
[image: ]

Programme: Master of Business Administration
Module: Dissertation
Module Code: LCMB7035
Supervisor: Thomas Adeyemi
Student Name: Monjurul Hasan
Student ID: 2433829
Title: Research Proposal for the topic “Evaluation of the Impact of Social Media Marketing on Consumer Purchase Behaviour in the Retail Fashion Industry”
Word Count: 2677


Contents
1. Introduction	3
Research Aim	3
Research Objectives	4
Research Questions	4
Significance of the study	4
2. Literature Review	5
3. Methodology	7
4. Expected Findings	8
5. Limitations	9
6. Time frame	10
7. Conclusion	11
References	13




[bookmark: _Toc235203524]1. Introduction
Social media has revolutionized the way in which marketing communication works, especially when it comes to shopping for fashion in retail stores: in these companies, the visual appeal of products, their identity expression, and consumer engagement are key factors in shaping purchasing decisions. From the start, social platforms like Instagram, TikTok, Facebook, and YouTube have been more than just tools for social networking—they've become potent marketing hot spots that allow brands to reach consumers in real time. This progression reflects the general marketing trend of moving away from a one-way communication-based approach to an interactive, user-centric digital engagement approach (Sokolova, and Kefi, 2020).
Social media marketing is now a key influencer in the fashion industry's consumer habits. It is not simply a channel for messages to be sent down the river; it's a place where consumers can engage in the creation, assessment and sharing of content via likes, comments, shares and reviews. They have a great impact on the perception of a brand, the development of trust and, ultimately, purchase intention (Dwivedi et al., 2021). Fashion retail is especially vulnerable to these dynamics, as the aesthetic, social, and social validation aspects of consumer choices are particularly significant.
The literature on social media marketing, although rich, concentrates on a specific social media platform or on certain aspects of social media marketing, such as influencer marketing or electronic word of mouth. Lacking such understanding, it seems that there is limited awareness of social media marketing's evolution over time and how this evolution, as a whole, affects consumer purchase behaviour related to the retail fashion industry (Pan et al., 2024). 
[bookmark: _Toc235203525]Research Aim
To critically evaluate the impact of social media marketing on consumer purchase behaviour in the retail fashion industry.
[bookmark: _Toc235203526]Research Objectives
· To evaluate the social media marketing strategies adopted by companies in the retail fashion industry.
· To analyse the effect of social media marketing on consumer purchase behaviour.
· To recommend how companies in the retail fashion industry can improve the effectiveness of their social media marketing strategies.
[bookmark: _Toc235203527]Research Questions
· What social media marketing strategies are adopted by companies in the retail fashion industry, and how have these strategies evolved over time?
· What is the effect of social media marketing on consumer purchase behaviour in the retail fashion industry? 

