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[bookmark: _Toc224246361][bookmark: _Toc224332282]1.1 Background of the study
Digital technologies have evolved quickly and they have changed the manner with which fashion retailers interact with their consumers especially using social media (Choi, 2022). Social media marketing is one of the critical strategies that the brands use to advertise products, communicate with consumers and shape buying behaviour. Over the last few years, social commerce has been increasing in the United Kingdom with almost 47 per cent of consumers in the UK buying items via social media at least once a month, with clothing as the most commonly bought category online (Barclays, 2024). Instagram, Tik Tok and Facebook are some of the platforms that help companies reach mass audiences with the help of influencer partnerships, visual and interactive content advertising. The UK fashion brand ASOS is one of the active users of such tools, as the company partners with thousands of influencers (Virdi, 2025). Thus, the effect of social media marketing on consumer intention to purchase is gaining importance in the fashion retail industry in the UK.
[bookmark: _Toc224332283]1.2 Research Problem
Although there  has been a rise in social media marketing in UK fashion industry, questions are still being raised whether these strategies are effective in affecting the purchase intention of consumers. The fashion retailers extensively use social media to sell products and communicate with customers, but the connection between online and real purchasing behaviour is not always obvious. Studies indicate that since 2022, social media shopping in the UK has grown by 32% and emphasizes the emerging prominence of online applications in marketing within the retail sector (The Industry.fashion, 2024). 
Nevertheless, other fashion companies like ASOS also encounter issues like evolving customer tastes, stiff competition in the market, and reducing online traffic. Hence, additional studies are required to assess the role of social media marketing strategies in consumer buying intentions in the UK fashion retail industry.
[bookmark: _Toc224332284]2. Research Aim, Objectives and Questions
[bookmark: _Toc224332285]2.1 Research Aim and Objectives
Aim: 
The study aims to examine the impact of social media marketing on the purchasing intentions of the consumers within the fashion sector of the UK, focusing on ASOS.
Objectives
· To understand the concept of social media marketing and consumer purchasing intentions within the context of fashion sector.
· To analyse the social media strategies that ASOS have employed to influence the consumer’s purchase intentions.
· To examine the challenges that was faced by ASOS while implementing social media marketing practices.
· To evaluate the social media impact on consumer purchasing intentions within ASOS.
[bookmark: _Toc224332286]2.2 Research Questions
· What is the concept of social media marketing and consumer purchasing intentions within the context of fashion sector?
· What are the social media strategies that ASOS have employed to influence the consumer’s purchase intentions?
· What are the challenges that were faced by ASOS while implementing social media marketing practices?
· What is the social media impact on consumer purchasing intentions within ASOS?
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The social media marketing has gained relevance to the fashion retailers in influencing consumer behaviour and buying choices. According to Ao et al. (2023), social media has the potential to promote consumer engagement and purchase intentions by using interactive content and influencer promotions. But Gökerik (2024) states excessive advertising saturation and brand cynicism can lower the effectiveness of social media marketing tactics and therefore their influence on purchasing behaviour can be inconsistent.
[bookmark: _Toc224246368][bookmark: _Toc224332289]2.2 Theories
Theory of Planned Behaviour (TPB)
The Theory of the planned behaviour explains the effect of attitudes, subjective norms, and perceived behavioural control on consumer intentions and behaviours. Magwegwe and Shaik (2024) discovered that these issues play a significant role in sustainable fast-fashion purchasing behaviour. 
Technology Acceptance Model
Technology Acceptance Model is a model that is used to determine how perceived usefulness and perceived ease of use impacts on adopting technology by the consumers. According to Asanprakit and Kraiwanit (2023), social commerce platforms can influence the purchase behaviour by motivating consumers to use online retailing. 

[bookmark: _Toc224332290]2.3 Social media strategies that fashion retailers have employed to influence the consumer’s purchase intentions
Through different social media tactics, fashion stores are becoming more and more disposed to manipulate consumer purchasing behaviour. Influencer marketing has been especially useful, making the pairing of brands and influencers a chance to gain the credibility of the product and brand awareness (Khan, 2025). Influencers usually produce genuine contents in which consumers will tend to have positive attitudes towards fashion brands. In the same way, user-generated content enables consumers to exchange experiences, reviews and product photos that further shape the brand image and also affect purchasing behavior (Lariba, 2024). The strategies have the potential to enhance customer participation and form a community around fashion brands. Nonetheless, other researchers claim that the intense promotion of influencers can lead to less trust among consumers because the viewers can take the messages as too commercialised. 
