brand Image
The second theme explores the relative effects of UGC and brand-generated content (BGC) on the brand image of the ASOS. From a Customer-Based Brand Equity (CBBE) perspective, UGC contributes majorly to the brand judgements and feelings by assisting consumers to examine the brand through relatable user experiences. This kind of interaction not only increases the reach of ASOS but also helps it build the image of a brand that is attentive to the community. UGC has become a vital component of marketing strategies for organizations across industries as consumers increasingly seek authentic and relatable experiences (Blangger et al. 2023). The visibility of customers with diverse cultural backgrounds and fashion preferences on the social media platform of ASOS show a peer-representation rather than brand-led messaging. As per the CBBE framework, UGC and BGC content influence brand perception through distinct but a contemporary pathway. UGC tries to provide a stronger impact on brand judgement and feelings because peer-validation enhances credibility. While the BGC performs more effectively at the salience and imaginary stages of CBBE by ensuring consistent visual identity, tone, and strategic brand positioning (Wu and Kim, 2023). Thematic analysis reveals that ASOS is best for the two types of content to keep the brand image consistent. 
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[bookmark: _Toc217917787]Figure 4.2.2.1: User-Generate Content Prompted by ASOS
(Source: VoxFeed, 2022)
[bookmark: _Toc218254947]4.2.3 Theme 3: Strategies to Maximise UGC Benefits and Minimise Risks
The process of user-generated campaigns undertaken by ASOS is also a strategic reaction to the vulnerabilities of the user-driven brand communication. Although UGC improves authenticity and engagement, it is associated with such issues as loss of brand control, lack of consistency in messaging, and vulnerability on the reputational level (Mustonen et al. 2024). These risks can be reduced by selective curation and moderation which prevents ASOS with complying the consumer content with brand values and visual standards. This mechanism of governance protects brand equity since negative or misleading stories do not take dominance in online spaces from the reputation management perspectives. From the influencer marketing, UGC works with other persuasive methods. Influencer marketing is more controlling, and it is efficient in case of targeted campaigns and brand storytelling (Atiq et al., 2022). Growing anxieties on sponsorship disclosure, perceived bias, and sponsor fatigue have lowered its perceived validity. The strength of UGC comes as a result of diversity, relatability and social proof, where many independent voices of consumers legitimize the brand by using them in real life (Baker et al., 2023). UGC does not have the strategic accuracy of influencer marketing and involves active follow-up to prevent a negative image. The results indicate that UGC is the most efficient when controlled and supported with the help of influencer marketing allowing ASOS to compromise authenticity, control, and long-term brand image. 
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[bookmark: _Toc218254949]4.3 Chapter Summary 
The approach in this chapter involved thematic analysis to understand how user generated content (UGC) can influence the brand perception of ASOS. The section has been represented into three vital themes to analyse the existing data linked to the research questions. First, the results indicate that UGC is an essential determinant of the development of a sense of authenticity as the consumer believes in real life experiences. Second, the UGC as compared to brand-created content illustrates that UGC has a greater impact on the brand image of ASOS as it seems more relatable, diversified and interesting. Finally, the third discussion reveals the need to handle UGC in an effective manner. Moreover, this chapter has shed light on the evidence-based information gathered by different authors into their published resources to enable greater understandings on the impact of user-generated content on brand perception of ASOS.   