[bookmark: _Toc235203528]Significance of the study
The study holds significance since it comprehensively assesses the influence of social media marketing on consumers' purchase behaviour in the retail fashion sector. Fashion retailers are heavily dependent on social media strategies to create brand awareness, improve consumer engagement, and drive sales. With the rise of digital platforms like Instagram, TikTok, Facebook, and YouTube, these strategies are crucial for fostering consumer engagement, raising brand awareness, and encouraging consumers to make purchases. It is therefore important to have some knowledge of the effectiveness of these strategies in order for research to be done as well as for business.
The study adds value to the existing literature by synthesizing and critically analysing literature related to social media marketing, consumer behaviour, influencer marketing, electronic word-of-mouth (eWOM), user-generated content (UGC), and social commerce. It also highlights research gaps and offers suggestions for other research areas to explore, giving a better understanding of the changing dynamics between digital marketing practices and consumer decision-making.
The results will be beneficial for fashion stores who want to make their marketing through social media more effective. The study can help managers make better decisions, better engage with consumers, and help develop more targeted and effective marketing campaigns in the highly competitive retail fashion industry by identifying the strategies that are most likely to influence purchasing behaviour.
[bookmark: _Toc235203529]2. Literature Review
Social media marketing has come a long way in the last 10 years – it's no longer just a communication tool but a major part of today's marketing strategy. The initial conceptualisation of social media emphasised the participatory and interactive nature of Web 2.0 tools that enable user-generated content (Kaplan and Haenlein, 2010). On this basis, Kietzmann et al. (2011) developed a structured framework that describes the role of social media in identity formation, social networking, and content sharing, all of which contribute to brand engagement of consumers.
With the development of digital ecosystems, social media platforms grew more and more commercialized, embedding marketing components directly within the users' experience. According to Felix, Rauschnabel and Hinsch (2017), the social media marketing has become a multidisciplinary organizational role that integrates communication, branding, customer relationship management and digital analytics. Platforms like Instagram and TikTok have become vital for visual storytelling in the realm of fashion retail, allowing brands to share lifestyle-focused content that is connected to the formation of consumer identities and aspirations.
In digital environments, consumer purchasing behaviour is influenced by psychological and social factors. Attitude, subjective norm, and perceived behavioural control are all key factors in the Theory of Planned Behaviour (Ajzen, and Schmidt, 2020) that explains behavioural intention. In the social media context, subjective norms play a crucial role because consumers' choices are heavily impacted by peers, influencers, and social communities. The Stimulus–Organism–Response framework also helps to understand this relationship by proposing that social media marketing as an external stimulus affects the internal psychological response of a person, such as trust, enjoyment, and emotional engagement, and that these psychological responses in turn affect their behaviour, specifically purchase intention (Verma and Yadav, 2021).
This relationship between the social media marketing activities and consumer purchase behaviour is well supported by empirical research. Kim and Ko (2012) show that luxury fashion brands can greatly improve their brand equity and boost purchase intention by using social media marketing, which can strengthen customer engagement and perceived brand value. A more recent study confirms that personalised content, interaction and social validation methods have a great impact on increasing consumer involvement in the purchasing process.
Influencer marketing is one of the most powerful aspects of social media marketing in the fashion world. In essence, influencers are virtual influencers who help shape consumer attitudes and buying habits. De Veirman, Cauberghe and Hudders (2017) conclude that popularity with influencers increases brand attitudes, though there may be more engagement with micro-influencers because they are perceived as more authentic. Likewise, Lou and Yuan (2019) provide evidence that informational value and credibility greatly increase the trust of consumers in the context of influencer marketing and their intention to purchase.
eWOM also influences consumer behaviour in digital environments. Online reviews and peer-generated content help consumers alleviate perceived risk and uncertainty in their decision making process, as noted by De Groot (2019). In the context of fashion retail, UGC serves as social proof, enhancing the credibility of a brand and shaping consumer intent to make purchases through the power of community. This is especially pronounced in visual-based sectors where customer perception is shaped by the experiences of other customers and how it looks to them.
Social commerce is the next phase of social media marketing, and adds the ability to perform transactions directly within a social network. This development reduces the time consumers need to spend from discovery to purchase, allowing users to seamlessly navigate from discovery to purchase without exiting the platform. This lower friction can boost impulse buying and bolster conversion rates, especially for younger customer buckets that are hyper-active on digital channels, according to research.
Although significant research work has been carried out in this area there is a lack of integration in the literature. The majority of studies target specific components of social media marketing, including, for instance, the effect of influencers or electronic word-of-mouth, but not a combination of these components within a framework. In addition, there has been less focus on the evolution of social media marketing and how technological advancements, like algorithm-driven content delivery and artificial intelligence, have impacted consumer buying habits over the years. This means that there is a need for a more comprehensive and systematic integration of past studies.
[bookmark: _Toc235203530]3. Methodology 
The study approach is an Extended Literature Review, which critically examines the evolution of social media marketing and the effect of social media marketing on consumer purchase behaviour in the retail fashion industry. It is an approach which is not based on primary research but involves the systematic identification, evaluation and synthesis of existing academic literature, with the aim of building a full picture of the research topic (Booth et al., 2016).
The design of a literature review will be systematic, which is especially appropriate in a research field like digital marketing and consumer behaviour, due to its complexity and dynamism. This way, you can combine both theoretical and empirical research and discover patterns, contradictions and gaps in the literature. It also provides a flexible yet structured way of synthesizing a variety of sources of academic knowledge Fink (2014).
