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ABSTRACT
The study aimed to analyse the impact of social media marketing on the buying behaviour of customers in the fashion retail industry, using M&S as a case study. A secondary qualitative case study research was conducted to gather evidence from authentic journals and published sources about the leading UK-based fashion retailer, Marks and Spencer’s social media marketing strategies. The study found the positive and significant impacts of the social media marketing elements, technology integration, brand image, and purchasing behaviours of the consumers. Managerial recommendations suggested include the choice of appropriate social media strategies for positively impacting the buying behaviour of M&S’s customers, gamification, focus on Gen Z’s needs and preferences, aiming for bidirectional communication, and addressing all people’s satisfaction, technology integration, as well as multi-dimensional constructs are necessary for influencing positive purchase decisions. Primary future research can help in addressing the limitations of secondary data-based studies, limited accessibility, and generalisation issues.
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1. INTRODUCTION
1.1 Introduction 
The chapter introduces the choice of topic selected about the impacts of social media marketing on the purchasing behaviours of fashion retail customers. It covers the origin of the research, aim and objectives, research questions, problem statement, significance, rationale and outline of the research.
1.2 Origin of the research
Social media marketing (SMM) is gaining momentum in the fashion retail sector in the United Kingdom, having significant impacts upon business activities of the sector as well as the conduct of its customers (Chowdhury et al.,2024). The UK’s sector, including fast fashion and high street trends, has contributed significantly to the mass production of affordable and convenient clothes by online fashion retailers using social media marketing as a communication and promotional mode. Social media platforms have been helping companies in influencing consumer behaviour, awareness, and attitudes, driving the purchase decisions towards a certain product or service offered (Nash, 2018). Modern consumers have been using social media to discover new trends as well as engage in affordable and convenient home shopping activities. In this regard, Marks & Spencer (M&S), one of the major fashion retail organisations in the UK, is ruling the retail fashion sector by positively impacting the purchasing decisions of its customers through its effective social media strategies. The study tends to look into the connection between M&S’s SMM strategies and retail fashion customers’ buying behaviour, such as interaction with content, finding information about products and discounts, maintaining community connectivity, and enjoying and entertaining themselves.
1.3 Research aim
The main aim of this research study is to analyse the impact of social media marketing on the buying behaviour of customers in the fashion retail industry, using M&S as a case study.
1.4 Objectives
For the successful accomplishment of the research aim, the following research objectives will be accomplished.
· To assess the social media marketing strategies used by M&S to impact the buying behaviours of its customers
· To examine how social media marketing influences the buying behaviour of M&S customers
· To recommend appropriate social media strategies to positively impact the buying behaviour of M&S’s customers
1.5 Research questions 
The set of key research questions is listed below.
· What social media marketing strategies has M&S used to influence the buying patterns of its customers?
· What are the impacts of social media marketing on consumer buying behaviour?
· What are the recommended social media strategies to positively impact the purchasing behaviour of M&S’s customers?
1.6 Problem statement
Continuously growing security concerns amid the increased use of a variety of social media marketing platforms like Facebook, Instagram, blogs, and audio-sharing sites have created a significantly challenging situation among the global fashion retail customers (Urrego et al., 2024). Modern consumers complain about the rising privacy and security issues, and misinformation about the products and companies misleading their purchase decisions (Sutinen et al., 2022). In this regard, effective strategies such as data handling and communication protocols are needed for driving positive purchasing decisions of fashion retail customers. The current research seeks an opportunity to explore the case study of M&S to investigate how the leading company maintains its SMM strategies for positive purchasing decisions.
1.7 Significance
The current research is significant for its contribution in highlighting the process that consumers engage in researching, discovering information over social media, and subsequently purchasing products and services from fashion retailers. The research findings will add significant theoretical as well as practical contributions to assess social media as an effective tool for fashion retail organisations trying to connect with their target market audience to increase brand productivity and financial performance simultaneously.
1.8 Rationale of the study
The rationale of the current investigation is to evaluate how the leading brands like M&S use social media channels to improve their brand image through technological and network relationships necessary to influence the purchasing behaviour of customers. For this purpose, the research has highlighted different approaches used by the fashion retailers, such as social proofing, influencer collaboration, and content generation for collecting consumer insights with an aim to drive sales ultimately through these mechanisms (Schivinscki et al., 2022). 
