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Background of the study
Digital technologies have revolutionised the way organisations communicate and promote their product and services to consumers. Instagram, TikTok, YouTube, Facebook and Snapchat are some of the social media platforms that have become a crucial tool in marketing, especially for businesses that target young customers as young people are tech savvy and they spend time using social media platforms as stated by Swathi and Sujatha (2022) and that’s why using social media as the marketing platform can be regarded as an effective way to attract them. 
Unlike normal promotional mediums like TV, newsprint, and billboards, social media enables organisations to connect with consumers in a personal, interactive and real-time manner that help customers to get real time information about the business and it can contribute to their trust development process. In the world of advanced marketing, this transformation is key when it comes to targeting Generation Z (born from the mid-1990s through the early 2010s). Generation Z born into a totally digital society and loves spending much of their time on social media platforms for entertainment, communication, information gathering and shopping (Rosnerova et al., 2025) and this is the reason why interacting with them is easier using social media platforms. With consumers largely from the age bracket of Generation Z, the marketing spree that businesses from every industry are dealing with today involves technologies such as influencer marketing, user-generated content, personalised ads and short-form video content. The study of Zarkawi and Chelekkal (2024) indicated that this generation will react more positively to authenticity and a loyal commitment of social responsibility and interactive communication with brands. By considering all of these factors the research is being done on the topic the use of social media marketing as the promotional strategy among gen Z customers in the UK. 
[bookmark: _Toc234943157]Rationale of the research 
A number of researches have been done to find out the effect of social media marketing on consumers' purchasing decision and brand engagement, limited research efforts have been dedicated to the impact of SM marketing on explicit deals targeting consumers from Generation Z in the United Kingdom market. In other words, country specific studies in this area have not been done considerably though the marketing process can be changed and its impact can be varied with culture and the country. Existing research frequently tends to address general consumer behaviour or international markets, even though culture, technology and markets differences may influence consumers' reaction to the marketing activities in various countries. For instance, the adoption rates of digital technologies or the use of digital technologies can be different in different countries as Archibugi and Coco (2004) have stated that there is a difference in technical infrastructure and the use of advanced technology among developed and developing country. By considering this matter, it can easily be stated that the rate of social media utilization by gen Z people in the UK may be different from that in the case of any developing country and that’s why when analysing the effect of the social media marketing as promotional strategy among gen Z customer, it’s needed to pay attention to the country. The gap of previous research is about the lack of attention to a specific country and this research is aimed to mitigate the issue while focusing on the United Kingdom and here the rationale of the research is found evident. 
Generation Z is a new and growing target market, and they have a strong consumer spend. There's never been a more critical time for businesses to grasp how social media can best be used to reach this demographic. This research will help organisations of any industry like fashion, clothing and others that target gen Z customers to understand how to shape their promotional tactics and strategies, as well as it is expected to help them to understand the ways to improve customer interaction in the digital marketplace, with younger customer bases in the UK.
Due to the growing significance of digital technologies, many scientific studies like the study of Salam et al., (2024) have been conducted to better understand the impact of social media marketing on consumer behaviour, in particular the behaviour of Gen Z consumers. The existing research is expected to indicate that social media has morphed from a communication tool to a critical promotional tool and a way for the organisation to establish direct and interactive customer relationships.
[bookmark: _Toc234943158]Research aim and objectives 
Research aim 
The research is aimed to find out the use of social media marketing as promotional strategy in this current era in the UK that is linked to objective 1, it is aimed to find out the effectiveness of social media marketing on consumer Promotional strategy among generation Z in the UK and recommend to recommend strategies that industries like fashion, clothing and others that target the gen Z customers regarding the use of social media marketing as promotional strategy to target generation Z in the UK that is linked to objective 2 and 3. 
