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Abstract
The current dissertation explores how social media marketing influences the consumer purchase intention by using ASOS as a case in the UK retail sector. The study focuses on the effect of influencer marketing, online engagement with the brand, quality of content on the internet and customer engagement on consumer attitudes and their intentions to buy fashion products. The research is specifically interested in learning the effectiveness of ASOS in utilising social media marketing to create consumer interest and buy intention in the UK fashion market.
A qualitative research design based on an interpretivist philosophy, deductive approach and mono-method was used. The study was completely based on secondary sources that were collected via peer-reviewed academic sources, reports of ASOS, industry reports and reliable sources of the market, the majority of which were published in 2021-2026. Relevant evidence was selected with the help of systematic literature review which was supported by PRISMA process, and thematic analysis was utilized to identify and interpret the common themes associated with influencer marketing, brand engagement, online content, customer interaction and purchase intention.
The results indicate that social media marketing positively, though conditional affects consumer buy intention to ASOS. Consumer trust, engagement and positive attitudes can be enhanced by influencer credibility, authentic communication, relevant content, personalisation and meaningful customer interaction. Nevertheless, purchase intention does not necessarily translate to likes, comments, shares and views. Such factors as price, product quality, sizing, delivery, returns and perceived value still affect the purchasing decision. The research finds that the most successful social media marketing of ASOS is one that is combined with a credible and trustworthy overall online shopping experience.
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Chapter 1: Introduction
[bookmark: _Toc237552507]1.1 Background & Problem Statement
Social media marketing has been a significant aspect of fashion retail since people now find, compare, and judge brands via Instagram, Tik Tok, Facebook and YouTube. ASOS is one of the biggest online fashion retailers in the UK and they use social media to advertise their products, provide fashion trends, engage the influencers and communicate with their customers. Brand awareness, customer engagement and interest in the purchase of fashion products can be increased by these activities (Mofizur and Wisdom Ekereuke, 2022). 
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[bookmark: _Toc238726541]Figure 1:Virtual Influencer Market
Source: (Grand View Research, 2024)
It has been determined that AI-based virtual influencers gain more and more popularity in the UK fashion industry, and the UK virtual influencer market is projected to grow with a CAGR of 40.8% (Grand View Research, 2024). This implies that virtual influencers have ceased to be experimental figures in the digital realm to a marketing tool to reckon with. This indicates that brands are turning to digital personas to connect with masses, enhance the return on marketing investment and assure stable control of the campaign. However, the research problem is that the high level of social media activity does not necessarily result in consumer purchase intention. Consumers can like, comment or share ASOS content, but this does not necessarily lead to a desire to purchase (Mofizur and Wisdom Ekereuke, 2022). As such, considering the role of ASOS influencer marketing, brand engagement, online content and customer interaction on consumer purchase intention in the UK retail industry is important.
[bookmark: _Toc237552508]1.2 Research Aim
To investigate the effects of the social media marketing activities of ASOS on consumer purchase intention in the UK retail sector.
[bookmark: _Toc237552509]1.3 Research Objectives
1. To establish the most important social media marketing strategies that ASOS employs in the UK retail market.
2. To test the impact of influencer marketing, brand engagement, online content and customer interaction on consumer purchase intention.
3. To examine how the presence of social media by ASOS is related to consumer attitudes towards the purchase of fashion products.
4. To test how well the social media marketing of ASOS captures the purchase intention of UK consumers.
[bookmark: _Toc237552510]1.4 Research Questions
· What is the effect of social media marketing on consumer purchase intention of ASOS in the UK retail market?
· How effective is influencer marketing, brand interaction, online information and customer communication in altering the attitudes of consumers towards ASOS?
· How successful is ASOS in creating a purchase intention among the UK fashion consumers using social media marketing?
[bookmark: _Toc237552511]1.5 Relevance / Significance of Study
The research is important because it addresses a contemporary marketing issue that directly affects business performance and consumer behaviour in the UK retail industry. The topic, “The Impact of Social Media Marketing on Consumer Purchase Intention: A Case Study of ASOS in the UK Retail Industry,” is highly relevant because ASOS operates mainly through digital platforms and depends strongly on online visibility, social media engagement and customer interaction to influence fashion consumers (Khandelwal and Kaur, 2026). In the UK retail market, consumers increasingly use platforms such as Instagram, TikTok, Facebook and YouTube to discover fashion trends, compare brands, follow influencers and make purchase decisions (Dr. Trupti Desai, 2023). 
[image: ]
[bookmark: _Toc238726542]Figure 2:Retail Sales are becoming Online
Source: (McCarthy, 2019) 
The study is also important for ASOS because social media marketing is not only used to promote products but also to build brand relationships with consumers. ASOS uses social media to share fashion content, promote new collections, collaborate with influencers, respond to customers and create interactive campaigns. Online retail growth in the UK is a supporting factor in the ASOS study, as it indicates that social media marketing is an issue as product discovery, brand attitudes and consumer purchase intention is influenced by digital interaction today (McCarthy, 2019). These strategies may increase consumer interest, improve brand awareness and encourage purchase intention. However, social media visibility does not always lead to actual buying interest (Huang et al., 2022). Consumers may engage with posts, like videos or follow influencers, but this does not always mean that they will purchase from ASOS. Therefore, the research is useful because it examines whether ASOS’s social media presence has a meaningful influence on consumers’ attitudes, trust and willingness to buy.
Academically, this study contributes to the understanding of social media marketing, consumer purchase intention and digital fashion retailing. It helps link marketing theory with the real business practices of ASOS in the UK retail industry. The findings can support future research on how influencer marketing, brand engagement, online content and customer interaction affect consumer attitudes and purchase decisions (Murray and Louise, 2026). Therefore, the study is useful for both academic knowledge and practical marketing decisions, as it can help ASOS and similar fashion retailers improve their social media strategies to encourage stronger consumer purchase intention.
[bookmark: _Toc237552512]1.6 Brief Research Methodology
This research will use an interpretivist philosophy because it aims to understand how ASOS’s social media marketing influences consumer attitudes and purchase intention in the UK retail industry. This is suitable because purchase intention is affected by trust, influencer credibility, brand engagement, content quality and customer interaction (Pervin and Mokhtar, 2022). A deductive approach will be used because the study will apply existing concepts of social media marketing, influencer marketing and consumer purchase intention to the ASOS case (Robinson and Bailey-Rodriguez, 2025). The research strategy will be a case study, as ASOS is a UK online fashion retailer that depends strongly on social media platforms and influencer campaigns. The study will use secondary data only and follow a systematic literature review with the PRISMA process (Cheong et al., 2023). Sources will include Google Scholar, ScienceDirect, Emerald Insight, ASOS reports, industry reports and credible online sources from 2021–2026. The data will be analysed through thematic analysis using themes such as influencer marketing, brand engagement, online content, customer interaction and purchase intention.
[bookmark: _Toc237552513]1.7 Project Structure
· Chapter 1 introduces the topic, aim, objectives, research questions and methodology. 
· Chapter 2 reviews social media marketing, influencer marketing, brand engagement and purchase intention. 
· Chapter 3 explains the research methodology, data collection, PRISMA process, analysis and ethics. 
· Chapter 4 presents and discusses the findings. 
· Chapter 5 provides conclusions, recommendations, limitations and future research areas.
[bookmark: _1hd1k9gnmac0]