1.9 Outline of the study
The remaining dissertation is structured around different chapters, such as:
Chapter 2: Literature Review covers a critical review of existing literature on SMM and related theoretical framework covering Uses and Gratification Theory, Actor-Network Theory, and Multi-Dimensional Construct.
Chapter 3: Methodology includes description and justification of the choice of research methods and methodology, with data collection and data analysis.
Chapter 4: Data analysis and Discussions presents a critical review of secondary findings related to the M&S case study and wider discussions in conjunction with theories.
Chapter 5: Conclusion, Limitations, and Recommendations provides a final summary of the research, research limitations, and a set of managerial suggestions for fashion retailers and future research recommendations.


2. LITERATURE REVIEW

2.1 Introduction to the chapter
The chapter provides a critical review of the literature, generally discussing the social media marketing approaches and strategies used by the fashion retailers in the UK and their impacts on the purchasing behaviours of their consumers. Additionally, the chapter presents a theoretical framework based on Uses and Gratification Theory (UGT), Actor-Network Theory (ANT), and Multidimensional Construct. Lastly, drawing insights from the reviewed literature and theories, a conceptual framework is presented, highlighting dependent and independent variables of current research. The chapter’s summary is included at the end.
2.2 Review of existing literature
2.2.1 SMM strategies of the fashion retail industry
Existing researchers have highlighted the influence of diverse social media marketing strategies used in the UK fashion retail industry for influencing consumer behaviour, including user-generated content, influencer marketing, and target marketing strategies (Tariq & Chowdhury, 2020; Wei, 2024). Wei (2024) in his analytical research, discussed the strategies of new media marketing in the fashion industry, highlighting how features of the new media have transformed word-of-mouth strategies for the fashion retailers in the UK and worldwide. According to him, SMM platforms allow users to share content about brands on a daily basis based on their individual interests. Such messages are shared in a variety of ways beyond mere simple posting of text and images in the form of live streams and short reels. Similarly, Naeem (2020) has also explained that the user-generated content supported by social media platforms has given a new definition to dialogue and interaction between the fashion retailer brands and their users relatively. Naeem (2020) investigated the relationship between user-generated content and engagement among fashion consumers in the UK and found that the new features of social media allow users to share and exchange information for various purposes, i.e., social responsibility, experiential sharing, reward-based motives, and social connectivity simultaneously. Other researchers have also substantiated the effectiveness of user-generated content strategy influenced by SMM for the likely potentials to facilitate the following trends: personalising experiences and creating social proof of purchase behaviour and decisions (Tarnanidis et al., 2023). They believe that such SMM also offers data and information to the fashion brands to drive new experiences (Tarnanidis et al., 2023).
Besides, literature has widely discussed influencer marketing as another significant SMM strategy used by the fashion retail organisations in the UK to influence the behaviours of the consumers (Wei, 2024; Nash, 2019). According to Nash (2019), both the Generation X and Generation Y consumers in the retail fashion environment of the UK are motivated by the products promoted by influencers and actively engage in the relevant decision-making process. He added that at present, the brands are using social influencers like bloggers, celebrities, or ordinary people with influencer social accounts, helping them to create subjective norms about their brands. The fashion retailers have recognised the effects of inspiration and advice given by influencers, directly affecting their decision-making process, also facilitating consumers to override the first research stage in their purchase decisions. In this regard, Edirisuriya (2023) has reported the practical application of SMM strategies by fashion retail companies like ASOS, Boots UK, and others. In the research findings, they highlighted that users of the products themselves become influencers and engage in user-generated content on behalf of the companies to promote their products on social media channels through review videos, photos, and attractive brand-knowledge content. 
Besides, another key strategy discussed in the existing studies, highlighting how social media marketing has been assisting fashion retailers, is target advertising. McCall (2024) has presented mixed research findings while exploring key aspects of target marketing through social media. McCall (2024) further explained that SMM helps fashion brands to benefit from demographic, geographic, psychographic, and behavioural data of the target audience and take necessary actions through personalised marketing campaigns, advertisement and recommendations. The segmentation-based information helped them to position their products in the online and offline fashion market according to the behaviours, interests, and choices of different types of consumers. 