[bookmark: _Toc218254950]CHAPTER 5: CONCLUSION AND RECOMMENDATION
[bookmark: _Toc218254951]5.1 Summary of findings 
The findings indicate that UGC enhances perceived authenticity by presenting ASOS products in real-life contexts, reducing perceived commercial intent and strengthening consumer trust. This authenticity contributes to emotional attachment and community identification rather than normal product evaluation. Firstly, the findings are very valid which shows that UGC elevates brand authenticity to a considerable extent. Customers appreciate their images that have been posted by customers and their styling videos, reviews and unfiltered experiences as true reflections of ASOS and their products. This credibility comes about since UGC occurs as a representation of real-life application and not a marketing staged image and as such consumers can imagine how the products would fit in their lifestyles. The relevant campaigns such as the use of the #AsSeenOnMe enhances inclusivity and relatability, thereby enhancing emotional attachment and making ASOS a community-oriented fashion brand as opposed to a remote retailer. Thematic analysis also showed that authenticity is mediated by transparency, peer validation and representation.
UGC plays a stronger role in shaping emotional responses and social validation as compared to brand generated content. The brand-generated content primarily supports the consistency and strategic positioning. UGC informed the brand image of ASOS that it is inclusive, fashionable, socially responsive and in line with Gen Z and millennial expectations. As much as BGC facilitates consistency of messages, visual quality and strategic tone, UGC prevailed in credibility, emotional resonance and community building. 
Although UGC offers advantages it also create some risk related to content quality, brand control, and negative feedback. The findings confirm that these risks must be managed for UGC for positive impact in brand equality. The most noticeable ones are failure to maintain visual quality and misrepresentation of the brand, copyright and ethical concerns, adverse feedback and a potential risk of off-branding. The selective curation approach, the use of analytics to select content and integration of UGC on the social media developed by ASOS as a successful tactic to find a middle ground between authenticity and brand coherence. Overall, the study confirms that UGC functions as a strategic brand asset rather than a supplementary marketing tool when governed effectively.
[bookmark: _Toc218254952]5.2 Conclusion based on research question 
Research Question 1: How does user-generated content or UGC on ASOS’s social media influence consumer perceptions of authenticity?
UGC enhances the perceived authentic by decreasing psychological distance between consumer and the brand. This aligns with the Authenticity Theory and Source Credibility Theory. The inclusion of UGC as a representative of various bodies, styles and cultures solidifies the impression that ASOS is an all-inclusive fashion retailer. Thus, UGC has a direct influence on how consumers view ASOS as sincere, friendly and participatory.
Research Question 2: How does UGC shape ASOS’s brand image compared to brand-generated content?
It is concluded that UGC has a stronger effect on the brand image of ASOS as compared to BGC. UGC enhances involvement, exposure, inclusivity and motivation of emotional involvement more than conventional marketing. As much as BGC is consistent with the aesthetic quality and brand tone, it is lacking authenticity and peer reliability that UGC offers.  The study finds that UGC primarily strengthens brand judgements, feelings, and resonance using the Keller’s CBBSE framework. UGC plays a greater role in the efforts of creating the image of the modern, inclusive, youth-driven and culturally relevant brand at ASOS.  
Research Question 3: What steps can ASOS use to enhance the positive impact of UGC to reduce risks to brand perception?
Structured curation, incentive programmes and digital monitoring tools are examples of ways ASOS can improve the UGC effectiveness. Some of the strategies involve reinforcing content policies, launching ambassador initiatives and UGC on omnichannel platforms as well as using AI-assisted moderation software. Minimisation of risk will involve content inappropriateness or deception by content monitoring, preservation of copyright integrity, content diversity and responses to the negative UGC in real-time, either by customer service or community discussion. It is also important to reinforce ethical openness including making a difference between paid and organic UGC. In general, ASOS needs to strike the balance between the freedom of consumers and brand protection to make the UGC as valuable as possible.
[bookmark: _Toc218254953]5.3 Recommendations (Practical and Theoretical) 
[bookmark: _Toc218254954]5.3.1 Practical Recommendation
Enhance UGC Curation Framework
ASOS should to build a more effective system of guidelines of UGC which would determine the quality of visuals, tone, representation and relevance. This guarantees brand suitability as well as authenticity. A procedural curation process may involve various body types, ethnicities and fashion styles, denial of low resolution or falsificated material or alignment with the visual image and the colour palette of ASOS. This would assist in keeping the brand image professional despite the user generated content.
Implement AI-Powered UGC Moderation and Sentiment Analysis
The AI-enabled tools can assist ASOS to identify unsuitable, injurious or adverse material, determine new consumer issues and follow sentiment in the market in real-time. These early detection measures will avoid reputational losses and spot areas to initiate effective brand communication. 
Adopt a Hybrid Content Strategy
ASOS should adopt a hybrid content strategy that integrates UGC, BGC, and influencer marketing to maximise brand perception outcomes. UGC enhances authenticity, trust, and emotional engagement through peer validation. Brand-generated content ensures visual identity and long-term brand positioning. Influencer marketing can compile both targeted reach and professional storytelling (Karadağ et al., 2024). ASOS can balance authenticity with control and strengthen customer-based brand equity by implementing a hybrid strategy into their business.
[bookmark: _Toc218254955]5.3.2 Theoretical Recommendations
Extend CBBE to Co-Created Brand Environments
ASOS can adopt Keller’s Customer-Based Brand Equity (CBBE) model to account for co-created brand environments structured by user-generated content. The conventional CBBE framework assumes that brand meaning is primarily developed through the firm-controlled communication (Kangas, 2023). Digital platforms assist customers in frequently participating in a brand's salience, resonance, and imagery. Extending CBBE to integrate these dynamics assists scholars in better explaining the trust, authenticity, and emotional attachment during the formation of consumer participation. 