[bookmark: _Toc237552514]Chapter 2: Literature Review 
[bookmark: _Toc237552515]2.1 Introduction 
Purpose and Scope
The literature review sets the theoretical basis to study the impact of ASOS' social media marketing on the purchase intention of the UK consumers. It critically analyses the academic evidence and not just the individual models and concepts.
Key Themes
The discussion is centered on social media marketing strategies, influencer marketing, social engagement, social content, social interaction, consumer attitudes and consumer purchase intention. It also takes into account the theoretical contribution of the Theory of Planned Behaviour, the AIDA and the RACE models in the understanding of consumer reactions to digital communication.
Assist in structuring and aligning research
The chapter is organised around the four research objectives. It first considers ASOS's social media strategy and then discusses the impact that engagement based factors have on the purchase intention. Next, it looks at the correlation between social media presence and consumer attitudes, and then it assesses the effectiveness of marketing efforts. Contrasting academic views are woven throughout to differentiate between online attention and interaction, and the purchase intention, which provides a distinct foundation for the analysis of the results of the research later in the paper.
The strategic direction of social media marketing in UK online fashion retail will be addressed in this unit. This unit will cover Social Media Marketing and Strategic Direction in the UK Online Fashion Retail.
[bookmark: _Toc237552516]2.2 Marketing Strategy and Social Media Strategy Development
Strategic marketing literature recommends that social media are considered within the broader customer value creation as opposed to an individual promotion exercise. The vast magnitude of social-media use in the UK is shown by Kemp (2025), with Research and Markets (2025) suggesting the potential of further growth of social commerce. These measures on the market level however show opportunity and not marketing effectiveness. A similar approach, but more conservative, is offered by Dwivedi and colleagues (2021) who demonstrate that the quality of the product, price, delivery, returns and consumer trust also affect the purchasing decision. This differentiation is especially applicable to ASOS since its massive online presence is accompanied by an 8% drop in the number of active purchasers in the UK to 6.5 million in FY2025 (Asos Plc, 2026). Together, the data points to the fact that the social-media presence might aid brand recognition, yet business performance will be determined by the ability to merge digital communication with the overall customer experience.
The extent of social media usage is a testament to the significance of digital communication in the UK fashion retail sector. As of January 2025, there were 54.8 million social media user identities in the UK, which accounted for 79.0 per cent of the population (Kemp, 2025). Research and Markets (2025) also projected that the UK social commerce market will grow to US$49.21 billion by 2025, an increase of 22.7% on top of the previous value.In addition, Dolega et al. (2021) predicted that social commerce market in the UK will increase by 22.7% to reach a value of US$49.21 billion by 2025. As these numbers reveal, social networks are becoming a more integral part of the discovery and e-commerce experience. However, a large digital audience doesn't mean consumers actually buy, as the platforms are also used for entertainment, communication, identity and fashion inspiration.
ASOS is a perfect illustration of a digitally driven fashion brand that relies heavily on online communication for its business operations (Uloma Stella Nwabekee et al., 2025). In FY2025, the company had 17.0 million active customers, and its active customers in the UK fell by 8% to 6.5 million (Asos Plc, 2026). This is a good indication of the reach of the market and pressure in the UK market. But they can't prove that social media use led to either effect. Product size, return policies, and quality are other factors that influence customer buying decisions (Dwivedi et al., 2021). ASOS is therefore relevant as an organisational case study, but must be critically evaluated in the wider retail environment.
There's also a debate in academia around the distinction between “long-term strategic direction” and “short-term digital activity.” Long-term is more about consistency in brand meaning and customer value, while short-term is more about reacting to the trends, platform shifts and competitor initiatives. If relying too heavily on short-term trends, this can make the brand more noticeable but less consistent. On the other hand, there is a danger that a long-term strategy can be ineffective in meeting consumer demand, which is constantly evolving. The literature thus confirms the need for balancing stability and flexibility when communicating.
[bookmark: _Toc237552517]2.3 Influencer Marketing, Online Content, Brand Engagement and Customer Interaction
The effectiveness of influencer marketing is presented in the literature with conflicting views. According to Galdon-Salvador et al. (2024), recommendation credibility can be reinforced by influencers in the presence of the alignment between the influencer and the promoted product and the target audience. Adamu et al. (2021), in their turn, claim that consumers can develop doubt in case the content provided by influencers seems overly commercial or exaggerated. The views of Al-Muani et al. (2023) and Santoso et al. (2025) partially balance these viewpoints as they recognize transparency and authenticity as significant factors that determine consumer trust. Thus, the debate is not always regarding the presence of marketing value of the influencers but rather in the conditions in which their influence becomes persuasive. Though it is claimed that ASOS collaborates with some 1,500 influencers monthly (Virdi, 2024), scale alone is not a sign of effectiveness. Taken together, the literature suggests that the influencer reach must be differentiated to influencer credibility and the resulting purchase intention.
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[bookmark: _Toc238726543]Figure 3:ASOS Plc Financial Highlights
Source: (Asos Plc, 2026) 
ASOS stated that it had 17.0 million active customers in FY2025, whereas its active customers in the UK had decreased by 8% to 6.5 million (Asos Plc, 2026). This indicates that ASOS retains a good market coverage, yet its clientele is strained. But this cannot be resolved by social media per se since consumers also look at prices, speed of delivery, quality and size of the product, policies on returns and make their purchases (Dwivedi et al., 2021).
But the research is negative about influencer marketing. According to Adamu et al. (2021), consumers might be skeptical when the post is too commercial or exaggerated. The concepts of transparency and credibility with disclosure of commercial relationships are also highlighted by Al-Muani et al. (2023) and Santoso et al. (2025). This implies that just because you have a large reach, doesn't mean that your influencer efforts are convincing. There has to be a believable connection between the influencer and promoted product and the audience. Gomes et al. (2022) concluded that influencer trustworthiness, expertise and content quality could enhance the purchase intention whereas Ao et al. (2023), in a meta-analysis of 62 studies, revealed that credibility is more crucial to purchase intention and engagement is mostly triggered by entertainment. These differing results suggest that ASOS should not equate high engagement with the features of influencer content that truly drive a purchase but high engagement as a signal of sales success.
Online content covers all visual posts, short videos, demonstration of products, tips on how to use them, user-created content and communication for campaigns. Hadi et al. (2025) explain that consumers can see brand advertisements, influencers' content, styling videos and interactive media before making a purchase decision. Moreover, according to Escourido-Calvo et al. (2025), the fashion communication has a potential to shape the perception of the brand as modern and attractive and relevant. However, this influence is dependent on the interpretation of the content by the consumers.
The quality of the content is thus a key determinant in the engagement-purchasing dynamic. Consumer responses are more positive when there is informative, creative and relevant content, as argued by Castillo-Abdul et al. (2021). Similarly, Adams et al. (2025) suggest that if the message is repeated or too promotional, it can diminish interest. This is proof that when messages are sent back and forth too often, but with no added value, it can become ineffective.
The Theory of Planned Behaviour (TPB) is a theoretical model that explains purchase intention in terms of attitude, subjective norms and perceived behavioural control (Gao et al., 2025). Attitude is related to the appraisal of the behaviour, whether positive or negative. subjective norms refer to expectations of people who are significant and perceived behavioural control refers to whether the behaviour seems manageable. In the theory, Hadi et al. (2025) suggest that online information and interaction can affect consumer evaluations, but in and of themselves do not create intention.
The Theory of Planned Behaviour has a strength of including personal evaluation, social influence and practical conditions. It also differentiates between intent and actual behavior which is beneficial as people can be interested in a product online but not actually buy it. But theory assumes a relatively conscious decision-making process, and does not pay much attention to impulse, emotion, habit and identity. Another restriction is the intention-behaviour gap as consumers might have an intention to purchase but do not due to price, availability, delivery issues or another offer. The theory can thus help to explain the general formation of intention, but cannot be used in Chapter 2 to assert that certain aspects of ASOS are specific parts.
[bookmark: _Toc237552518]2.4 Social Media Presence, Consumer Attitudes and Purchase Intentions
Literature differentiates the social-media visibility and significant shifts in consumer attitudes. According to Agra and Prakoso (2022), the perceptions of brand modernity and relevance can be reinforced through the use of digital fashion content that implies that social-media communication plays a role in forming attitudes. Bhalla (2026), however, is more pessimistic in his interpretation by stating that high reach is more a show of exposure than consumer trust or the desire to buy the product. Adams et al. (2025) further conditions the relationship by indicating that too much promotional communication can lead to diminished responsiveness of consumers. These seemingly divergent results can be resolved by understanding that the presence of social-media may not be able to affect attitudes based on frequency alone. Rather, relevance, credibility and perceived value seem to be the determinants of whether exposure results in favourable consumer evaluations. As such, social-media presence should be viewed as a facilitating element as opposed to direct manifestations of favorable consumer attitudes.
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[bookmark: _Toc238726544]Figure 4:ASOS turns to AI Stylists to win back shoppers
Source: (Butler, 2025) 
Consumer Attitude is the appraisal of a brand, product or purchase. These assessments can be influenced by quality, relevance, credibility, value and authenticity. According to Agra and Prakoso (2022), digital fashion content can impact the brand's modernity and relevance. However, consumers will receive the same message differently based on their needs, experiences and expectations. An appealing post can get one kind of consumer interested but another can get bored, or even feel it is too commercial. Personalisation is also a part of the ASOS strategy with its Styled for You option, which was in operation on approximately 80% of product pages, and trained on over 100,000 edited outfits (Butler, 2025).
Czarnecka et al. (2022) discovered that social-media communication may enhance fashion purchase intention indirectly via brand equity with self-congruity moderating the strength of this association. Nevertheless, by examining 20,086 Instagram photographs, Yoo (2023) revealed that specific visual and branding tactics might lead to a dissimilar level of engagement between luxury and fast-fashion brands, implying that more social-media presence does not necessarily result in positive consumer attitudes and buying intentions towards ASOS.
As opined Schivinski et al. (2022) it has been stated that social-media communication may enhance fashion purchase intention indirectly via brand equity with self-congruity moderating the strength of this association. Nevertheless, by examining 20,086 Instagram photographs, Yoo (2023) revealed that specific visual and branding tactics might lead to a dissimilar level of engagement between luxury and fast-fashion brands, implying that more social-media presence does not necessarily result in positive consumer attitudes and buying intentions towards ASOS.It is important to distinguish between being noticed and being engaged or motivated, says There are many retailers that are offering content to consumers, and they may only look at the content for a short time. High reach indicates distribution but doesn't build trust, product desire or purchase.
Content relevance is contributing to the attitude formation. Consumers can learn about product applications through styling videos, product demonstrations and user-generated content. Brands can also seem responsive to customers through customer-focused communication. Yet, Adams et al. (2025) suggest that such multiple or overly promotional messages might be disregarded. It may be more important how good and useful the content is rather than how frequently it appears.
Visual presentation and symbolic meaning may affect product desirability. Fashion products can symbolise identity, confidence, belonging or lifestyle. These meanings can be communicated via images, stories and peer experiences via social media. However when consumers raise questions on affordability, quality, sizing or authenticity, desirability may dip. A positive attitude needs to be communicated in an attractive way, backed up by credible information, and have an acceptable value proposition.
IDA characterizes marketing response as Attention, Interest, Desire and Action and is especially applicable to ASOS since its social media presence is aimed at capturing consumer attention via visually appealing fashion content, influencer partnerships and promotional efforts and then guiding them to the site or application and purchase the product. Phillips (2023), however, doubts the belief that consumers go through these stages in a particular order. It is particularly crucial to ASOS because a customer can see a product on Instagram or Tik Tok, make comparisons and prices, go back to ASOS, and re-evaluate other brands before making a purchase. Comparatively, the Theory of Planned Behaviour describes the purchase intention using the attitude, subjective norms and perceived behavioural control (Gao et al., 2025). Attitude in the case of ASOS consumers can be in terms of perceived product quality, price and brand credibility; subjective norms can be instigated by influencers, online reviews and peer recommendations and perceived behavioural control can be determined by affordability, availability of products, options of delivery and ease of purchasing online. TPB is thus more explanatory of this study since it explicitly explains how the purchase intention of the consumers can be influenced by the social media marketing actions of ASOS. However, it might not be able to capture the impulse buying, fashion identity and emotional responses. The theories are thus complementary: AIDA outlines how ASOS digital marketing elicits and builds consumer response, the TPB outlines how these effects are converted into purchase intention.
Fetais et al. (2023) discovered that social-media marketing was capable of enhancing the engagement and emotional attachment of the community but does not have a direct effect on brand loyalty. In further justification of a more differentiated interpretation, in a meta-analysis of 135 experiments, Barari, Eisend and Jain (2026) discovered that smaller influencers generate soaring engagement and larger influencers have more capability to generate purchase intention, thus, ASOS needs to gauge its approach using distinct measures of engagement, conversion, loyalty and purchase intention as opposed to measuring visibility metrics alone.