Additionally, the emergence of contests and gamification appearedas an innovative type of social media strategy affecting the purchasing behaviours of modern fashion retail consumers (Wanick & Stallwood, 2023). According to Wanick & Stallwood (2023), social media helps the UCG platforms like Roblox to hold contests and display brand stories as a part of ads like The Ralph Laurent Winter Escape. They indicated that with such features, rewarding mechanisms like gamification and avatar customisation assist the consumers in getting the knowledge of different fashion brands’ current stories dispersed through their social media platforms. Consequently, such brand knowledge helps them make informed decision-making process when purchasing those products from the market.
The review of the existing social media marketing strategy used by fashion brands in the United Kingdom has been subsequently analysed to evaluate its impact on the purchasing behaviours of consumers. Later on, the wider literature review will be cross-related with the primary case study findings from M&S’s SMM strategies.
2.2.2 Impacts of SMM strategies on the purchasing behaviour
Consumers' purchasing behaviour in the fashion retail industry results from how they have access to the data and information about the available products, discover and research themselves, and can connect with a specific brand. Purchase behaviour also includes how the consumer disposes of the product after using it (Tariq & Chowdhury, 2020). According to Rahman & Ekereuke (2022), social media marketing has had a significant impact on UK consumers’ purchase intentions for both low-involvement and high-involvement products. They elaborated that when consumers initiate their research through social media and discover information about specific brands, it impacts their intentions positively through trust, authenticity, and increased interactivity with their respective brands. Similarly, Tariq & Chowdhury (2020) in their study highlighted the huge impact of social media marketing on the UK fashion industry, as they are leading to both positive and negative information about the brands, influencing consumer behaviours. They found that when the range of social media portals like Facebook, Myspace, Twitter, and YouTube is being used by the fashion retailers in the UK, they drive sales via promoting their new product ranges and also by directing communicational connections with their consumers. 
Besides, Ge (2024) has indicated that when the product information is displayed by the brand in front of the consumers through collaboration with fashion influencers using social media entertainment channels like TikTok and Instagram, it leads to a surge of desire and engagement among the customers. The users of these social media consider it as personalised advertisements to facilitate their information search, as well as get reviews from the existing well-known influencer users. To explain the behaviour of the consumer towards the social media-based information, Lee et al. (2022) elaborated that, in the presence of their social psychological motives, consumers follow the social media influencers to trust a brand and increase the purchase frequency. According to their findings, consumers believe that social media influencers provide them with authentic information, address consumerism, inspire them, and promote envy necessary for competitiveness among brands.  
Based on these findings, it can be summarised that the impacts of social media marketing on consumers' purchasing behaviour are multi-dimensional and therefore require multiple variables and theories to assess the relationship between SMM and the purchasing behaviour of fashion retail consumers.  
      2.3. Conceptual Framework                                                                                                                Below is the conceptual framework drawn for the investigation, highlighting the dependent variable and independent variables that will be addressed to assess how the social media marketing strategies of the fashion retailer influence the purchasing behaviour of its consumers.
DEPENDENT VARIABLE
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Figure 1: Conceptual Framework
(Source: Self-created)
2.4 Theoretical framework
Subsequent to the critical review of academic literature investigating social media marketing strategy and its impact of such strategies on the purchasing behaviour of fashion retail customers in the UK, this section draws relevant theories creating a theoretical framework for the current research. The purpose of this theoretical framework is to identify significant theories that can be applied to understand the SMM practices of M&S UK and how they are positively affecting their customers’ behaviours to provide appropriate suggestions.     
2.4.1 Uses and Gratification Theory 
The first relevant theory applicable in the current research context is related to Uses and Gratification Theory (UGT). Blumler & Katz (1974) have proposed UGT as a communication theory to understand how consumers of social media content interact with the brands and use the information given for the successful accomplishment of their needs. The theory informs that the users of the content have variable psychological and social needs while engaging with communication platforms (Huang et al., 2024). These may include a need for searching information about the products and available discounts, desiring to engage with the community, and yearning to have fun and entertainment. The application of UGT theory in this research will assist in identifying how the consumers of M&S UK have been engaging with its social media marketing content and attributes, and what type of need they want to satisfy the most. Such insights would be helpful in further evaluating the impacts of the most significant needs on the purchasing decisions of consumers.  
