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[bookmark: _Toc234349508]1. Introduction
[bookmark: _Toc234349509]Background of the Research
One of the most significant tools that online fashion retailers are increasingly leveraging in order to promote their products is social media marketing (Chowdhury et al., 2024). ASOS (As Seen on Screen) is one of the popular online fashion retail store in UK as well as globally. In 2024, the sales of ASOS was estimated at more than 1.26 billion GBP in the UK, and 977 million across EU nations (Statista, 2026). The retailer ASOS's business model is based on digital communication as it is a non-store business. ASOS's main customer base consists of young consumers who engage actively with social media platforms such as Instagram, TikTok, Facebook, Pinterest, and YouTube (ASOS PLC, 2026). These platforms enable ASOS to broadcast fashion suggestions via collaborations with influencers. The brand also invites people to share their use with the AsSeenOnMe campaign (WB Research, 2026). This approach engages the company with its customers and allows them to continue to repeat their interaction with the brand. ASOS has also added some new video shopping capabilities, which give a social media shopping experience in its mobile app.
[image: UK social commerce market to reach £15.7 billion in sales by 2028]
Figure 1: UK Retail commerce market sales
(Source: Retail Economics, 2026)
It has been seen that social commerce in the United Kingdom is expected to reach £15.7 billion by 2028 (Retail Economics, 2026). This growth has increased competition among fashion retailers. ASOS needs to boost customer loyalty instead of attracting new customers.
[bookmark: _Toc234349510]Reason for Selecting the Topic
The reason for choosing this topic is that customer loyalty is one of the major problems that ASOS are facing in relation to the online fashion market due to its competitive nature. It has been noticed that the company has been facing major competition with Shein, Zara, and Boohoo, who invest significantly in social media marketing (Mintel, 2024). As ASOS has millions of social media followers with a good online presence, the company has targeted on how it can build lasting connections with customers. This is crucial because the question that can be analysed is whether social media marketing activity is effective in fostering customer loyalty or not. Thus, it is opined that the results of this research will be used to explain how ASOS can enhance its ability to retain customers due to best social media strategies.
[bookmark: _Toc234349511]2. Identification of the Business Problem 
ASOS has continued to invest in social media marketing as their target customer base is primarily young digital consumers who find fashion through social media sites like Instagram, TikTok and YouTube. The company has reinforced this on the grounds of the social media-style shopping experience with its mobile application and with various campaigns like AsSeenOnMe (WB Research, 2026). But these marketing expenditures haven't all led to a boost in customer loyalty. ASOS has revealed that it went down by 0.1 million to 16.9 million active customers in the 2025 financial year (Shubhendu, 2024). ASOS itself has been exposed to extreme competition from Shein, Zara, and other online fashion brands that are targeting the same customer segment by means of the same aggressive social media campaigns.  Thus, it is important to consider the key business problem in relation to the research, which is to investigate whether the marketing activities of ASOS's social media marketing are effectively increasing their customer loyalty.
[bookmark: _Toc234349512]3. Research Aim, Objectives and Questions
Research Aim
The study aims to examine the impact of social media marketing on customer loyalty at ASOS in the United Kingdom.
Research Objectives
1. To examine the social media marketing strategies used by ASOS to engage customers.
2. To evaluate the influence of social media marketing on customer loyalty at ASOS.
3. To identify the social media marketing factors that encourage repeat purchases at ASOS.
4. To recommend suitable social media marketing strategies that can improve customer loyalty at ASOS.
Research Questions
1. What social media marketing strategies does ASOS use to engage customers?
2. How does social media marketing influence customer loyalty at ASOS?
3. Which social media marketing factors encourage repeat purchases at ASOS?
4. What strategies can ASOS adopt to improve customer loyalty through social media marketing?
[bookmark: _Toc234349513]4. Critical Literature Review
[bookmark: _Toc234349514]Social Media Marketing Strategies Used by ASOS
According to the literature, effective social media marketing strategies involve being able to build a sense of community around the brand and engage customers (Fetais et al., 2023). Influencers can create personalised content and interactive videos that are more engaging for consumers, who believe that these videos will provide them with more accurate information about reality than official advertising (Cai et al., 2025).  Moreover, recent studies have also indicated a rise in sales for stores that are well-distributed on different social media platforms (Wang et al., 2025). Multi-platform strategies enhance the chances that consumers will stay in touch with a brand during their buying process.