An obvious illustration of an ineffective ASOS social-media campaign was the campaign of thanks ITSASOS. ASOS created a Twitter competition that they could win a 500 voucher by following the company and post their wish lists with the hashtag. Nevertheless, other users took over the hashtag to discuss supposed poor working conditions, employee surveillance, unfair pay and the environmental impact of the fast fashion (Balabanova et al., 2025). The research examined 8,675 tweets by 8,164 contributors and found 75 original backlash tweets which were then amplified by 492 retweets. Marketing Week also stated that the marketing campaign was met with criticism with regards to the working practices and environmental impact and not just creating the desired product-related engagement. Most participants still took part in the competition as planned, but the hijacking of the hashtag shows that large social-media exposure does not always translate to positive consumer behaviour. The case thus demonstrates that unaddressed ethical issues have the potential of undermining brand-managed social-media communication and potentially harm the trust and intentions to purchase.
[bookmark: _Toc237552519]2.5 Development of social media marketing, Delivery and Evaluation
Marketing strategy is a direction in which an organisation moves in creating value for its customers, reacting to competition and relating its marketing activities to its long term performance. It's different from individual campaigns because it sets the course for the collaboration of communication, customer, technology and resources. But, a marketing approach that is primarily for visibility can create hype without sales or loyalty. For instance, ASOS' digital content needs to be complemented by appropriate products, service and customer experience in order to generate value (Li, Larimo and Leonidou, 2021).
The process of strategic marketing planning starts with assessing the nature of the market change, customers' reactions, competition, capabilities and past performance, and then sets out to define a clear course of action. But digital planning can't stand still as platform algorithms continually evolve, fashion trends and customer expectations shift quickly. Planning should be consistent but at the same time be subject to revision. For instance, ASOS must have a recognisable digital identity, but at the same time they need to cater for the changing trend in fashion and the nature of platforms.
RACE, SOSTAC and AARRR offer alternative and non-competing methods of digital marketing management. RACE prioritizes Reach, Act, Convert and Engage and thus can be specifically helpful when considering how consumers move through digital interactions and convert (Chaffey, 2025). SOSTAC offers a more comprehensive strategic-planning framework in terms of Situation, Objectives, Strategy, Tactics, Action and Control, which makes it more acceptable in relating digital activities with organisational goals (Chaffey, 2023). Conversely, AARRR focuses more on Acquisition, Activation, Referral, Retention and Revenue and, therefore, puts more emphasis on the quantifiable customer expansion and business performance (Amplitude, 2025). Nevertheless, it might not be represented by its performance orientation, which means that the trust, emotional attachment and brand meaning, which are also significant in fashion consumption, are underrepresented. 
Organisations create social media strategies by bringing together their knowledge of the audience, choice of social media channels, content, resources and proof of performance. ASOS's Insider programme demonstrated cross-channel communication with 36 employees in Instagram, TikTok, Snapchat, on their website and via email. But its size is not an indicator of effectiveness—it needs to be assessed if engagement is helping to retain customers, drive purchases and value (FashionUnited, 2024).
[bookmark: _Toc237552520]2.6 Theoretical Framework
The study uses the Theory of Planned Behaviour as the main theoretical framework. This theory is appropriate because it provides an explanation for the role attitude, subjective norm and perceived behaviour control play in the purchase intention. Attitude is via brand engagement and online content, subjective norms is via influencers and online fashion communities, and perceived behavioural control is via ease of access to product links, app use, product tags and customer support in the ASOS context (Jamil et al., 2022). But the theory needs to be used critically as social media engagement is not always related to actual purchase intention.
[bookmark: _Toc237552521]2.7 Conceptual Framework
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[bookmark: _Toc238726545]Figure 5:Conceptual Framework
Source: (Self-Created)
The conceptual framework indicates the relationship between the social media marketing activities that ASOS is undertaking and consumer purchase intention. The independent variables are the influence marketing, brand engagement, online content quality and customer interaction. These factors affect the consumers' attitudes about ASOS and their interests in fashion products, such as their trust, interest in ASOS and their willingness to explore fashion products. The dependent variable is the intention of consumers in the UK to purchase. Thus, the framework provides an explanation for how ‘ASOS’ social media presence prompts consumers to think about purchasing fashion products.
[bookmark: _Toc237552522]2.8 Research Limitations
The major drawback of this study is the reliance solely on secondary data, which are not the first hand responses from the ASOS customers. This hinders current perception of consumer opinion, feeling and personal buying experiences. A second drawback is that trends on social media platforms can shift rapidly, and information from recent reports and studies might not be as applicable in the future. The study will be limited to the ASOS and the retail sector of the United Kingdom only and findings may not be 100% applicable to other fashion retailers or to different countries around the world. Furthermore, there is the possibility that ASOS internal marketing performance may not be available in the public data.
[bookmark: _Toc237552523]Chapter 3: Methodology 
[bookmark: _Toc237552524]3.1 Introduction 
This chapter presents the methodology adopted to investigate the effect of ASOS's social media marketing on consumers' purchase intention in the UK retail industry. It outlines the research philosophy, approach, strategy, methodological choice, time horizon, data collection and data analysis methods. The chapter also describes the selection of secondary sources based on the PRISMA, thematic coding process, reliability, validity, limitations and ethical considerations. It demonstrates the systematic and ethical approach to conducting the research in order to achieve the study objective and aim in an academically appropriate way.
[bookmark: _Toc237552525]3.2 Research Philosophy Interpretivism 
The research philosophy of this study was interpretivist since the study was focused on understanding the impact of social media marketing on consumer purchase intention towards ASOS in the UK retail sector. Considering the use of interpretation, the research topic was based on consumer attitudes, perceptions, trust, engagement and meanings and not only numerical measurement, which made interpretation the best choice (Junjie and Yingxin, 2022). Only numbers would not have been able to describe the Consumer purchase intention, it was formed by the Consumer's interpretation of influencer content, online brand communication, social media interaction, and the ASOS digital presence.
The study looked at consumer behaviour from a subjective perspective, so it was appropriate to use interpretivism (Willis, 2024). The personal preference, fashion interest, trust in influencers, perceived brand authenticity and prior online shopping experiences of consumers influenced how their social media marketing has affected them. Thus a philosophy was needed to enable the researcher to delve into these meanings. According to Junjie and Yingxin (2022), A positivist approach would not have been suitable as this would have involved statistical testing and the objective measurement of data rather than the interpretation of the available data and the understanding of patterns of consumer attitudes (Junjie and Yingxin, 2022).
Another advantage of the selected interpretivism was that it was consistent with the secondary research design of the current study. Primary data was not collected through surveys or interviews. However, it reviews academic research, ASOS reports, industry reports, market data and evidentiary social media related data (Fischer, 2025). The interpretivism enabled the researcher to critically analyze these sources, thus helping to comprehend the relationship between social media marketing aspects (influencer credibility, brand engagement, online content quality and customer interaction) and purchase intention.
Despite the common link between interpretivism and inductive research, it could be be used together with a deductive approach when theories and concepts are available that can serve as a starting point in analysis. Here, the deduction method is applied in testing secondary evidence based on a predetermined list of concepts based on the Theory of Planned Behaviour (TPB) and AIDA model, including attitudes, social influence, attention, desire and purchase intention. The theories are not, however, to be considered as fixed explanations: the thematic analysis critically explores whether evidence substantiates or contradicts or develops them. Thus, the interpretivism gives the philosophical grounds of the interpretation of consumer meanings, and deduction offers the theoretical framework of the analysis of the existing material in a systematic way.
Interpretivism was the most suitable research philosophy as it enabled the researcher to go deeper into the relationship between the social media marketing of ASOS and consumer purchase intention (Pervin and Mokhtar, 2022). It helped the study to look beyond the mere measurement and focus on the meanings, attitudes and perceptions that shaped consumers' purchasing choices in the UK online fashion retail market.
[bookmark: _Toc237552526]3.3 Research Approach: Deductive Approach
The approach used in this study was a deductive one since it started with the already established theories and concepts in the area of social media marketing and consumer purchase intention and then generalized them to the case of ASOS in the UK retail market. The deductive approach was appropriate since the research did not intend to come up with an entirely new primary data-based theory. Rather, the analysis of the potential impact of social media marketing on purchase intent towards ASOS was guided by established concepts regarding influencer marketing, brand engagement, online content, customer interaction and consumer attitudes (Robinson and Bailey-Rodriguez, 2025).

Deduction is more often considered a part of positivist research, however, it did not contradict the interpretivist philosophy that was applied in this research since theory was employed as an analysis tool and not to test statistical hypotheses. Interpretivism influenced the interpretation of the evidence, emphasizing the meanings, perceptions, trust and consumer attitudes, and the deduction identified which existing theoretical concepts would be used to organize the analysis. Thus, deduction was used to determine what concepts to be studied, and interpretivism was used to determine how the evidence concerning the concepts would be interpreted. This allowed the study to be theory-directed with no hypothesis of consumer behaviour being objective, universal or directly measurable (Casula et al., 2021).
The deductive approach was also congruent to the secondary research design as Belvin (2025) opined. ASOS reports, industry reports, market data and information related to social media in the public and journal articles were reviewed based on the themes related to the research objectives. This gave it a systematic foundation to examine influencer marketing, engaging with the brand, the quality of online content, consumer engagement, consumer attitudes and purchase intention and still permitting opposing interpretations to be taken into account in the evidence (Casula et al, 2021).
The inductive approach would not have been the most suitable as the study was not aimed at creating a new theory based on primary responses collected directly among the ASOS consumers (Szabo et al., 2023). Deduction was thus maintained since it enabled the research to be guided by existing academic knowledge whereas interpretivism enabled contextual and qualitative interpretation. In general, the integration of the two enhanced methodological consistency in terms of connecting the theory-based analysis to an interpretative sense of consumer behaviour in the UK online fashion retailing industry.
[bookmark: _Toc237552527]3.4 Research Strategy: Case Study 
As this study was to be limited to one particular organisation, ASOS, within the UK online fashion retail sector, it was appropriate to use a case study method for the research. A case study was appropriate since the research focused on how social media marketing influences consumer purchase intention in a practical setting of a business and not on the general or broad topic (Szabó et al., 2023). ASOS was a good case study as it was a fashion brand that was established with a digital-first approach and has extensively used social media, influencers, online content, brand engagement and interaction with customers to communicate with consumers.
The case study approach was the most appropriate research method because the researcher was able to investigate the topic in detail. Social Media Marketing wasn't considered as an isolated activity but rather as part of the overall digital marketing and consumer engagement strategy of ASOS (ANNAMALAH, 2024). This was significant because the purchase intention could be affected by multiple interrelated factors, including the credibility of the influencers, visibility of the products, the level of trust in the brand, the customer feedback, the promotional content and the overall online shopping experience. The case study enabled the factors to be analysed as a whole in the context of ASOS .
This approach was also similar to the study of secondary research design. Academic journal articles, ASOS annual reports, ASOS official website information, industry reports, and market data and evidence from public social media were used in the research (Glette and Wiig, 2022). These sources allowed the researcher to gain an understanding of the company specific practices of ASOS and also of the retail environment of the UK. The case study approach thus facilitated a balance of theory and actual evidence from the organisation.
Other methods such as experiments or surveys would not have been appropriate as they did not gather primary data from consumers (Glette and Wiig, 2022). A case study was more realistic and appropriate as it incorporated existing evidence to better understand the potential impact of ASOS' social media presence on consumer attitudes and intention to purchase. In general, the case study method enriched the methodology in that it had a clear organisational focus and provided a detailed investigation of ASOS's social media marketing in the context of the UK fashion retail market.
[bookmark: _Toc237552528]3.5 Methodological Choice: Mono-Method Qualitative Research
This study was of a mono-method qualitative research design because the data used in this study was a qualitative secondary evidence data. This was a suitable choice as the research was conducted to examine the impact of ASOS social media marketing on consumer purchase intention by interpretation, explanation and comparison of the existing sources. The study did not include surveys, interviews or questionnaires since the aim was not to gather new numeracy responses from consumers (Ojebode et al., 2020). Rather, it looked at published academic research, ASOS annual reports, official company information, industry reports, market data and the evidence gathered from social media that was available in the public domain.
The design of the research was mono-method, qualitative, as the topic was related to attitudes, trust, credibility of influencers, brand engagement and customer interaction and intention to purchase. These questions could not be answered by counting, but needed interpretation (Bracio and Szarucki, 2020). For instance, lots of likes and comments, or even posts by influencers did not necessarily mean consumers were ready to buy from ASOS. Qualitative analysis was therefore used to investigate the nature of social media engagement to see how various factors might have influenced consumers' attitudes (Bossert et al., 2024).
The methodological approach was also consistent with the interpretivist philosophy and deductive method of the study. Qualitative secondary research enabled the researcher to interpret the evidence from various sources, as interpretivism was based on meanings and perceptions. The deduction method is applied in the study, therefore the selected sources were analysed based on the themes already correlated with the objectives such as influencer marketing, online content quality, brand engagement, consumer interaction and consumer purchase intention (Cheong et al., 2023).
A quantitative or mixed methods design would have been less appropriate as there was no hypothesis testing in the study using statistical analysis, nor was there to collect primary data from a customer sample. Among the time and resource constraints of the project, qualitative secondary research was more feasible. It also minimized ethical concerns as no private customer information was gathered and directly analysed (Bossert et al., 2024). 
[bookmark: _Toc237552529]3.6 Time Horizon: Cross-Sectional  
Since this study focused on ASOS's social media marketing and consumers' purchase intention over a certain time period, a cross sectional time horizon was used. The cross sectional design was appropriate since the research sought to gain insight into the existing link between the use of social media marketing for fashion retailers and its consumer purchase intent in the UK online fashion retail market (Maier et al., 2023). The study was based on recent secondary evidence, particularly from 2021 to 2026, due to the rapid changes in social media platforms, practices of influencers, fashion trends, and consumers' online behaviour.
The cross sectional time horizon was a better option as the study was not attempting to track ASOS customers over several months or years. Instead, it was designed to discuss the existing evidence at a specific moment in time and how ASOS' current social media presence might have affected consumer attitudes and purchase intention at that moment (So et al., 2025). Considering that this is an academic project where time limits were imposed and resources were limited, this was appropriate because it enabled the researcher to complete the study within the designated time frame, while employing the relevant and current information.
The same time period was used for the secondary research design. Given the sources were journal articles, ASOS reports, industry reports, market data and public social media related evidence, it was more feasible to scope this work over a time-bound period (Maier et al., 2023). The impact of recent evidence was significant because social media marketing trends can shift as a result of emerging platforms, regulations impacting influencers, shifting fashion trends, and consumer spending trends and cost-of-living issues.
A shorter time horizon, such as a cross-sectional study, would not have been suitable as it would not have allowed for the changes in consumer behavior to be followed. This was not possible due to lack of primary data collection and reliance on secondary data. The cross sectional approach was thus more realistic and appropriate (Chabeau et al., 2024). 
[bookmark: _Toc237552530]3.7 Data Collection Method 
Secondary data collection was applied in this study, which is based on a structured literature review and document review. This was appropriate because the research did not ask consumers to provide primary data, instead it analyzed the impact of ASOS's social media marketing on consumer purchasing intentions. The study was based on published academic articles, ASOS annual reports, company information, industry reports, market data and social media related evidence (Sohrabi et al., 2021). The academic sources were retrieved from Google Scholar, ScienceDirect, Emerald Insight and other available academic databases. Information regarding the company was gathered from ASOS annual reports, digital marketing evidence found online, and ASOS official website sources (Cheong et al., 2023).
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[bookmark: _Toc238726546]Figure 6:PRISMA Chart
Source: (Self-Created)
To ensure transparency and systemisation of the selection of secondary sources, the PRISMA framework was part of the data collection process. Using keywords including “social media marketing”, “purchase intention”, “influencer marketing”, “brand engagement”, “ASOS”, “UK fashion retail” and “online consumer behaviour”, relevant sources were first identified. Secondly, duplicated sources and studies that were unrelated were eliminated. Third, the remaining sources were screened by reading their titles, abstracts, summaries and also their relevance to the research objectives (Page et al., 2021). Lastly, those most appropriate sources were selected for further consideration and analysis. This ensured the relevance, recency and reliability of the evidence selected (Cheong et al., 2023).
In order to focus the research, it was decided to accept only those respondents who fulfilled the inclusion criteria. Sources included those that were published from 2021 to 2026, English language only, about social media marketing, influencer marketing, brand engagement, consumer purchase intention, ASOS, online fashion retail and the UK retail industry (Page et al., 2021). Peer-reviewed journal articles, official company reports or credible market reports were given priority.
Exclusion criteria were also applied. It is important to note that sources that were too old, were not relevant to the research topic, covered only offline retail, duplicated, not in English or were based on weak evidence were excluded. Irreliable blogs and promotional websites were not included unless they gave some context about ASOS or the industry in general. In general, this was a suitable way to collect the data as it enabled the researcher to gather pertinent secondary information in an orderly, purposeful and scholarly manner (Nikolopoulou, 2022). Furthermore, a Systematic Literature Review (SLR) was conducted to enhance the process of secondary data collection, giving more structure in searching and selecting a piece of evidence. Based on the previous study patterns, the SLR assisted in identifying relevant patterns across the previous studies, which involved social media marketing, social media influencer marketing, social media brand engagement and brand purchase intention (Mengist et al., 2020). It also provided support for the comparison of academic evidence to their specific report and industry sources on ASOS. This was helpful as there was a need for reliable published evidence only, not personal opinions.
	Area
	Inclusion Criteria
	Exclusion Criteria