2.4.2 Actor Network Theory (ANT)
Another significant theory for the current investigation is related to Actor Network Theory (Latour, 1996). The selected theory will help in assessing how the complex networks of relationships in social media marketing, including technological networks as well as human-based networks, influence the purchasing behaviour of a fashion brand consumer. The theory was introduced in the 1990’s, where he offered a framework to evaluate how individuals, thoughts, skills, and nature lead complex systems working in a networking form (Latour, 2007). The theory will be applied for evaluating the social media marketing approach of M&S UK and understanding how it has successfully dealt with the complex network of human and non-human elements when using SSM for influencing purchase decisions. 
2.4.3 Multidimensional Construct
Besides the two specific theories mentioned above, multidimensional construct theory will also be used for evaluating multiple dimensions of purchasing behaviour of specific retail fashion customers in a holistic way. The choice of a multidimensional construct is made to understand how multiple aspects of M&S’s social media marketing, other than people and technology, have been affecting their consumers’ entertainment, interaction, trendiness, customisation, and word-of-mouth when creating a brand image in pre-, during-, and post-purchasing behaviours (Joshi et al., 2025).
2.5 Summary of the chapter 
Thus, the critical review of literature as well as the theoretical framework has informed the need to evaluate the SMM strategies of the M&S, one of the leading brands. The Existing studies will assist in evaluating how the modern social media marketing strategy can be applied by the fashion retailers in the UK for addressing each and every aspect of their purchasing behaviours, shaping their purchase decisions of a specific brand among other competitors. In addition, the review findings are used to develop a research methodology for this case study investigation. 







3. RESEARCH METHODS AND METHODOLOGY
3.1 Introduction to the chapter
This chapter presents research methods and methodology for investigating the impacts of social media marketing strategies of the fashion retailers on the purchasing behaviours of consumers. The choices for each methodology element are informed by past research studies. The chapter comprises applied methods and methodologies defining the selected research philosophy, paradigm, and approach, sampling technique, data collection tools and techniques, data analysis tools, and ethical considerations.  
3.2 Applied methods and methodologies 
Research philosophy refers to a series of fundamental assumptions that are used for the implementation and design of a research study. It describes the perspective of the researcher to see the reality and knowledge that contributes to shaping how they make choices in their entire research process (Creswell, 2022). Among the four general types of research philosophies, such as interpretivism, pragmatism, positivism, and realism, interpretivism was selected for the current research (Creswell, 2022). The selected philosophy was identified as feasible for investigating subjective knowledge and experiences of the brand and consumers. Interpretivism is significant for understanding how individual consumers of a fashion retail brand shape its experience based on how they have constructed reality based on societal interactions (Saunders et al., 2012).
Besides, the choice of research paradigm was made to direct how the researcher pursues the development of learning about the selected research phenomenon. In this regard, from the four available choices of research paradigms, positivists, interpretivists, pragmatic and critical paradigm (Creswell, 2022), the current study opted for constructivism to focus on interpretation and meanings of current subjective information gathered to assess the purchasing behaviours of the consumers and SMM strategies of the M&S. Contrarily, other three alternatives, if would have chosen could have facilitated the search of either objective or mixed data used for searching generalizable laws or practical problems solving or challenging social realities. 
In conjunction with the choice of the constructivist paradigm, an appropriate research approach was selected. A research approach refers to the holistic planning strategy covering the broad implications, methods of information gathering, interpretation, and analysis of data collected (Creswell, 2022). For this purpose, an inductive approach was chosen for its bottom-up approach, as it facilitated making adequate observations via case study analysis and wider literature on how the UK fashion retailers use their SMM strategies to influence the purchasing behaviours of their consumers. Such observations were collected for their potential to introduce a new theory showing the relationship between technology integration, consumer behaviour, and fashion retailers' brand image, respectively. 
 Based on the choices of interpretivism philosophy, constructivism paradigm, and inductive research approach, qualitative methods were selected. The qualitative method focused on subjective case study findings to identify the perceptions, experiences, motivations, and beliefs of the fashion consumers towards a brand while interacting with various social media marketing strategies (Chowdhury et al., 2024; Wanick and Stallowood, 2023). Besides, since the focus of the current research was not to gather statistical data, a quantitative research approach was not chosen, which area usually used for objective interpretation of the research findings. 