· Research questions
Research objectives 
· To find out the use of social media marketing as promotional strategy in this current era in the UK
· To evaluate the effectiveness of social media marketing on consumer Promotional strategy among generation Z in the UK
· To recommend some strategies that industries like fashion, clothing and others that target the gen Z customers can adopt regarding the use of social media marketing as promotional strategy to target generation Z in the UK
[bookmark: _Toc234943159]Research questions 
· Does social media marketing is being used as promotional strategy in this current era in the UK? 
· Does of social media marketing provide significant effect as consumer Promotional strategy among generation Z in the UK? 
· If yes, what are some strategies that industries like fashion, clothing and others that target the gen Z customers can adopt regarding the use of social media marketing as promotional strategy to target generation Z in the UK? 
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[bookmark: _Toc234943161]Review of previous literary pieces 
According to Chan (2022), the Impact of Social Media Influencers on Purchasing Decisions among Consumers in the United Kingdom is evident. The author believes that the role of social media influencer on consumer purchasing behaviour has gained in significance in UK. The research revealed that people are more inclined to believe product recommendations from influencers who they see as true and relatable than regular advertisements, and that’s why social media-based influencer marketing can be effective especially for younger people. This discovery implies that social media-based influencer marketing is actually a successful method of promoting organisations when they're looking to make their brands and services more visible to Generation Z customers, and make them more engaged.
Likewise, Chang et al., (2023) studied the relationship in which digital media has been applied to the attitudes and behaviours of digital natives, and came up with the conclusion that consumers of the Generation Z spend a long time interacting with digital media which is social networking. The authors contended that, as a result of the growing digital environment, younger consumers' preferences, values and purchases are inextricably tied to this digital dimension. The authors asserted that the digital environment has a strong impact on preferences, values, and purchase behaviour among younger consumers. This study shows the significance of social media as an outlet to communicate with the above-mentioned target group.
Salam et al., (2024) explored Generation Z-based marketing strategies and consumer preferences. They have stated that Generation Z consumers are highly concerned of authenticity, transparency and sustainability. Based on that it can be stated that brands that can show their authenticity with regular engagement with customers through social media platforms are more likely to enhance and attract gen Z customers. 
The effect of user generated content and Micro celebrity endorsed products on the online shopping behaviour of Generation Z consumers was investigated by Shetu (2023) which results have confirmed that the review of ordinary people and smaller celebrities on social media regarding a brand or a product can be a productive force in online shopping behaviour among the generations of Z. The study pointed out that user-generated or influencer-generated authentic and relational content captivating sponsored ads is more effective in attracting this generation. 
[bookmark: _Toc234943162]Gap in previous researches 
Social media marketing is being used as an effective way of marketing in this current era considerably and by considering the same, different researches are being done on social media marketing strategy and its effectiveness. However, when the matter comes to analysing the effectiveness of social media marketing, it becomes important to pay attention at the place and culture as in different places and cultures, the way digital media platforms are being used can be changed and that is why it is important to check the adoption rate among the social media marketing among people in a country before evaluating the effectiveness of social media marketing there as if the digital media adoption  rate is high, then the possibility of success of the social media marketing in that place can be effective and the gap is that limited researches have paid attention to a specific country when analysing the impact of social media marketing. 
Although there is substantial literature that exists on social media marketing and consumer behaviour, there are a number of research gaps. The vast majority of the studies conducted to date have not been specifically focused on the United Kingdom on how social media marketing can affect promotional practices aimed at Generation Z consumers in the country though it has already been stated that based on the country, the marketing preferences can be changed. Moreover, numerous differences on the cultural, technological and economic profile of the regions do not allow research to consider the outcome of a study on such a topic done on an international basis applicable in case of a particular country like the UK. For this reason, the current study aims to bridge this gap by exploring the relationship of SMM to consumer promotional behaviours in the UK context as well as making recommendations for companies wishing to increase their promotional effectiveness in the UK in a digital marketing era.