ASOS has used these strategies on Instagram, TikTok, YouTube, Facebook and Pinterest as these platforms align with their target customers. The AsSeenOnMe campaign is one of the company's biggest successes. The campaign aims to get customers to post images of themselves wearing ASOS merchandise (WB Research, 2026). These images are used to appear on the company's website and mobile app. With the strategy, customers would be able to play an active role in the promotion of a brand, instead of being merely a customer. It also offers genuine product showcases as shoppers get to see what clothing looks like on actual customers in a variety of styles. Previous Instagram Stories campaigns also resulted in over three million interactions from customers in the United Kingdom. These findings showed that visual storytelling had a significant impact on the engagement of customers towards the ASOS brand.
[bookmark: _Toc234349515]Impact of Social Media Marketing on Customer Loyalty at ASOS
Customer loyalty has been a topic of interest in marketing studies as retaining customers is less costly than acquiring new ones (Singh et al., 2023).  Social media marketing affects customer loyalty through increased customer trust, emotional bond, satisfaction and brand loyalty. It has been seen that frequent engagement with the brand material can build stronger psychological connections to the clients (Singh et al., 2023). They are also more likely to share their positive experience with the brand with their family members and friends. Significant customer interaction concluded even though there were significant numbers of followers on social media platforms (Siregar et al., 2023).
ASOS has tried to enhance customers' loyalty by personalising their digital experiences. The company leverages artificial intelligence and customer behaviour data to suggest products tailored to individual preferences (Sarah, 2025). Previous studies using ASOS showed that the value of customer lifetime value prediction is to help the company understand who to look after and make a personalised offer that will get customers to come back for more. This technology also aids the business in making better allocation of marketing resources and minimising customer churn. 
[bookmark: _Toc234349516]Social Media Marketing Factors that Encourage Repeat Purchases 
From previous research, there are multiple factors related to marketing that impact repeat purchasing behaviour and customer loyalty on social media (Banerji and Singh, 2024). Some researchers have suggested that content quality is among the most critical ones since customers are likely to interact with brands that offer them useful and entertaining content (Sobouti and Karimi Alavijeh, 2024). Fashion stores mainly utilise product demos through interactive videos, which enable customers to make good buying decisions. Another benefit of interactive content is that it boosts customer engagement, as users can engage with the brand directly. These activities help to build emotional bonds and make repeat purchases more likely. Other studies showed that user-generated content also builds trust levels as users are more likely to trust what is shared by others, rather than traditional advertising (Lariba, 2023). Retailers who engage customers will show longer lasting customer relationships.
Personalisation has also been found to be an important factor in the literature. Findings on personalised product recommendations have been attributed to enhancing customer satisfaction for consumers as they get information relevant to what they have already bought and searched for (Patnaik, 2022). To match customer preferences, ASOS has incorporated AI technologies that recommend products to their customers. The company has also developed a video-language shopping experience, where they can explore products via short-form creator videos before buying them. These innovations not only make the shopping process more fun, but they can also boost customer engagement with the brand.
[bookmark: _Toc234349517]Application of Relationship Marketing Theory
Relationship Marketing Theory is a suitable theory for explaining the relationship between social media marketing and customer loyalty in ASOS. The theory suggests that organisations need to be more interested in forming long-term relationships with customers rather than simply being concerned with the actual sale (Pfajfar et al., 2022). They develop and form trust, commitment, satisfaction, and ongoing communication to produce value in successful organisations. All of these factors contribute to customer loyalty and greater future buying.