3.3 Sampling technique 
Additionally, , due to absence of primary data in the current research, the focus must be placed on collecting secondary data for the case study of Marks and Spencer’s social media marketing, with a name to draw secondary findings from the authentic sources and observe the patterns to draw assumptions regarding how different social media marketing strategies are influencing the purchasing behaviours of the consumers positively. For this purpose, the positive sampling method was selected for collecting relevant research articles from academic journals, website reports officially published by the company, and other authentic data sources. No specific sample sizes were chosen to collect data for the case study, and the sampling continued until adequate data were collected for analysis (Creswell, 2022).
3.4 Data collection tools and techniques 
For collecting secondary qualitative data in the current research, an appropriate strategy was employed. Relevant keywords were identified from the research aim and objectives, such as purchasing behaviour, consumers' decision-making, retailers, fashion, Marks and Spencer’s, M&S, brand image, social media marketing, technology integration strategies, influence, impacts, effects, and others. These keywords were used with Boolean operators, i.e., AND, OR, to and truncated words and synonyms for comprehensive data research. The search was conducted in the authentic fashion, retail, marketing, and consumer behaviour journals. But the key goal was to collect secondary qualitative data from existing publications and journal articles published in the last 10 years to maintain the reliability and validity of the data simultaneously (Saunders et al., 2012).
3.5 Data analysis tools 
The data collected was analysed via a thematic analysis approach, using which the frequently used words in the data sources were extracted to identify relevant codes, which were further synthesised into categories and final themes for the analysis (Braun and Clarke, 2021). Four main themes were extracted from the data:
· Theme # 1: Social Media Marketing Strategies of M&S
· Theme # 2: Consumers’ Purchasing Behaviour at M&S
· Theme # 3: Influence of SMM Strategies on Brand Image of M&S
· Theme # 4: Influence of SMM Strategies on Purchasing Behaviour

3.6 Ethical considerations
Although the primary participant was included in the current research, adequate consideration was taken to ensure that any individual directly and directly involved in the current research would not be mentally or physically harmed (Creswell, 2022). Anonymity was maintained when mentioning the subjective responses and experiences of M&S employees and consumers gathered via published sources. Additionally, the research complied with the Data Protection Act of 2018 for the protection of private and confidential information of the sources. Besides, adequate referencing and citation protocols were followed to ensure data integrity (Saunders et al., 2012). Lastly, all the data sources were assessed for their variety and reliability before including their findings in the research to ensure methodology consistency and to include only updated data findings (Creswell, 2022).
3.7 Summary of the chapter
Hence, it can be summarised that the compatibility of all the choices of the methods and methodology is significant to analyse the influence of the social media marketing strategies of fashion retailers on the purchasing behaviour of consumers. Using the interpretivism philosophy, constructive design, and inductive approach, smooth secondary qualitative case study data were collected and analysed for M&S, and adequate conclusions were drawn. The next chapter provides case study findings, analyses them, and discusses them in conjunction with the theoretical framework of the research.   

4. DATA ANALYSIS AND DISCUSSIONS
4.1 Introduction to the chapter
The chapter presents findings from the key study of Marks and Spencer’s social media marketing to evaluate the influence of SMM strategies on the purchasing behaviour of their consumers. The chapter includes a critical analysis of the case study findings and discussions with wider literature and the theoretical framework. The purpose is to identify the relationship between independent and dependent variables and to seek the answers to the research questions. 
4.2 Critical analysis
4.2.1 Overview of Marks and Spencer
Marks and Spencer is one of the leading British multinational fashion retailers, operating since 1884 with a significant and distinct idea of a “Penny Bazaar Store. Since then, the brand has been popular, selling around 72,000 historical items, including clothing, food, home items, aquaculture and fisheries, and farming products worldwide. The company now operates with more than 380 stores and 46 websites in different countries around the world. Besides, M&S has accounts on a range of social media platforms like Facebook, Instagram, Twitter, and LinkedIn (Marks & Spencers.com, 2025).