Re-Examine Authenticity Theory in Commercialised UGC Contexts
The authenticity theory needs to be reexamined within an increasingly commercialised UGC environment. Traditional views of authenticity assume minimal commercial intent but the growing overlap between organic and sponsored UGC challenges this assumption. Re-examination of the Authenticity Theory allows scholars to distinguish between perceived, performed, and strategic authenticity (Porya et al., 2024). This offers a clearer understanding of credibility and undermines the digitally mediated brand environments.
Integrate Social Proof with Digital Trust Theory
ASOS can strengthen the necessity of social proof by integrating trust-building mechanisms alongside user-generated content on its digital platforms. This can be labelled verified purchases, incentivised content, and highlight the transparent moderation policies. Showing engagement indicators with credibility cues can help consumers to interpret peer endorsement with higher confidence.
[bookmark: _Toc218254956]5.4 Limitations of Research
This study is subject to numerous limitations that need to be addressed while interpreting the findings. The research adopts a secondary qualitative research design that completely depends on the academic literature and industry reports. This approach allows for broader insight into existing consumer narratives and digital branding practices. It limits the ability to capture the real-time motivations, attitudes, and behavioural intentions. The absence of primary data such as interviews or surveys can restrict the direct validation of interpretations derived from online content. The study focuses on a single organisation ASOS within the fashion retail sector. ASOS provides a relevant and data-rich context for evaluating the UGC, but this limits the generalisability. Consumer engagement with UGC can be different across industries, brand types, and cultural contexts. The interpretivist research philosophy and thematic analysis method create another element for subjectivity for the researchers. The coding, identification, and interpretation of themes depend on analytical judgement. These can influence the framing of findings. This limitation was mitigated through systematic coding procedures and comparison with the existing literature. Different scholars can analyse the same data differently, and it can lead to an alternative thematic structure. The dynamic nature of social media again creates limitations. Platform features, algorithms, and user behaviour evolve dynamically. These can affect the relevance findings over time. Content engagement patterns observed during the study period can not reflect future consumer interactions. The study does not quantitatively measure the direct impact of UGC on behavioural outcomes such as purchase intention or sales performance. Future studies can address these limitations by integrating longitudinal designs, primary data collections, and mixed-method approaches for enhancing validity. 
[bookmark: _Toc218254957]5.5 Recommendation for Future Work
The limitations of the current study can be addressed in various ways with meaningful implications for future research on the topic of user-generated content (UGC) and brand perception to better understand the issue of digital brand communication. Primary data collection procedures such as focus groups, surveys or in-depth interviews with the consumers, should be included in future research. Although secondary data could be very useful in terms of uncovering existing narratives and observable interactions, the primary data can enable the researcher to record the motivations, emotions, and interpretations of consumers directly. This enhances the validity of results because triangulation of observed online behaviour with the self-reported perceptions can be possible in the context of trust, authenticity, and purchase intention. A comparative or multi-brand research design can also be suitable in the future. The findings would be more general and would be improved by analysing various fashion retailers or moving it to other areas, like beauty, technology, or hospitality. The comparative methodology can be able to show the functionality of UGC with differences between brand positioning, target audiences, or strategy platforms to explain managerial and theoretical knowledge on a larger scale. A quantitative study of the influence of UGC on consumer behaviour should be used in future studies. Experimental designs or statistical modelling may be useful in establishing causality in the relationship between exposure to UGC and the attained outcomes including brand attitude, purchase intention, or customer loyalty. This can add qualitative information and give them better empirical evidence of the strategic value of UGC. Longitudinal research is suggested for the research dynamics of UGC effects over time. Social media, algorithms and even consumer expectations evolve quickly, and longitudinal studies can assist in capturing the changes happening in terms of perceptions of authenticity, perception of trust creation, and engagement activities. Such studies may also be able to determine whether exposure to UGC in repetition can maintain brand equity or generate decreasing returns.
Fifth, the nature of ethical and governance aspects of UGC needs to be examined in future work. With brands curating, incentivising, and ranking UGC, issues of transparency, privacy, and property rights are becoming more salient. A closer look at consumer consciousness and their responses to such practices can help create valuable information about ethical branding and online trustworthiness. The theoretical frameworks can also be enhanced in future studies by incorporating the theoretical frameworks like Customer-Based Brand Equity theory, Authenticity Theory and Social Proof Theory into the context of co-created brands. It would be better to refine the theories to consider the involvement of the consumer and the intermediation between the platform in modern situations of digital marketing.
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ASOS User-Generated Content


Key Influences of UGC on Consumer Perception of ASOS 


Social Credibility and Perceived Authenticity


Visibility, Reach and Purchase Enablement


Reviews, TikTok styling hacks


Real customer posts & reviews
(#AsSeenOnMe)


Shoppable UGC and micro-influencer


Community Building and Loyalty Formation


Emotional investment and peer validation


Higher engagement metrics


Micro-trend creation and cultural relevence
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