[bookmark: _Toc234943163]Theoretical framework 
The Technology Acceptance Model (TAM) and Stimulus-Organism-Response (SOR) Theory are the leading theories used to guide the present study.  Technology Acceptance Model (TAM) identifies user perceived usefulness and user perceived ease of use as factors that influence the acceptance and use of technology (Holden and Rada, 2011). In relation to this study, Generation Z consumers are very familiar with social media and they are likely to interact with social media marketing when they find the content useful, entertaining as well as relevant to their needs.
The Stimulus-Organism-Response (SOR) theory is another appropriate theory supported for this study. Based on the theory, consumer perceptions and emotions, shaped by external stimuli (Kim and Lennon, 2013) and cues like influencer marketing, targeted ads, user-generated content, and engaging social media interactions, guide their behaviours and reactions, including brand engagement, purchase intent, and the effectiveness of promotions.
Theories are used to help understand how social media marketing activities relate to promotional responses of Generation Z consumers (UK). They give a suitable perspective for how digital marketing strategies affect consumer attitudes and behaviours in today's technologically driven marketplace.
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[bookmark: _Toc234943165]Data collection method 
For this study, secondary qualitative research will be used. Secondary data will be gathered from different credible and reliable sources which are peer-reviewed academic journal articles, books, industry reports, market research and official report published around social media marketing and Generation Z consumer behaviour in the United Kingdom. 
The use of secondary data also deemed suitable as it gives the researcher access to a wider selection and array of existing evidence and views without the time and cost of primary data collection. The secondary sources will highlight in particular themes like influencer marketing, personalised advertising, user generated content, social media engagement and consumer promotional strategy of Generation Z consumers on the UK market. 
[bookmark: _Toc234943166]Data analysis method 
Thematic analysis will be used to analyse the collected secondary information. This process is carried out in a systematic manner to discover the patterns, concepts and themes that can be found repeatedly in the literature gathered and analysed. A range of themes are likely to be evident within the analysis process including themes regarding authenticity, credibility of the social media marketing, online interaction, personalisation and trust in social media. Thematic analysis is well suited for qualitative research as it enables the researcher to interpret the complex phenomenon and came out with the in-depth understanding regarding the topic (Ahmed et al., 2025) and in this regard, the analysis is expected to help in developing an in-depth understanding regarding the effect of social media marketing on the promotional behaviour among Gen Z in the UK. 
[bookmark: _Toc234943167]Ethical considerations 
The study will be conducted through secondary sources; and it means that there is no report of humans participating in the collecting of data and thus there are only minimal ethical concerns. The research will not require the use of interviews, questionnaires or personal or confidential information. However, ethical principles relating to academic integrity will be maintained throughout the research process. Proper referencing of sources of information will be used. Furthermore, only reliable and authentic works from sources that are publicly accessible will be consulted; and all information gathered will be kept securely following the university's information security policies. 
[bookmark: _Toc234943168]Expected outcome of the research 
The study will likely prove that social media marketing has an important impact on the promotion strategies for the target group “Generation Z” in the United Kingdom. Factors like social media-based video content that is available in short-form, user-generated content, personalized advertising, and influencer marketing are expected to become key strategies for engagement and promotion among gen Z consumers in the UK. The findings of the research are expected to set the significance of authenticity, trust and interactive communication in affecting consumer behavior among Generation Z. The results can have practical implications for companies looking to enhance engagement with younger audience segments, and as a whole, it is expected to help them to improve their digital marketing efforts. 
[bookmark: _Toc234943169]Conclusion 
Marketing using social media has become an important part of the marketing strategy today, especially if businesses are looking for a marketing among the “generation Z” consumers who live largely in their online surroundings. The aim of this research is to add to previous knowledge by filling the gap in the research in relation to the impact of social media marketing on promoting in the context of the United Kingdom. The study aims to understand in detail the marketing approaches that are best suited to attract Generation Z consumers, using a secondary qualitative research approach and thematic analysis. The results should provide a theoretical contribution and practical applications for companies in the new digital competitive landscape.
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