4.2.2 Theme # 1: Social Media Marketing Strategies at M&S
Marks and Spencer, the company, has significantly benefited from the use of social media in recent years by exploring all the digital platforms, socially connecting with consumers to uplift their relationship with the brand. In this process, the company has not only utilized the traditional social media platforms like Facebook, Twitter, and Instagram but also experimented with social advertisements and marketing through emerging platforms like TikTok to attract the young target audience (Gilliland, 2023). 	Researchers investigating SMM strategies of the company have confirmed that the company looks after the needs of Gen Z customers significantly relative to other age groups recently. In an online survey finding, Bogati (2023) investigated to assess how the company interacts with Gen Z customers online to assess their preferences, thoughts, and views about the brand products, reputation in their online presence. The research findings reported that M&S has been emphasizing much more towards personalized content, such as product recommendations through mobile apps, and offering engaging content and influencer collaborations specifically. In addition, Joshi et al. (2022) found that the organisation and implementation of the marketing campaigns via various SMM platforms have been an important part of SMM strategies. In this study, researchers highlighted that in conducting different campaigns, M&S uses tools like Style Finders and Instagram Stories with an aim to continuously interact with both existing as well as potential consumers and increase their engagement with the brand using social technological platforms (Joshi et al.,2022). Similarly, the brand has been leveraging the benefits of celebrity endorsement and influencer collaboration, which help the target audience on social media platforms like TikTok or Facebook and X spaces to listen and read the reviews given by the experts as well as the previous customers for seeking information, as well as making informed purchasing decisions (Mogire, 2024).
Furthermore, the analysis of M&S’s Instagram has depicted that the brand has not been utilising some of these platforms more efficiently compared to its websites, as at present it has only 11.1K followers with 458 posts on Instagram (Instagram, 2025) and 9868 followers on Twitter (Twitter, 2025). Comparatively, M&S has around 5.9M followers, where the brand allows them to search information about existing and new offers, any festive treat offers, discounts, read feedback and reviews from others via comments, and interact with the brand to direct purchase for them (Facebook, 2025). These findings have highlighted the significant and positive relationship between the different elements of social media platforms and technology integration and purchasing behaviour.
                      [image: ]
Figure 2: Statistical Overview of M&S Marketing at Instagram (Instagram, 2025)
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Figure 3: Statistical Overview of M&S Marketing at Facebook (Facebook, 2025)
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Figure 4: Statistical Overview of M&S Marketing at Instagram (Twitter, 2025)
4.2.3 Theme # 2: Consumers’ Purchasing Behaviour at M&S
According to a recent article's findings, approximately 50% of the M&S consumers prefer social media platforms like Facebook and Instagram as a top source for their knowledge about the brand (Rajput, 2025). A large number of academic studies, as well as published data about the consumers' purchasing behaviour, highlighted that mainly personalisation and customised shopping are the main features of the consumers’ behaviours at M&S (Bogati, 2023). Significant change in consumer purchasing patterns has been observed by the investigators, stating that modern consumers are environmentally conscious and seek sustainable products. For this purpose, they have found online shopping and information search as a vital option to address their personalised shopping experiences. Modern M&S consumers purchase from the brand when they find value for their money (Mogire, 2024). The data did confirm that M&S needs to accelerate its social media presence to utilize the benefits of predictive analytics (Mogire, 2024). The findings have highlighted the significant and positive relationship between purchasing behaviour in social media strategies.   
4.2.4 Theme # 3: Influence of SMM Strategies on Brand Image of M&S
Social media platforms have also shown significant impacts on the brand image of Marks and Spencer. According to Urbanska (2024), by providing marketing information required by the customers and satisfying them, the brand has successfully maintained a positive image of the brand, considered as “exceptional products, trusted brand”. Consumers are connecting with M&S via TikTok posts, Facebook reach to display peers' recommendations in front of the audience, and sharing added store window displays via images and videos (Urbanska, 2024). Relative to the past, by increasing its presence on different social media channels, the brand has started revitalising its image in front of different demographics (Marks and Spencer, 2025). Generally, other social media marketing strategies are driven towards attracting a large number of family customers; we are campaigning for improving the quality perceptions as the main target. The company believes that by doing so, they are able to benefit from the Word-of-Mouth strategies too (Jefferson, 2021). The findings have highlighted the significant and positive relationship between the purchasing behaviour, social media strategies, and brand image of a fashion retailer.