	Publication date
	Sources published between 2021 and 2026
	Sources published before 2021, except key theoretical studies

	Language
	English-language sources
	Sources published in other languages

	Topic relevance
	Social media marketing, influencer marketing, brand engagement and purchase intention
	Sources unrelated to the research aim and objectives

	Industry focus
	ASOS, UK fashion retail, e-commerce and online consumer behaviour
	Studies focused only on unrelated industries or offline retail

	Source quality
	Peer-reviewed articles, official company reports and credible industry reports
	Unreliable blogs, promotional content and unsupported opinions

	Evidence quality
	Sources with clear methods, findings and supporting evidence
	Sources with weak, unclear or unverified evidence

	Duplication
	Original and relevant studies
	Duplicate records or repeated versions of the same source

	Accessibility
	Full-text or sufficiently detailed sources
	Sources with limited or inaccessible information


[bookmark: _Toc238726560]Table 1:Inclusion & Exclusion Criteria
Braun and Clarke's thematic analysis was used to analyse the data. All the chosen sources were read thoroughly to decipher the primary findings. Then, ideas (or repeated ideas) were coded, including influencer credibility, brand engagement, online content, customer interaction, trust, purchase intention. The codes were clustered into themes which related to the research objectives. 

[bookmark: _Toc237552531]3.8 Data Analysis Method 
Thematic analysis was the method used for data analysis in this study. The thematic analysis was suitable as this study was conducted with secondary qualitative data and involves the identification of repeated themes, patterns and meanings from academic articles, ASOS reports, industry reports and public social media related evidence (Ahmed et al., 2025). The study was not primarily numerical because there were no numbers gathered for statistical analysis. Rather, the selected sources were interpreted and compared in order to elucidate the effect of the social media marketing of ASOS on consumer purchase intention in the UK retail sector (Haan and Venema, 2025).
The data analysis process was facilitated by the research aim, objectives and research question. Themes covered were influencer marketing, brand engagement, online content quality, customer interaction, consumer attitudes and purchase intention. Themes emerged from the literature search and were directly related to the study goals (Rosairo, 2023). When it comes to influencer credibility, the discussion sources were analysed in the section 'influencer marketing', and in the section 'brand engagement and customer interaction' the discussion sources were analysed for likes, comments, shares and brand communication.
Thematic analysis was most appropriate as it enabled comparison of academic evidence with evidence specific to ASOS. Academic articles were used to further explain the influence of social media marketing on purchase intention and annual reports from ASOS and industry sources were used to demonstrate how ASOS utilised social media and influencer marketing in practice. This allowed for a more targeted analysis that was applicable to the case study.
Both positive and critical evidence were taken into account in the analysis. While social media marketing can boost awareness, engagement and trust, it does not necessarily result in immediate purchase intent (Entropik Tech, 2024). Other factors that still may affect consumers' decisions include price, delivery, returns, product quality, transparency and credibility of influencers or brands. Hence, thematic analysis proved helpful in interpreting the result in a balanced manner instead of making the assumption that use of social media invariably leads to the purchase intention.
[bookmark: _Toc237552532]3.9 Reliability Validity and Limitations
To ensure reliability, credible secondary sources such as peer reviewed journal articles, ASOS annual reports, official company information and industry reports and recognised market data were used. This researcher used evidence from multiple sources as a way to lessen bias and to not rely exclusively on one perspective (Karnia, 2024). The use of the PRISMA framework and SLR process also facilitated the reliability regarding the sources being searched, screened, selected and excluded in a systematic manner.
Validity was achieved by using sources that directly related to the research aim, objectives and research question. Evidence was included only when it was related to social media marketing, influencer marketing, brand engagement, online content, ASOS, UK fashion retail and consumer purchase intention. All authors and sources have also been referenced properly using Harvard style in-text citations, ensuring academic integrity and preventing plagiarism (Abbas, 2023).
But there were some drawbacks to the study. The researcher did not collect direct responses from the ASOS consumer due to the fact that it was secondary data. The findings were based therefore on previously published evidence. A further constraint was that social media interactions (likes, shares and comments) did not necessarily correlate with actual intention to purchase. These restrictions were recognised to maintain a balance and clarity of the research.
[bookmark: _Toc237552533]3.10 Quality and Research Rigour
Quality and research rigour were maintained through credibility, dependability, confirmability and transferability. Credibility was supported by using reliable academic articles, official ASOS information and recognised industry reports. Dependability was maintained by following a clear PRISMA-based search and selection process. 
[bookmark: _Toc237552534]3.11 Ethical Considerations  
Even though there was no primary data collection with human subjects, the ethical considerations have been adhered to during the conduct of this study. Since no surveys, interviews or questionnaires were used, there was no need to collect personal information from ASOS customers. This minimised risks of consent, privacy, confidentiality and data protection (Miteu, 2024). The researcher, however, had an obligation to be careful and ethical in the use of published information.In-text Harvard style referencing and a reference list has been used correctly for all academic articles, ASOS reports, company information, industry reports and market data. 
[bookmark: _Toc237552535]3.12 Conclusion
The methodological approach adopted to examine the effect of ASOS social media marketing on the consumer purchase intention in the retail industry in the United Kingdom has been explained in this chapter. The study was carried out by using the interpretivist philosophy, deductive approach, case study strategy, mono-method qualitative design and cross sectional time horizon. Secondary data was gathered from academic articles, ASOS reports, industry reports and credible online sources, and the PRISMA process aided in the systematic collection of pertinent evidence. 
[bookmark: _Toc237552536]Chapter 4: Findings/Results, Analysis and Discussion
[bookmark: _Toc237552537]4.1 Introduction 
This chapter contains findings, discussion and analysis of the study conducted on the effects of social media marketing on consumer purchase intention to ASOS in the UK retail industry. The chapter is based on secondary qualitative data collected from academic journals, ASOS reports, industry reports and credible online sources. The results are structured around the most important research topics: influencer marketing, brand engagement, online content quality, customer interaction and consumer purchase intention. 
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[bookmark: _Toc237552538]4.2 Presentation of Findings/Results 

	No.
	Author / Year
	Method used
	Key finding
	Relevance to ASOS dissertation

	1
	(Rahman and Ekereuke, 2022)
	Online survey (quantitative); Descriptive statistics and regression analysis were used to analyse data.
	Social media marketing positively influenced consumer attitudes and purchase intention to a large extent. Factors of trust, authenticity and interactivity were valued.
	Very applicable since it specifically deals with UK retail and purchase intention, which is in support of ASOS case study.

	2
	(Dolega et al., 2021)
	The case study was based on quantitative evaluation with 12-months retailer data and ARIMAX
	Social Media has helped in boosting the web-traffic. However, it did not generate the sustainable growth
	Corroborates the vital point that ASOS likes, clicks and views might not necessarily translate into purchase intention.

	3
	(Dwivedi et al., 2021)
	Thinking and professional review on the basis of research propositions on the digital marketing themes.
	AI, eWOM, mobile marketing, content management and ethical issues are associated with digital and social media marketing.
	Provides broader theoretical underpinning on the application of social media, digital contents and personalisation by ASOS.

	4
	(Castillo-Abdul et al., 2021)
	Literature review (exploratory), correlation analysis and ANOVA with SPSS.
	The content that was branded on social media affected the followers and their response, interaction and engagement with fashion brands.
	Demonstrates the fact that the quality of the ASOS content can and does influence the popularity of the posts, as well as the frequency.

	5
	(Jamil et al., 2022)
	Structural equation modelling, quantitative survey of Facebook and Instagram users.
	The marketing activities on social media had a strong impact on customer intentions that were mediated by satisfaction and social identification.
	Applicable in the analysis of the ASOS brand engagement, customer interaction and purchasing intention.

	6
	(Ao et al., 2023)
	Meta-analysis with 176 effect sizes considering 62 studies having 22,554 interview participants
	The credibility associated with influencer impacted the purchase intention quite effectively and involvement was impacted the entertainment value.
	A huge advocate of the theme of influencer marketing in the ASOS dissertation.

	7
	(Hanaysha, 2022)
	Online survey (quantitative); AMOS 21 structural equation modelling.
	Informativeness, relevance and interactivity had a positive influence on purchase decisions and brand trust mediated the key relationships.
	Helps to argue that ASOS needs to establish trust and relevance, as well as online presence.

	8
	(Hu and Zhu, 2022)
	Quantitative survey of 2,058 international students cross-cultural; MPLUS structural equation modelling.
	The use of social media affected purchase intention by causing social commerce pathways and cultural intelligence.
	Helps describes the potential of ASOS social media on online shopping intention in an online commerce environment.