[bookmark: _Toc234349518]Literature Gap
Previous research has extensively discussed the connection between social media marketing and customer loyalty, especially in the context of retail and fashion sectors. Previous studies have been mainly on common online retailers or luxury fashion brands. There is a lack of research that has specifically focused on the impact of social media marketing activities on customer loyalty at ASOS. To fill this gap, the perceptions of their customers regarding ASOS social media marketing will be examined.
[bookmark: _Toc234349519]5. Research Methodology 
[bookmark: _Toc234349520]Research Approach
The approach of this study will be a quantitative approach as the purpose will be to investigate the contribution of social media marketing to customer loyalty of ASOS using numerical data. The quantitative method will be suitable as it will involve measurable responses from customers, and patterns within the context of the topic will be identifiable and presented in numbers, which will aid in objective interpretation (Schmied, 2023). In this way, personal bias will also be minimised as the same structured questions will be responded to by all the participants. With the research questions, the quantitative method will be able to offer clear evidence to assist in achieving the research objectives (Adams et al., 2007).
[bookmark: _Toc234349521]Data Collection Method
The study will collect primary data by using an online questionnaire survey. The questionnaire will consist of 15 closed-ended questions in a 5-point Likert scale format because this format will allow participants to express their opinions in a better manner. The questionnaire will include questions about participants' use of ASOS social media platforms. 
[bookmark: _Toc234349522]Sampling Strategy
The study will use a convenience sampling strategy because it will provide access to participants who are willing to complete the questionnaire (Golzar et al., 2022). A sample size of 80-100 ASOS customers will intended to participate in the study. Participants will be recruited through social media platforms such as Instagram, Facebook, LinkedIn, online fashion communities, etc, where ASOS customers are active. Only individuals who have purchased products from ASOS will be invited to complete the questionnaire. 
Data Analysis
The collected data will be analysed using Microsoft Excel. The responses will initially be listed in spreadsheets and then coded based on each questionnaire item. Afterwards, the results will be displayed graphically, using bar, pie and column charts. The responses of the participants will also be summarised in frequency tables and percentage distributions. The results will then be correlated with the research objective(s) and literature.
[bookmark: _Toc234349523]Research Ethics
Necessary research standards will be used during data collection. Each participant will be provided with full information regarding the purpose of the study before completing the questionnaire, and participation will be voluntary. Before the responses are collected, it will be ensured that there is informed consent. All participants will be able to opt out of the study at any time without having to give a reason. No personal information, like name, email address or contact details, will be collected. The collected data will be kept securely with password-protected electronic files. The information will solely be utilised for academic purposes. It will be destroyed upon finishing the study.
[bookmark: _Toc234349524]Reliability and Validity
As per Saundar’s research, to increase the reliability and validity of the study, several measures will be used (Saunders, Lewis and Thornhill, 2019). The questionnaire will be the same for all participants and will be administered in the same manner to enhance the uniformity of the data to be collected. Questionnaire items will be taken from the literature of previous academic studies related to social media marketing and customer loyalty to measure the concepts intended. The procedures will enhance the credibility and accuracy of the research findings.
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[bookmark: _Toc234349526]6. Business Relevance and Practical Implications
The conclusions drawn from this study will have practical value for ASOS as they will indicate the social media marketing activities which can have the most significant impact on customer loyalty. The results will help the company determine if influencer marketing helps them rev up repeat purchases. This evidence will help ASOS make more informed marketing decisions as they will know where their investment will reap them the best returns, in terms of customer engagement. The study could also suggest supplementing personalised communication, which leaves customers with a heightened level of trust when disseminated via influencers, as well as encouraging greater customer involvement in communications via campaigns like #AsSeenOnMe. These suggestions might lead ASOS to enhance client retention and continue to be competitive in the online fashion market. The project will also enhance the understanding of applied business research by providing an example of how primary data for a business's customers can be analysed in a real business situation.
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