4.2.5 Theme # 4: Influence of SMM Strategies on Purchasing Behaviour
Moreover, the influence of social media marketing strategies has been positive in driving purchasing behaviours of the customers. According to Rajput (2025), by using Facebook, Instagram, and TikTok via offering retail deals and live sessions to existing and potential consumers, the M&S brand has been facilitating consumers to reach the brand and act accordingly. Likewise, M&S has been using gamified platforms like Style Finders to allow consumers to interact with the brand by posting their photo of clothing on social media, and artificial intelligence helps them to match their choice to the respective M&S product. Similarly, user-generated content about the product reviews has also been observed to impact the consumers’ engagement with a brand, along with the fun and entertainment offered to the younger demographics. Insights have highlighted how these marketing strategies are promoting daily interaction, social sharing, and the virality of user-generated content, as well as influencer promotion. The findings have highlighted the significant and positive relationship between purchasing behaviour in social media strategies.
The key study of M&S has provided significant insight into how social media marketing strategies can be used by fashion retailers to drive the purchasing behaviours of their customers worldwide. These findings are discussed below in line with the research question to highlight how the case study has depicted the relationship between dependent and independent research variables.   
4.3 Discussions based on Research Questions
4.3.1 Research Question #1: What social media marketing strategies has M&S used to influence the buying patterns of its customers?
Critical review of the M&S social media marketing strategies has depicted how the UK-based leading brand has been implementing diverse strategies aligned with the theoretical framework of a multi-dimensional construct.  M&S has been benefiting from different elements of social media like Facebook, Twitter, Instagram, and X Space, such as posts, reviews, gamification, feedback, celebrity endorsement, Influencers, campaigns like Style Finders, and Instagram stories to target Gen Z customers (Joshi et al., 2025; Joshi et al., 2022). It can be depicted that the company’s focus is mainly on leveraging the benefits of social media features more than stressing on people and technology that are the core elements of Actor Network Theory (Latour, 2007) and Users-Gratification Theory (Blumler and Katz, 1974). These SMM practices of M&S have informed other fashion retailers that modern fashion customers not only look for information and content about fashion trends and brands but also seek fun and entertainment. This suggests that consumers do look for fashion retailers that also allow users to generate content for them as well as satisfy their psychological and social needs, as explained by ANT and UGT frameworks (Huang et al., 2024). The use of SMM features by M&S has informed that consumers want to continue interacting with their brands at each and every phase of their purchasing decisions to drive their behaviours.   
4.3.2 Research Question # 2: What are the impacts of social media marketing on consumer buying behaviour?
Similarly, varying levels of SMM impacts were found from the critical analysis of M&S’s SMM strategies. By allowing both the existing and potential consumers to access relevant information about the product and the trends, new festive treats, discounts, and rewards via loyalty programs, feedback reading, and other users’ reviews, M&S has been addressing their personalisation and customisation needs (Rajput, 2025). At present, the brands not only provide product-related information but also attempt to present environmental consciousness and sustainability initiatives to satisfy their emerging needs (Mogire, 2024; Bogati, 2023), as explained by Naeem (2020) in the wider literature, too, while emphasising various consumers’ needs like social responsibility, experiential sharing, reward-based motives, and social connectivity. This has been better explained by ANT, which also informed that consumers want a brand to evaluate how their thoughts, skills, and nature drive their purchasing decision towards a brand, its consumption, and then disposition after usage (Latour, 2007). The analysis has informed that modern customers, mainly Gen Z customers, have become prudent in using different social media platforms of a fashion retailer for mainly accessing information about trains and comparing and evaluating with the competitors and the industry in the market (Rajput, 2025). It showed that not everyone who accesses information via M&S’s SMM also makes direct purchases from them. But the motive of modern customers is to smooth out their purchasing process to access diverse information and evaluate it, while also enjoying the fun and entertainment features of social media. The Findings imply that the moderate consumers' purchasing behaviour is more based on information and socialisation goals instead of purchase-driven targets.  
4.3.3 Research Question # 3: What are the recommended social media strategies to positively impact the purchasing behaviour of M&S’s customers?