	9
	(Deepika and Massand, 2025)
	Scale development, focus group feedback, 310 response survey, exploratory factor analysis and multiple linear regression.
	The purchase intention of Gen Z was greatly affected by customisation, advertisement and interaction.
	Very pertinent since ASOS focuses primarily on young and online fashion shoppers.

	10
	(Huo and Filieri, 2025)
	Mixed-method research: 765 survey questionnaires among WeChat users and 44 interviews by email.
	With the introduction of brand equity and adoption preparedness, social media marketing turned to be positive in the purchase intention.
	There has been argument in the favour of moderate debate which ASOS social media has been the most effective when it reinforces the brand value

	11
	Khan (2022)
	Quantitative consumer survey; structural modelling and moderation analysis.
	The social media marketing enhanced brand experience, attitude and purchase intention but there were variation in effects on consumers across generations and level of engagement indicating that not all consumers react equally to the social-media activities.
	Applicable to ASOS since customised and participative online content can heighten the intention to buy, especially with younger active buyers, and can prove that various customer groups need differentiated social-media marketing strategies.

	12
	Masuda et al. (2022)
	Quantitative online survey; structural equation modelling.
	The credibility of influencers, similarity and relational attachment also played a significant role in purchase intention, and marketing effectiveness was determined by the perceptions of consumers and the psychological connection to the influencers, as opposed to the number of followers.
	Influencers should be chosen by ASOS based on their close association with the fashion identity and lifestyle of consumers since strong connections with the audience can drive product interest, credibility and purchase motivation better than large reach of influencers.

	13
	Bu et al. (2022)
	Large-scale quantitative consumer survey; SEM.
	The perceived similarity of consumers and influencers stimulated the creation of value, parasocial relationships and purchase intention, which demonstrates that relatable influencers are able to produce more resonant effects than socially distant or misaligned endorsers.
	ASOS will be able to choose relatable influencers whose lifestyles and style choices are similar to target consumers, which makes the products more relevant, make them more interactive and purchase-considerable instead of relying solely on high campaign visibility and reach.

	14
	Farivar and Wang (2022)
	Quantitative social-media user survey and structural model testing.
	Marketing outcomes were better with social identification with influencers and psychological involvement with influencers was enhanced through storytelling, proving that consumers react more favorably to seeing themselves as sharing identities and significant relationships with influencers.
	Influencers who build collective fashion personalities and credible narratives around outfits and lifestyles could be used by ASOS to enhance consumer recognition, product relevance and subsequent intention to buy ASOS fashion products.

	15
	Giuffredi-Kähr et al. (2022)
	Four experimental studies.
	The size of influencers and disclosure of sponsorship influenced consumer trust and advertising reactions, with the nondisclosed mega-influencer sponsorship boosting persuasion awareness and possibly reducing positive judgments in contrast to more open messages.
	ASOS must also openly reveal their influencer relationships and thoughtfully choose the scale of influencers since too much commercialisation can lead to a lack of trust, but disclosing credible sponsorships can hold consumer trust and interest in purchases.

	16
	Leung et al. (2022a)
	Large influencer campaign/post datasets and econometric analysis.
	The effectiveness of campaigns was based on originality, follower base, the prominence of sponsorship and brand fit, with successful influencer marketing relying on balancing a number of traits instead of maximising the number of followers or the frequency of posts.
	ASOS can evaluate influencers based on originality, brand fit, content creation and sponsorship approach as well as audience reach, whereby influencer campaigns will produce valuable engagement and a greater likelihood of consumers purchasing the product or service.

	17
	Leung et al. (2022b)
	Theory-building study drawing on social-capital theory and qualitative/managerial evidence.
	Influencer marketing cannot be successful without a strategic selection of influencers, management of relationships, incentives and social capital over isolated sponsored posts since the combination of these elements influences the opportunities of marketing, risks and consumer relations.
	ASOS ought to be strategic about the management of influencer partnership to create credible community rapport and coherent brand messaging to avoid the vast span of influencer reach creating superficial interaction with no trust or purchase intent.

	18
	Zhu et al. (2022)
	Controlled factorial experiment.
	The effectiveness of the influencers relied on the endorser type, the appeal to advertising and the familiarity of the consumers with the brand, which proved that the same influencer campaigns can produce various reactions in audiences with varying levels of brand awareness.
	ASOS needs to tailor influencer type and fashion messages to current and potential clients since brand familiarity will modify consumer reactions to advertising and may lead to attitude and purchase interest.

	19
	Sands et al. (2022)
	Multi-study empirical and experimental research comparing AI/virtual and human influencers.
	Under specific conditions, virtual influencers elicited positive consumer reactions, but the effectiveness relied on the attitudes of consumers, trust, and comfort with artificial intelligence, i.e. the novelty of technologies does not necessarily lead to persuasion.
	Virtual influencers would allow ASOS to communicate innovative fashion in innovative ways, but a campaign is needed to deal with consumer authenticity and trust since novelty created by technology might get the attention without necessarily generating a higher purchase intention.

	20
	Janssen et al. (2022)
	Controlled online factorial experiment.
	Good product-influencer fit enhanced credibility, identification and positive brand judgments and follower counts were not as effective where influencers had no meaningful compatibility with the product itself that they were marketing to consumers.
	ASOS needs to focus on influencers with whom promoted products align in their fashion identity since smaller yet highly compatible influencers can create stronger trust, credibility and buying intent compared to high-follower creators with a poor match.

	21
	Onofrei et al. (2022)
	Quantitative consumer survey; SEM and mediation testing.
	The source credibility and content quality facilitated behavioural engagement and purchase intention in social-media interactions, which showed that not all online interactions escalate to consumer action but instead are superficial markers of engagement.
	ASOS is encouraged to deliver credible, informative and relevant content on the social-media since likes and comments are not enough; meaningful content will facilitate the transformation of interaction to product exploration and purchase intention.

	22
	Cheung et al. (2022)
	Survey of influencer followers; PLS-SEM and necessary-condition analysis.
	Ensuring enhanced parasocial relationships and consumer identification through creative, technologically robust and well-constructed influencer content, in turn, encouraged consumers to be more active in online activities related to promoted brands.
	To enhance the level of consumer engagement, ASOS can invest in high-quality reels, fashion images and content by creators, proving that the quality of content and identification with consumers can be valued more than the mere frequency of posting.

	23
	Karagür et al. (2022)
	Field study of 3,593 Instagram posts plus three online experiments.
	The disclosure of sponsorship enhanced the level of advertising awareness and disclosure, but also may have undermined the level of trust, and varies based on the number of followers that the influencer has and their history of endorsement, showing that consumer reactions to disclosure are complex.
	ASOS ought to reveal partnerships with influencers in a transparent manner but should not over commercialise it since frequent endorsements can trigger consumer scepticism, diminish the power of the influencers and undermine the movement between engagement and purchase intent.

	24
	Barta et al. (2023)
	Quantitative survey of TikTok influencer followers; SEM.
	The originality of influencers and opinion leadership produced positive reactions, and humour enhanced hedonic experiences among followers, which showed that persuasion could be enhanced with the help of entertainment communication on TikTok and the credibility and originality of an influencer.
	Entertaining and original Tik Tok videos about fashion should be used by ASOS to attract younger consumers, but the humorous content must contain credible styling and product details to motivate purchase interest.

	25
	Wang et al. (2023)
	Large-scale text mining and regression analysis of social-commerce posts.
	The organization of content and linguistic design had a great influence on the purchasing reaction, and well-elaborated messages promoted buying behaviour, and inappropriately matched information undermined the efficiency of the social-commerce marketing and product rating by the consumers.
	ASOS ought to ensure that it integrates an appealing fashion imagery with properly organized captions and practical product details, which will aid consumers through the social-media inspiration process to their product evaluation and purchase decisions.

	26
	Wies et al. (2023)
	Multimethod research using observational campaign data and experimental evidence.
	The number of followers was inversely-U-shaped with engagement since bigger audiences were more effective, but the scale of influencers was too large and perceived proximity was reduced, and thus the most effective influencers were not the biggest.
	ASOS might consider merging micro and mid-sized fashion influencers rather than basing their efforts solely on the number of followers since more intimate consumer connections could yield greater engagement, trust and subsequent purchase interest.

	27
	Chen et al. (2023)
	Large-scale sponsored-video data and empirical modelling.
	Over customisation, personal recommendations and improper brand placement may decrease the interaction, proving that effective sponsored content involves a balance of business goals and the natural communication tone that the followers would want to see on the influencers.
	ASOS ought not to be over scripted in influencer endorsements but rather offer appropriate creative freedom and proper fashion information, to aid in keeping up with authenticity, engagement, trust and willingness of consumers to think through promoted products.

	28
	Chung et al. (2023)
	Analysis of 55,631 Instagram posts from 763 influencers plus experimental studies.
	Posts that included friends, relatives and close relationships got more impact since personal narration created more perceived authenticity, warmth and familiarity, thus, influencers became more relatable and approachable to their followers.
	The ASOS influencers might show fashion items in the context of natural lifestyle and social circumstances and make clothes more realistic and closer to the individual, as well as contribute to an increase in the involvement up to the desire to buy a product.

	29
	Andonopoulos et al. (2023)
	Four experimental studies.
	True influencers tended to enhance trust and intention to buy, though less-authentic influencers might also arouse purchase interest in hedonic goods via inspiration, and there is an intricate interaction between authenticity and persuasion.
	Fashion is very hedonic and therefore, content created by aspirational influencers can be utilized by ASOS to evoke desire but credibility and authenticity are essential in creating a lasting trust and purchase intention.

	30
	Ooi et al. (2023)
	Quantitative online consumer survey; PLS-SEM.
	Credibility of influencers and mobile convenience also affected positive results whereas consumer attitudes towards promoted products mediated purchase reaction and proved that persuasion and buying online shop convenience have a combined impact on the effectiveness of marketing.
	The credible influencer recommendations of ASOS need to be linked with convenient product links, information and mobile-app experiences so that the positive attitudes created by consumers via social media can evolve into purchase behaviour in a more direct manner.

	31
	Venciute et al. (2023)
	Large quantitative consumer study; moderated relationship modelling.
	The congruence influencer follower enhanced the relationship between influencer experience, useful content and purchasing behaviour, but with different degrees of influence, indicating that similarity does not impact all marketing pathways in a similar way.
	ASOS ought to align influencers to consumer groups on variables like age, preferences and lifestyle since the greater the congruence, the more relevant, product consideration and purchase intention among the targeted shoppers.
 

	32
	Gutierrez et al. (2023)
	Quantitative consumer research and mediation modelling.
	Close interactions between the consumer and brand boosted the purchase intention and privacy management influenced the relationship which proves that consumers have to be assured of the quality of brand communication as well as management of personal information on the internet.
	ASOS can enhance confidence in making purchases by addressing questions concerning sizing, delivery and returns efficiently, and making sure personalised social-media communication is credible and acceptable concerning the expectations of consumer privacy.

	33
	Liadeli et al. (2023)
	Meta-analysis of accumulated empirical evidence.
	The social media owned had a different influence on engagement and sales: emotional content proved to be a more effective engagement tool, and functional information about product advantages was a more effective tool to achieve real sales results.
	When aiming at conversion, inspirational fashion content will help ASOS to create engagement and deliver clear product, price and sizing information, showing that engagement and sales need different methods of communication.

	34
	Beichert et al. (2024)
	Large transaction/campaign datasets supported by field studies.
	Smaller creators occasionally yielded higher economic returns than bigger ones, with the quality of engagement offsetting the reach, which proves that the number of followers is not enough to assess influencer value.
	ASOS needs to evaluate the performance of influencers based on traffic, product exploration and conversion as opposed to audience size, because micro-influencers with active fashion communities might bring about increased commercial efficiency and returns.