These are the main academic databases that will be searched. Google Scholar will be used as the main source to collect additional relevant studies and emerging research that may not have been indexed in the major databases. The search process will be facilitated by the use of carefully chosen keywords, including social media marketing, consumer purchase behaviour, fashion retail, influencer marketing, electronic word of mouth and social commerce. Boolean operators will be used to narrow down the search and make it relevant to the research goals.
The studies selected for inclusion in the review will be peer-reviewed academic journal articles published in the past 16 years, from 2010 to 2026, to represent the full range of theories and developments in this field. The studies need to be directly related to social media marketing and consumer behaviour in the context of a retail or fashion industry. Studies not academic in nature, studies that are not peer reviewed, studies that are not related to the research field or only abstracts without full texts will be excluded from the studies.
A systematic screening process will ensure transparency and replicability and will be based on PRISMA principles. This process includes locating studies, screening by title and abstract, evaluating the full text for eligibility, and finalizing the eligible studies to be analysed. This systematic approach helps the review process to be rigorous and transparent.
Selected studies will be evaluated from the point of view of journal rankings, methodology, citation impact and relevance to the research questions. This helps to make sure that the synthesis contains only high quality and academically sound resources.
Last but not least, thematic analysis will be applied to analyse the selected literature. It means drawing connections and common elements between various studies and research, especially those regarding the trends of social media marketing, consumer engagement, the role of influencers, eWOM and social commerce. This analytical approach enables the study to transcend the description and provide a critical analysis of the effect of social media marketing on the purchasing behaviour of consumers in the retail fashion industry.
[bookmark: _Toc235203531]4. Expected Findings
This study is anticipated to prove that social media marketing has grown from a simple marketing communication tool into an intense ecosystem with high levels of interaction and data that has a great impact on consumer purchasing decisions in fashion retailing. It is likely that the literature will suggest that Influencer Marketing, Electronic Word-of-mouth (eWOM), and User-generated content are among the most influential mechanisms that impact consumer decision making.
Consumers' buying decisions are expected to be increasingly based on trust, authenticity and social validation, which is in contrast to conventional advertising exposure (Nowell et al., (2017). For example, the influence of micro-influencers and peer-generated content is anticipated to be more effective than that of traditional celebrity endorsements in driving consumer engagement, as it can appear more authentic and relatable to consumers.
Moreover, the review will likely include a focus on how social commerce elements integrated into platforms like Instagram and TikTok streamline the purchase process, thereby enhancing impulse buying habits. But, findings will vary in the literature with platform, demographics and culture.
Overall, it is expected that the study will result in a body of knowledge that is still emerging and fragmented and needs to be consolidated into a single conceptual framework.
[bookmark: _Toc235203532]5. Limitations
One of the limitations of this study is that it does not gather empirical data, but it only uses secondary data, namely published academic works. Therefore, conclusions drawn will rely on what studies are available, the extent of the studies, and the quality of the studies (Page et al., 2021). The review is also limited to peer-reviewed journal articles in English, meaning that relevant literature might not have been published in English.
One is the fast pace of social media evolution, which may not be sufficiently captured in the existing academic research. Additionally, publication bias may affect the availability of studies because studies with statistically significant and positive results are more likely to be published than studies with neutral or negative results.
These drawbacks are overcome by using a structured and systematic approach to the review, which maintains academic rigour and transparency.
[bookmark: _Toc235203533]6. Time frame
The dissertation will be written under the supervision from 8 June 2026 to 18 September 2026, and the research proposal will be submitted by 17 July 2026.
In the first phase, the research topic will be finalized, the research aim, objectives, and research questions will be developed, and a research proposal will be written. This will also include a preliminary literature search from Google Scholar after which relevant studies will be selected with pre-defined inclusion and exclusion criteria.
Once the research proposal is approved, a thorough literature search and screening process will be conducted to come up with the final body of literature for review. The selected studies will then undergo a critical analysis using thematic analysis to uncover key themes, patterns and research gaps of the evolution of social media marketing and consumer purchase behaviour in the retail fashion industry.
The next steps will be to write the remaining chapters of the dissertation: extended literature review, discussion, implications and conclusion. The last few weeks of the supervision period will be spent refining the dissertation in the light of the supervisor's comments, proofreading, formatting the dissertation according to the UWTSD Harvard referencing guidelines and preparing the dissertation for submission by 18 September 2026.

Gantt chart
[image: ]
[bookmark: _Toc235203534]7. Conclusion
This proposal has considered a structured research process to explore the development of social media marketing in the context of buying consumer behaviour in the retail fashion industry by using an Extended Literature Review method. As social media becomes an integral part of consumers' lives, fashion brands have had to adapt their strategies and approaches to how they communicate with their target market and make it more likely to influence purchases Extended Literature Review method (Snyder, 2019).
The study aims at bringing together disjointed academic literature to present a well-organised overview of the evolution of social media marketing strategies and the overall effect of those strategies on the consumer behaviour. The research will follow a systematic and thematic research of the existing literature, which will allow a structured analysis of the concepts of influencer marketing, electronic word of mouth, user generated content and social commerce.
This study is expected to be both of theoretical and practical contribution. Ideally, it will be able to synthesize the existing literature into a cohesive framework that can explain the development of social media marketing in fashion retail. In practice it will offer marketers and retailers insights into the impact of digital engagement on consumer purchase behaviour in a highly competitive online world (Xiao and Watson, 2019). In general, the study provides a solid base to comprehend how the dynamic relationship between the developing social media platforms and the decision-making of consumers.
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