In seeking the answer to the research question 3, the primary and secondary data findings have informed that every fashion retailer must address all the key elements affecting the purchasing behaviour positively, including people satisfaction, technology integration, as well as multi-dimensional constructs. The use of emerging platforms like TikTok and Instagram must lead the SMM strategies to increase the brand’s reach to the target audience (Ge, 2024). Furthermore, the fashion retailers must also consider including games like Roblox to offer the consumer user content generation platforms with features like gamification and avatar customisation. This will allow the users of these platforms to gain more information about the new fashion trends, as well as share their needs and preferences to help and facilitate brands to design products for them (Wanick and Stallwood, 2023). Additionally, one of the significant learnings from the primary and secondary findings is related to target marketing for different types of consumers, mainly Gen Z customers (McCall, 2024). It is important to look into how the behaviours of the Gen Z customers are bringing a shift in the SMM strategies of M&S and other fashion retailers in the UK, and not how the brands are changing their consumers’ perceptions only. The insights into new trends have depicted how the modern SMM strategies and approaches are offering bidirectional communication and connectivity between the fashion brands and the retailers’ customers (Nash, 2018).
4.4 Summary of the chapter 
The chapter concluded with key insights gathered from the case study of Marks and Spencer’s social media marketing strategies, while comparing and contrasting it with wider literature and theoretical frameworks. The case study has reported that it's not only about using SMM to attract the target audience, but also about how the choice of social media platforms and their elements, their implementation, and a selected direction approach to impact the consumer purchasing behaviour lead to a significant advantage for a brand over its competitors.  

5. CONCLUSION, LIMITATION, AND RECOMMENDATIONS
5.1 Introduction to the chapter
The last chapter of the presentation presents the conclusion, limitations, and recommendations for further research.
5.2 Summary of the research findings and outcomes 
  The study aimed to investigate the influence of Social media marketing strategies on the purchasing behaviour of their customers using the case study of Marks and Spencer UK. In concluding the findings of, it can be stated that large-scale fashion retailers can leverage the SSM strategies significantly. In line with the research objective no. 1, the assessment of the M&S strategies confirmed that the use of social media platforms like Instagram, Facebook, Twitter, X Space, and others must be collectively used to attract the existing customers as well as upcoming Gen Z customers. Their tastes and preferences towards a fashion brand, be it a clothing retailer, fast fashion retailer, home or agricultural products retailer, are different from earlier generations. In this regard, when the current study investigator assessed the SMM strategies of the M&S in conjunction with the research objective no. 2, to evaluate how it impacted the buying behaviours of its customers, findings reported that consumers’ buying behaviour is impacted in a multi-dimensional way. Most of the SMM strategies positively influence purchase behaviours of consumers at different stages alongside their social and psychological needs. Modern consumers’ purchasing decisions are led by a balance of technology use, appealing features, and elements of SMM and positive brand image conveyed to them. When the user-generated content and word-of-mouth spread via SSM posts, comments, reviews, influencers' promotion, feedback, and gamification elements. It has significant effects on the image of a brand in the mind of a consumer. They connect with the ones offering them personalised offers and customised options. Lastly, in relation to research objective no. 3, to recommend appropriate social media strategies for positively impacting the buying behaviour of M&S’s customers, gamification, focus on Gen Z’s needs and preferences, aiming for bidirectional communication, and addressing all people satisfaction, technology integration, as well as multi-dimensional constructs are necessary for influencing positive purchase decisions.
5.3 Original contribution of the research 
The case study of M&S and its SMM strategies in 2025 is the original contribution of this study. The study has informed how the leading fashion retailer offers a diversified portfolio of fashion brands via social media to different customers successfully while addressing the needs of all generations and positively influencing brand image and purchasing behaviours.
5.4 Suggestion for further research 
Based on the secondary data-based nature of the current research, future researchers are suggested to opt for primary data investigation from fashion retailers’ consumers as well as marketers of the organisation to identify the opportunities and challenges associated with the use of emerging social media platforms. The subsequent primary data findings will further assist in cross-relating findings of this UK-based case study organisation. 
5.5 Limitations and boundaries 
The current findings cannot be generalised globally due to their limited scope to UK-based fashion retailers, and their social media marketing strategy is influencing their customers' purchasing behaviour. Furthermore, the secondary data findings might have limited inclusion of perceptions, opinions, beliefs, and motivations of the real-time brand consumers and marketers, and share how the different elements of social media influence their purchasing behaviours. Additionally, there is a possibility that some important insights are overlooked due to limited accessibility to secondary research studies included in the case study findings. 
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