	35
	Gu et al. (2024)
	Large-scale livestream-commerce dataset and econometric sales modelling.
	Bigger influencers favored broader reach, smaller influencers generated higher conversion rates, and it was shown that a combination of influencer sizes could result in better commercial performance than relying on a single type of influencers.
	ASOS can balance mass influencers to brand awareness with smaller niche fashion creators to credibility and conversion to ensure that they balance mass reach with higher consumer trust and buying behavior.

	36
	Cascio Rizzo et al. (2024)
	Multimethod analysis of social-media data and controlled experiments.
	The effects of high-arousal language enhanced the efficiency of micro-influencers and decreased the macro-influencer ones, and consumer trust supported these variances, indicating that the same language styles were inappropriate in all influencer magnitudes.
	Emotional captions are supposed to be adjusted to the size of the influencer since passionate communication might seem genuine when used by smaller influencers and overly promotional when used by large influencers, which might decrease consumer trust and interest in the purchase.

	37
	Zhou et al. (2024)
	Multimethod experimental studies comparing virtual and human influencers.
	Virtual influencers proved to be not so convincing when it comes to products with touch-related features and more efficient when it comes to visual information, which proves that the efficiency of influencers is conditional on the possibility of consumers to visualize experiences with products.
	ASOS might also consider virtual influencers to provide visual styling inspiration, whereas human demonstrations, reviews, and detailed information are needed to convey such features of fashion as material feel, fit and comfort.

	38
	Cheah et al. (2024)
	Quantitative consumer survey and moderated-mediation analysis.
	Too many influencer endorsements occurred at the expense of credibility and authenticity, which then impacted favourable buying reactions, whereas consumer engagement affected the reactions, indicating the dangers of having many influencers endorse many unrelated commercial goods.
	ASOS needs to select influencers who have selective and credible brand associations as creators who advertise too many unrelated things can be seen as commercial, undermining authenticity, trust, and willingness to buy.

	39
	Shamim et al. (2024)
	Quantitative consumer survey; PLS-SEM.
	The influence branded post raised the impulse-buying desire of the consumers and the credibility of sources, message and media raised the trust with the support of which the spontaneous purchase is still highly reliant on the perceived credibility.
	Trends as well as influencer styling can be utilised to facilitate the spontaneous purchases associated with fashion items within ASOS. However impulse based information must feature believable influencers and better product communication  

	40
	Alcántara-Pilar et al. (2024)
	Quantitative study of TikTok users; advanced structural/predictive modelling.
	The credibility and trust of influencers made TikTok engagement turn into the purchase intention and positive longer-term reactions, proving that social-media interaction is a commercially valuable process when consumers view the communication of the influencer as credible.
	The focus of the ASOS on credible TikTok creators should be considered since only views and interactions are not enough, trusted communication of influencers is likely to promote the exploration of fashion products by younger consumers and increase their purchasing intention.

	41
	Han and Balabanis (2024)
	Meta-analysis of prior empirical influencer studies.
	The credibility of the influencers, attractiveness, product fit and parasocial relationships had a strong impact on consumer response which proves the idea that the effectiveness of influencer-marketing cannot be described by a single characteristic or performance measure.
	ASOS must consider the influencers in terms of credibility, fit to the fashion brand, attractiveness and relationships with the audience as a combination and not just based on the number of followers, likes or other shallow social-media interaction metrics.

	42
	Sardar et al. (2024)
	Survey of 471 respondents; path analysis and moderation testing.
	Consumer engagement mediated source credibility, content characteristics and purchase intention and product involvement moderated responses and revealed that source credibility, content characteristics and purchase intention as well as product involvement determine marketing effectiveness.
	Of high relevance to ASOS since believable fashion influencers and attractive content can enhance purchase intention, but highly involved and casual fashion consumers might perceive influencer recommendations in different ways.

	43
	Cao and Belo (2024)
	Large-scale Facebook/Instagram field dataset plus two online experiments.
	Explicit disclosure of sponsorship enhanced advertising recognition, but may also enhance consumer favourability due to transparency, which shows that explicit disclosure of sponsored influencer content does not necessarily decrease engagement or campaign effectiveness.
	By being transparent about influencer relationships, ASOS can retain engagement and reveal its partnerships transparently, ensuring that consumers who require ethical communication and honesty when it comes to commercial fashion endorsements are satisfied.

	44
	Spörl-Wang et al. (2025)
	Comprehensive literature review and meta-analysis of 93 studies.
	The credibility of the influencer, the nature of the influencer, the relational aspects and design of the messages affected the marketing performance in a different way and it was proved that there is no single best influencer characteristic that could be used to be sure of a response to engagement or purchase.
	ASOS must consider influencers based on the criteria credibility, audience fit, relationship quality, content design and campaign objectives as a whole instead of relying on a single measurement like follower counts or engagement rates.

	45
	Wang et al. (2025)
	Quantitative consumer study with mediation and moderation analysis.
	The relatability of fashion-influencers had a direct and an indirect positive influence on purchase intention by creating emotional value, and consumer expertise mediated responses, showing that both knowledgeable and inexperienced fashion consumers may respond differently to influencer recommendations.
	Very applicable to ASOS since the relatable styling and lifestyle content can reinforce the purchase intention, and communication needs to be tailored depending on the varying fashion knowledge and engagement levels of consumers.

	46
	Duffek et al. (2025)
	In-depth qualitative interviews across multiple influencer-marketing stakeholder groups.
	The authenticity of influencers was based on expertise, connectedness, originality, transparency and integrity, and various stakeholders had different preferences to these attributes, proving that authenticity is a situational factor, not an inherent quality of influencers.
	ASOS needs to harmonise brand expectations, influencer creativity and consumer expectations and keep the transparency and correct fashion communication, so that influencer collaborations seem authentic and ensure that the consumers trust the brand.

	47
	Sardar and Vijay (2025)
	SPAR-4-SLR systematic review of 76 peer-reviewed articles; TCCM analysis.
	The purchase intention assisted by influencers is contingent upon various antecedents, mediators, moderators and contextual conditions such as credibility, relationships and content and not a direct direct relationship between influencers and purchasing.
	This helps to support ASOS analysis because it links credibility of the influencer, content and engagement with purchase intention and shows that psychological and contextual factors determine whether social-media exposure will result in purchasing interest.

	48
	Pan et al. (2025)
	Large-scale meta-analysis of influencer-marketing effects.
	Purchase intention was reinforced by informational and hedonic content and actual purchase outcomes were influenced by credibility and communication, showing that content that leads to engagement is not always the same as the content that helps in conversion.
	ASOS needs to provide entertaining product inspiration and helpful information as creative engagement content might not necessarily convert consumers unless some credible information is provided to back up purchasing decisions.

	49
	Barari et al. (2026)
	Meta-analysis covering 71 papers, 135 experimental studies and hundreds of effect estimates.
	Generally, influencers enhanced the level of engagement and purchase intention; however, this depended on credibility, attractiveness, the size of the influencer, platform, product and message attributes, which is why the results of other past studies of influencers were contradictory.
	ASOS ought to align influencer credibility, size and platform and communication style to particular fashion merchandise and campaign aims as opposed to presuming that influencer marketing invariably results in high consumer purchase desire.

	50
	Klostermann et al. (2026)
	Empirical analysis of influencer endorsement posts involving watches and shoes using visual and textual salience measures.
	Reduced product salience enhanced influencer-post interaction and more salient products enhanced post-brand interaction, indicating that the optimal post design varies based on the priority placed on influencer interaction or brand attention.
	To differentiate between social-media engagement and commercial conversion, subtle product integration can be employed when ASOS is aiming to achieve interaction and greater product visibility when brand or product focus is thrust into focus.


[bookmark: _9rrrk9eu35c6][bookmark: _Toc238726561]Table 2:Systematic Literature Review
[bookmark: _Toc237552539]4.3 Analysis of Results
[bookmark: _Toc237552249]The thematic analysis of the 50 studies entailed the discovery of repeated meanings and categorizing them in relation to the social-media practices, consumer engagement, attitudes and conversion of ASOS. Instead of addressing the articles individually, the evidence was analysed in terms of points of cross, contradiction and application. Four common themes were identified and triangulated against evidence-based on the ASOS-specific industry to find out whether the scholarly patterns could be seen in practice as well.
[bookmark: _Toc237552250]Theme 1: ASOS Digital and Social Media Marketing Practices
[bookmark: _Toc237552251]The coding of the studies resulted in a uniform trend: the effectiveness of digital-marketing is based on how much the platforms are seen, how good the content of the posts is, how well influencers fit and find their way to the product and not on the frequency of posting. This complements the current finding that internet and social media have transformed consumer behaviour and how companies transact their business (Dwivedi et al., 2021). The codes of entertainment and originality are supported by Barta et al. (2023), whereas Leung et al. (2022a) demonstrates that originality, brand fit and sponsorship design are combined.
[bookmark: _Toc237552252]This trend is evident in the ASOS practice. The firm invested an extra 30 million on marketing its UK brands and said that its ASOS Your Way campaign had 40 million impressions in 12 days. It also had a strategy of always-on influencer programme involving micro- to mega-influencers that had a total reach of over 50 million (ASOS Plc, 2023). The theme thus shows that creators, campaigns and social content are employed by ASOS together to create awareness and fashion discovery as opposed to considering social media as an isolated advertising medium.
[bookmark: _Toc237552253]Theme 2: Consumer Engagement and Online Brand Interaction
[bookmark: _Toc237552254]The second cluster encompassed active behaviours such as likes, comments, sharing, user generated content, clicks on products and responses to the brand. This is a movement of passive exposure to participation. Our previous citation that social media marketing is an effective way of developing communications between customers and marketers, as well as facilitating activities that increase brand awareness (Jamil et al., 2022) is important. The increased coding however suggests quality of engagement has more meaning than the volume of engagement. Onofrei et al. (2022) relates interaction and content, whereas Sardar et al. (2024) find the engagement to be a channel to purchase intention.
[bookmark: _Toc237552255]This theme is reinforced through the real-life ASOS evidence. In 2024, ASOS has reintroduced its Insider programme, which currently has 36 people, who will curate fashion, offer styling ideas and communicate via Instagram, TikTok, Snapchat, on the web and email (FashionUnited, 2024). The AySauceChallenge has tangible results because the event has received 1.2 billion video views in six days, 488,000 users made videos, 167,000 participants and engagement rate 15.79% (TikTok for Business, 2026). 
[bookmark: _Toc237552256]Theme 3: Consumer Attitudes, Trust and Perceived Brand Appeal
[bookmark: _Toc237552257]The third theme was a result of repetitive codes of credibility, authenticity, relatability, influencer benefit and fashion relevance. The initial conclusion that the informativeness, perceived relevance, and interactivity have a positive influence on the purchase decisions (Hanaysha, 2022) offers a valuable interpretive relationship. Masuda et al. (2022) relate the credibility of an influencer and relational attachment to the purchasing intention, whereas Han and Balabanis (2024) reveal the interdependence between credibility, attractiveness, fit and parasocial relationships.
[bookmark: _Toc237552258]These codes can be traced in the Insider programme of ASOS since the workers were chosen based on personal style, fashion expertise and their ability to establish more authentic relationships with customers (FashionUnited, 2024). More to the point, the AySauceChallenge has spawned a 25 percent growth in the assisted brand awareness, a 10 percent growth in the association with the concept of being trendy and a 50 percent growth in the advertising remembrance (Tik Tok for Business, 2026)
[bookmark: _Toc237552259]Theme 4: Purchase Intention and Social Media Conversion Effectiveness
[bookmark: _ie5w7sh85pqc][bookmark: _Toc237552260]The last coding cluster was quite clear in drawing the line between attention and engagement and purchase intention so that the social metrics could not be immediately viewed as a commercial success. The initial analysis reflected this difference by using Dolega et al. (2021): the social media increases the web traffic, but does not result in a significant increase of the product orders. Liadeli et al. (2023) also recognise the various impact of emotional engagement content and functional sales-oriented information, whereas Pan et al. (2025) prove the significance of both hedonic and informational value.
[bookmark: _xl1rzks9y0gy][bookmark: _Toc237552261]The performance of ASOS is a critical comparison with the actual performance. Though there was a lot of digital activity, in FY2025, the UK active customers declined to 6.5 million and the UK GMV continued to decline by 7%. Nevertheless, conversion has been widely constant and retention enhanced in tandem with more trend-driven and more relevant products and increased customer interactions via collaborations and launches (ASOS Plc, 2025). Hence, thematic interpretation implies that social media can be used effectively to generate awareness, interaction, trust and consideration towards products, but the purchase intention will be based on product relevance and value, convenience and confidence in the overall ASOS shopping experience.
[bookmark: _Toc237552540]4.4 Discussion of Results 
Discussion of Objective 1: ASOS Digital and Social Media Marketing Strategies 
Platform-Based Visibility
The data reveal that ASOS employs the social media platform-based visibility strategy on the visually focused digital platforms that are appropriate in fashion discovery. To demonstrate the significance of such visibility, Kemp (2025) provides the UK penetration of the social-media, but reach is not to be understood as effective marketing. Dolega et al. (2021) discovered that social media could boost traffic to the retailer websites without stimulating growth in the orders, which provided a difference between the visibility and commercial reaction. Similar results are presented by Khan (2022), indicating that social-media marketing may lead to better brand experience and attitudes, but the differences are based on the generation and the level of engagement. In the case of ASOS, it is helpful to stay visible in Instagram, Tik Tok and YouTube, though its worth will lie in the possibility of the exposure turning into engagement or not. Dwivedi et al. (2021) further support this understanding by contextualizing social media as a part of a broader digital ecosystem that includes mobile marketing, eWOM and content management. As a result, the presence of the ASOS platform should be regarded as an entry point to the consumer journey and not a display of a purchase intention.
Social Influencer Marketing
The mechanism that can help ASOS change the visibility into social influence is influencer marketing. ASOS, according to Virdi (2024), collaborates with 1,500 influencers per month, which does not prove anything related to persuasion, just volume. Ao et al. (2023) discovered that the impact of influencer credibility on the intention to purchase is significant, whereas Masuda et al. (2022) reveal that the effect of similarity, as well as relational attachment, also influence the responses. This sentiment is reinforced by Bu et al. (2022), who show that perceived similarity promotes value co-creation and purchase intention, which relatability might be more useful than a celebrity status. Similar results are found by Farivar and Wang (2022), who determine social identification as the connections between followers and influencers. Nevertheless, Wies et al. (2023) discovered that engagement and number of followers had an Inverted-U correlation, which cannot be assumed to be more effective since bigger influencers will necessarily be more active. Beichert et al. (2024) pushes this challenge a notch further by demonstrating that smaller influencers can create greater economic efficiency. 
Individualisation and Engagement through Campaign
The personalisation enhances the business strategy of ASOS as it ensures communication is more personalized to the individual fashion interests. According to Butler (2025), the Styled for You feature at ASOS featured on approximately 80% of product pages and was trained on over 100,000 edited looks, which evidences a shift in the direction of personalisation using data. In this direction, Deepika and Massand (2025) discovered that customisation, advertising and interaction are key factors influencing purchase intention of Gen Z. Hanaysha (2022), however, shows that the relevance and interactivity operate in part due to brand trust, personalised recommendations must be credible and not only accurate due to the use of algorithms. Huo and Filieri (2025) also discovered that social-media marketing influences the purchase intention based on brand equity and willingness of the consumers to adopt. Jamil et al. (2022) further contribute that satisfaction and social identification mediate the effects of social-media marketing, implying that engagement campaigns ought to forge relationships and not just create clicks. 
Discussion of Objective 2: Impact of Influencer Marketing, Brand Engagement, Online Content and Customer Interaction 
Connection to Objective and Research Question
The second objective was to investigate the impact that influencer marketing, brand interaction, online content and interaction with the customer have on consumer purchase intention towards ASOS. The evidence indicates that the factors cannot be considered as independent promotional activities as their influence is related to each other via credibility, trust, relevance and consumer involvement. Rahman and Ekereuke (2022) also discovered that social-media marketing has the potential to enhance consumer attitudes and the purchase intention within UK retail, but Dolega et al. (2021) revealed that the growth of orders is not always accompanied by the growth of online traffic. This contrast is significant in that it portrays that the exposure and engagement cannot be relevant unless the consumers feel that the marketing communication is credible and useful. The results thus justify a contingent and not an automatic connection between the social-media activities and the purchase intention of ASOS.
Purchase Intention and Influencer Marketing
The influence of influencer marketing was one of the most significant determinants of purchase intention, but its success highly relies on the nature of influencers. Ao et al. (2023) discovered that the credibility has a significant impact on purchase intention, which confirms Galdon-Salvador et al. (2024), who note that compatibility between the influencer and the audience is critical. Masuda et al. (2022) also shows that the effect of similarity and relational attachment also influence consumer responsiveness towards influencer recommendations. Bu et al. (2022) also discovered that value co-creation and purchase intention is reinforced by perceived similarity. However, the reach of influencers is not a good one. Wies et al. (2023) found that the number of followers and engagement has an inverted-U-shaped relationship, whereas Beichert et al. (2024) discovered that economic efficiency can be stronger with smaller influencers. 
Brand Engagement and Interaction with consumers
Brand involvement helps in purchase intention as it develops psychological and behavioural relationship between consumers and ASOS. Jamil et al. (2022) discovered that social-media marketing has a positive impact on intentions based on satisfaction, social identification and that meaningful involvement has stronger implications than mere exposure. Similar results were obtained by Gutierrez et al. (2023), who concluded that the better the consumers-brand relation, the higher purchase intention, but the privacy management still plays a role. This confirms the argument in the literature review that it can make one familiar, though not necessarily purchase through engagement by commenting on the product, sharing and user involvement. Onofrei et al. (2022) reinforced this understanding by demonstrating that credibility and content factors decide whether interaction will result in behavioural engagement. 
Relationship to Purchase Intention
On the whole, the evidence shows that influencer marketing, brand engagement, online content and customer engagement have an effect on purchase intention by interacting in a complex of psychological processes instead of exerting direct influence. Sardar and Vijay (2025) infer that purchase intention that is influenced depends on various antecedents, mediators and situational circumstances. Pan et al. (2025) also reveal that informational and hedonic content are effective predictors of purchase intention but their effectiveness depends on the context. Wang et al. (2025) also proves that influencer relatability enhances purchase intention with emotional value. Barari et al. (2026) validates that the effectiveness of influencers is mediated by credibility, attractiveness, size of influencer, platform and message features. 
Discussion of Objective 3: ASOS’s Social Media Presence and Consumer Attitudes 
Concentration on Brand Visibility
Objective 3 investigated the connection between the ASOS presence on social-media, consumer attitude and their purchase intention. The social-media exposure offers ASOS with recurrent chances of exposing consumers to products, fashion and brand communication, but the exposure cannot be regarded as being the same as persuasion. According to Nash (2021), Instagram, TikTok, Facebook and YouTube are significant platforms to communicate fashion-related information, and the strategic importance of having a robust cross-platform presence. Similar results were obtained by Khan (2022) who conducted the study to conclude that brand experience and attitudes of consumers can be enhanced by social-media marketing activities. However, Dolega et al. (2021), show that a higher increase in the volume of traffic through social media on the websites does not always lead to the need to continue to place orders on the products. This goes against the belief that high reach is a sure sign of marketing effectiveness. Liadeli et al. (2023) further sheds light by showing that the use of owned social media can both drive engagement and sales, but various types of content have different effects. Thus, the visibility of ASOS can be viewed as a starting point of manipulating the consumers instead of being direct evidence of positive attitudes or buying behaviour.
Relevance of Interest and Content
When the visibility has been attained then content relevance plays a role in deciding whether consumers will have meaningful interest or not. Agra and Prakoso (2022) assert that digital communication in fashion can have an impact on brand modernity and relevance, which is significant to ASOS in a very trend-based market. Similar results are made by Castillo-Abdul et al. (2021), who identifies the connection between the corresponding and innovative branded content and more intense interaction with consumers. Wang et al. (2023) also show that the structure of the content and the way information is presented has an influence on the purchasing responses. As a result, ASOS should integrate both aesthetically pleasing reels and fashion inspiration with informative content that helps in gauging the products. Relevance of content is thus an intermediary between being captured and being given meaningfully thoughtful attention by consumers.
Laying Groundwork and Impacting Positions
Trust is a more significant attitudinal outcome since consumers have to evaluate the credibility of the messages, influencers and products by ASOS. Hanaysha (2022) discovered that brand trust mediates significant relationships between the social-media marketing features and the purchase choice, which implies that the interaction is not enough. Ao et al. (2023) also determine influencer credibility as a significant predictor of the purchase intention. This backs the argument of the Literature Review that consumers react variously based on authenticity and source credibility. Santoso et al. (2025) also underlines the fact that transparency is also a significant prerequisite towards building trust in digital communication. Nevertheless, Karagür et al. (2022) show that the disclosure of sponsorship may at the same time enhance transparency and trigger the awareness of consumers to persuasion. Cao and Belo (2024) provide a more optimistic view and discover that explicit disclosure has the potential to enhance favourability due to transparency. These seemingly contradictory results lead to the conclusion that disclosure as such is not always detrimental; instead, consumers will compare the commercial communication to their sense of believability. Duffek et al. (2025) fortifies this interpretation by the conceptualisation of authenticity in terms of expertise, originality, connectedness, transparency and integrity. ASOS thus requires a believable communication and not just a vast communication.
Link to Purchase Intention
On the whole, the data are in favor of a regressive yet not deterministic relationship between the presence of ASOS on social media, consumer attitudes and purchase intention. The Theory of Planned Behaviour is a useful explanation given by Gao et al. (2025) since the favourable attitudes are not the only element that make up the intention, but also the subjective norms and perceived control over behaviour. Jamil et al. (2022) also established that social-media marketing plays a role on behavioural intentions by satisfying and identifying with the social group, which supports the significance of intermediary psychological processes. In Sardar et al. (2024), it is shown that there exists engagement mediating the relationship between credibility, content characteristics and purchase intention. Nonetheless, Barari et al. (2026) demonstrates that the effectiveness of influencers depends on the influencer size, platform, products and message attributes, as well. These results justify why the same ASOS message can result in a variety of reactions in consumers. 
Discussion of Objective 4: Effectiveness of ASOS Social Media Marketing in Creating Purchase Intention
Relate to Objective and Research Question
The effectiveness of social-media marketing by ASOS to generate consumer purchase intention in online fashion markets in the UK was tested in objective 4. The data indicates that effectiveness should not be quantified just based on followers, views, likes or comments since they depict the results of communication but not the buying reactions. Rahman and Ekereuke (2022) discovered that social-media marketing has the potential to positively impact consumer attitudes and purchase intention in UK retail, which confirms the commercial applicability of the digital strategy implemented by ASOS. Nevertheless, Dolega et al. (2021) proved that more social-media activity may help to drive traffic to a webpage without the generation of prolonged orders of a product. The difference supports the argument of the Literature Review that the interpretation of attention and engagement as a purchase intention should not be assumed. 
Awareness of Reach and Consumer Attributes 
The high digital presence of ASOS gives it a good base to raise awareness of the brand to consumers since more consumers find out about brands and products via social media. Kemp (2025) shows that social-media use in the UK is huge in scale; this provides ASOS with a huge opportunity to ensure repeat exposure to consumers. Khan (2022) discovered that social-media marketing reinforces brand experience and consumer attitudes, which implies that repetitive relevant contact can boost brand salience. However, the visibility is becoming less valuable as the communication is unable to distinguish the brand. Liadeli et al. (2023) concluded that owned social media may help to drive engagement and sales, though the results are dependent on the nature of the content. Similarly, Castillo-Abdul et al. (2021) also show that the quality of branded content affects consumer reactions and not the frequency of posting. The fact that 17 million active customers in ASOS indicate significant market coverage is notable, but the fact that it is losing active customers in the UK as noted in the Literature Review also shows that large market coverage does not necessarily translate into consumer loyalty (Asos Plc, 2026). Awareness should then be viewed as a sufficient though not a sufficient measure of effectiveness.
Purchasing Interest and Interactions
Interactions are more commercially valuable when they enhance the willingness of consumers to learn about products. It was discovered by Onofrei et al. (2022) that social-media interaction affects the purchase intention based on the credibility of sources and content features, which means that likes and comments cannot be obtained without a mechanism that persuades. Jamil et al. (2022) also prove that social-media marketing actions have an influence on the behavioural intentions based on satisfaction and social identification. 
Link to Purchase Intention
Generally, the results show that ASOS social-media marketing has the potential to make a significant contribution to purchase intention, though the association is not direct. Pan et al. (2025) discovered that informational and hedonic value have equal effectiveness in strengthening the purchase intention and this shows the significance of integrating effective communication on useful products with entertaining fashion content. Sardar and Vijay (2025) also find that the purchase intention is influenced by the many antecedents and not merely by a relationship between a certain influencer and a purchase. Barari et al. (2026) also corroborate that marketing effectiveness is moderated by credibility, size of influencers, platform, product attributes and message construction. This fact coincides with Gao et al. (2025) and the Theory of Planned Behaviour since social-media communication could potentially affect attitudes and subjective norms and the practical purchase conditions still have an impact on intention. Therefore, the strategy of ASOS can be said to be successful in the generation of awareness, engagement and purchase interest, but it has the greatest contribution towards purchase intention when there is visibility with relevant content and influencers who are credible, in addition to meaningful interaction, trust and an acceptable wider retail experience.
[bookmark: _Toc237552541]4.5 Summary
On the whole, the discussion shows that ASOS adopts a comprehensive social-media approach that incorporates the visibility of the platform, influencer marketing, interactive content, personalisation and customer engagement. Thus, ASOS social-media marketing will be best applied when awareness leads to interest, trust and favourable attitudes and product consideration, whereas practical considerations, value and quality, delivery and returns contribute to ultimate purchase intention.
[bookmark: _Toc237552542]5.0 Conclusions and Recommendations
[bookmark: _Toc237552543]5.1 Summary of main findings
The research established that consumer purchase intention to ASOS in UK retail market was positively but conditionally impacted by social media marketing. The results indicated that ASOS had employed influencer marketing, visuals, product tags, reels, hashtags, personalised recommendations and customer engagement to ensure presence and arousal to consumer interest. Such activities had assisted in creating awareness, engagement and positive brand attitudes but had not necessarily created purchase intention. People had been exposed to fashion content to be entertained, inspired or informed without being aware of their intention to purchase.
The credibility of the influencer, relevance of the content and interaction with the customer had become especially crucial requirements. Influencers were more convincing when their message seemed to be genuine, relatable and in line with the advertised products. Similarly, helpful product content, styling content and interactive communication had decreased uncertainty and enhanced consumer confidence. But, excessive promotional messages, a lack of credibility and unanswered questions about sizing, quality, delivery or returns had decreased the impact of social media activity.
The analysis thus determined that engagement measures alone had given a partial signal of the effectiveness of marketing. Attention had been evidenced by high levels of likes, comments, views or shares, but not purchase intention. The best impact had been achieved when communication using the social media was backed by trust, perceived value and a dependable more extensive shopping experience. By and large, the results had revealed that the use of social media marketing by ASOS had worked best when it was part of an integrated digital retail strategy and not when it was a single driver of consumer buying behaviour in the competitive UK fashion retail market.
[bookmark: _Toc237552544]5.2 Conclusion based on the research Questions
The research questions were resolved by demonstrating that the awareness, engagement, attitudes and trust had intermediated purchase intention driven by ASOS social media marketing. In the first research question, the study established that the marketing of social media had positively impacted the consumer purchasing intention but the relationship has been conditional. The availability of the ASOS on key digital platforms had assisted consumers in learning about their products, keeping up with the fashion trends and developing an interest in them but exposure to social media alone had not secured the desire to purchase.

In the second research question, which was influencer marketing, brand interaction, online information and customer communication had been successful when the consumers had perceived them as credible, relevant and useful. Recommendations by influencers had enhanced product attractiveness and responsive communication and informative content had contributed to brand trust. But the attitudes of the consumers had deteriorated when the promotional material had seemed to be too many, ambiguous or deceptive.

With regard to the third research question, ASOS had been fair enough to create attention, interest and engagement amongst consumers of fashion in the UK, but it had failed to consistently translate its responses into purchase intention. The purchase decisions had been pegged on wider aspects like price, product quality, accuracy of sizing, reliability of delivery, returns and perceived value. The study thus found that social media marketing had played a significant role in purchase intention but its effectiveness had hinged on the extent to which it had been incorporated in the overall customer experience. The best performances of ASOS had been witnessed when credibility had been backed by persuasive digital communication and practical value and a trustworthy online shopping experience in the entire buying process of the consumer.
[bookmark: _Toc237552545]5.3 Recommendation (Practical and Theoretical)
Practical Recommendations
Improve influencer authenticity
ASOS should create more realistic and trustworthy influencer marketing. The result indicates that the awareness and interest can be generated by the influencers, but the purchase intention can not be built when posts appear too sponsored or unrealistic. Thus, ASOS should collaborate with the influencers who share their lifestyle with customers and understand their fashion statements and budget issues in the UK. Honest videos of how to style, helpful sizing information, real-life outfit inspiration, and genuine product reviews are examples of the types of content that should be included in influencer content. This would make ASOS products seem more relatable and build consumers' trust in the ASOS message.
Transform engagements into buying consideration
ASOS needs to better leverage engagement on social media and drive sales. Likes, comments, shares, and views are indications that consumers are engaging with content but they do not necessarily mean they are prepared to buy. ASOS should therefore emphasize on improved indicators like product saves, app visits, basket additions, repeated product views and completed purchases. Product tags, app links, discount codes and influencer campaign links should be clearly used to guide consumers from the social media content to product exploration.
Strengthen customer communication
ASOS should be more active on social media to respond to customers' questions regarding the size of the product, its quality, the cost of delivery, the return policy and the value of the price. Customers might find ASOS content of interest, but if there are practical concerns yet to be cleared up, they may not want to purchase. ASOS needs to be more descriptive when posting products and reply promptly to comments and DMs. This will minimize uncertainties and boost consumer confidence before buying decisions.
Increase the quality and personalisation of content
Instead of posting too much, ASOS needs to concentrate on content quality. Reels, video ideas about styling, product tags and personalised suggestions can generate interest, but too many reels or a lot of advertising may not grab attention. More seasonal, sizing, affordability, occasions and current trend based content should be developed by ASOS. Additionally, UGC should be employed to make the products look more realistic and wearable.
Theoretical Recommendation
Stronger Conceptual Framework
The next study could be conducted to create a more robust conceptual model to understand the relationship between the social media marketing of ASOS and the purchase intention of consumers. In addition to demonstrating influencer marketing, brand engagement, online content and customer interaction as direct factors, the framework should also demonstrate how these factors impact trust, consumer attitude and buying consideration. This is significant as consumers can see ASOS posts or engage in content without making an instant purchase.
Trust as a Mediating Factor
Trust should be considered as an important mediating variable in future research. Consumers are more likely to consider purchasing when they think that the content on ASOS and messages from influencers and product information are honest and reliable. Without Trust, the engagement on social media can be limited to likes, views or comments. Hence, the reason that some customers go from online connection to purchasing consideration differs can be explained by trust.
Consumer attitude as a linking variable
Consumer attitude should also be taken into consideration as an important linkage variable. ASOS's social media presence can cause the brand to appear fashionable, modern and relevant, but whether or not consumers will buy the brand will depend on their attitude towards the brand. Future studies should explore the effects of content quality, the credibility of influencers and customer communication on the attitude prior to the formation of purchase intention.
Differentiate between engagement and purchase intent
Theoretical studies need to distinguish between engagement and purchase intention in the future. Likes, comments, shares and clicks should be considered as early signs of engagement, rather than the buying intent. Better metrics like product saves, app visits, basket additions and repeat product views should be taken into account to illustrate true consideration.
Include Moderating Factors
Moderating factors like price, sizing, delivery, returns and product quality should be added to future models. All these factors can either boost or hamper the relationship between social media marketing and purchase intention. This would render the future theoretical models more realistic in the context of online fashion retail in the UK.
[bookmark: _Toc237552546]5.4 Limitation of Research
Reliance on Secondary Data
The limitations of this study is due to the fact that it is only a secondary study. There were no surveys, interviews or questionnaires of ASOS customers. Thus, the study was unable to gather first-hand opinions, emotions or personal experiences from real customers. The results were generated through research of published articles, ASOS reports, sources from the industry and the Internet. These sources proved helpful, but may not fully reflect the present views of ASOS consumers.
Limited Organisational Focus
One drawback of the study was that the study was conducted in just one retail sector (ASOS in the UK). This helped to give a clear case study, but restricted the findings' applicability. Other fashion retailers might have different social media marketing strategies, pricing policies, customer service, and influencer campaigns. Thus, the results are not necessarily representative of brands like Shein, Zara, H&M or Boohoo.
Measurement Limitation
Another challenge is that people's intention to purchase is not easily captured from social media alone. Engagement via likes, comments, shares, views and clicks can indicate interest, but not necessarily purchase. There are consumers that may only visit ASOS content for entertainment purposes, or for awareness or fashion inspiration.
[bookmark: _Toc237552547]5.5 Recommendation for Future Work
Conduct Primary Research
Further research could be conducted by gathering primary data from customers of ASOS through surveys, interviews or focus groups. This would help in understanding the real-time response of the consumers towards ASOS' influencer marketing, online content, brand engagement and customer communication. Primary data would also offer insights into the reasons behind consumers shifting from social media engagement to purchase intention or why they are less likely to purchase.
Analyse and compare ASOS against Competitors
Further research would be beneficial to make comparisons between the ASOS and other fashion retailers such as Shein, Zara, H&M, Boohoo and PrettyLittleThing. This means that they will be able to determine if ASOS' social media marketing efforts work better or worse than those of their competitors. The comparative study would also reveal the performance of the type of content, influencers or customer interaction work in the UK online fashion retail market.
Use Platform-Specific Analysis
More research is needed into the individual social media platforms. TikTok, Instagram, YouTube and Facebook can have varying impacts on consumers. TikTok could be better suited for short fashion videos, for instance, while Instagram might be more appropriate for the presentation of images and influencer content.
[bookmark: _fwueyrh45ex]
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