[bookmark: _Toc224332291]2.4 Challenges that was faced by fashion retailers while implementing social media marketing practices
Even with the benefits of social media marketing, there are a number of challenges that can be encountered by fashion retailers in their implementation. Hensel et al. (2021) state that due to limited resources and technological capacities, smaller retailers may have a disadvantage when it comes to the possibility to introduce viable digital marketing practices. Moreover, the fast-fashion sector is marked by the unstable trends and high rate of competition, so the retailers struggle to keep the consumers engaged in the long run. According to Diantari (2021), the cycle of fashion trends is being shortened, and retailers must continuously refresh the marketing material in order to stay close. Although social media has the capacity to increase brand awareness, it does not necessarily result in sales and customer retention. 
[bookmark: _Toc224332292]2.5 The social media impact on consumer purchasing intentions within fashion retailers
A few studies indicate that social media marketing plays an important role in determining consumer buying intentions in the fashion industry. The findings of Al-Nsour et al. (2023) indicated that advertising on social media, influencers promotion and consumer interaction have a positive impact on the attitudes toward fashion brands and purchase intentions. Likewise, Manic (2024) emphasizes that the content of short-form videos, especially the content posted on the TikTok and Instagram Reels platform, can help increase consumer engagement and interest in fashion products. These results indicate that the consumer relationship with fashion brands can be reinforced with the help of visually interesting content and interactive communication. But then again, other scholars claim that the use of social media does not necessarily translate into real purchasing behaviour. 
[bookmark: _Toc224332293]2.6 Literature Gap
The existing literature is very much on social media marketing and consumer behaviour but there are not many studies on the fashion retail market of UK. Moreover, the existing literature tends to analyze the overall online activity instead of purchase intention concerning individual brands. Consequently, more studies should be done to examine how social media marketing affects consumer buying intentions in the fashion retailing company like ASOS.

[bookmark: _Toc224332294]4. Research Methodology and Design
[bookmark: _Toc224332295]4.1 Research Philosophy
The philosophy of this research is the interpretivist philosophy, which is concerned with the human perceptions and behaviours in social contexts. Interpretivism fits well since the research is on how consumers perceive fashion retail social media marketing. Positivism, on the contrary, pays more attention to objective measurement, which is not as appropriate as the study of subjective consumer attitude and online engagement behaviour (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc224332296]4.2 Research Approach 
Inductive approach is followed as the study is intended to come up with findings based on available evidence about social media marketing and consumer purchase intention. Induction enables themes and patterns to be developed out of gathered data. Deductive approaches, in contrast, are used to test hypotheses that are predefined, which can limit the further comprehension of the changing digital consumer behaviour.
[bookmark: _Toc224332297]4.3 Research Strategy 
The case study approach, with ASOS as a case, is chosen so that a detailed picture of the social media marketing activities in a practical organisational setting can be acquired. Case studies make it possible to analyze modern business phenomena in detail (Annamalah et al., 2025). Such other strategies as surveys or experiments can be inadequate in terms of contextual depth that is necessary to examine brand-specific marketing strategies.
[bookmark: _Toc224332298]4.4 Research Method 
This study follows a qualitative approach where consumer perceptions and understanding of social media marketing techniques will be examined (Crowther and Lancaster, 2012). The attitudes, motivations and experiences that determine the purchase intentions can be examined in greater detail in a qualitative research.
[bookmark: _Toc224332299]4.5 Data Collection 
The research will adopt secondary sources comprising of scholarly journals, industry reports and business information on the issue of social media marketing strategies in the UK fashion industry. Secondary sources enable the researcher to examine the existing knowledge in an effective way.
[bookmark: _Toc224332300]4.6 Sampling Strategy 
The purposive sampling approach is designed to ensure the selection of the relevant academic and industry sources (Tajik, Golzar and Noor, 2024). This method specifically discusses social media marketing and consumer purchase intention in the fashion industry. This will avoid the need to analyse irrelevant data.
[bookmark: _Toc224332301]4.7 Data Analysis 
Thematic analysis will be used to analyse the collected secondary data and it entails identification of recurrent patterns, themes and relationships in the literature (Ahmed et al., 2025). The approach enables the systematic interpretation of the qualitative data on the social media marketing strategies and consumer behaviour. Thematic analysis is more appropriate in conceptual and behavioural interpretation as compared to statistical analysis.
[bookmark: _Toc224332302]4.8 Ethical Considerations 
Legal rules will be upheld through the proper reference, avoiding plagiarism, and fair depiction of the previous research findings. As the study involves a secondary data, the research questions like the consent of the participants do not take much concern. The researcher will however be critical with the sources to make sure the research published is reliable and should not be misinterpreted.
[bookmark: _Toc224332303]4.9 Reliability and Validity 
The quality of research will be maintained with the help of references to peer-reviewed academic literature and reliable industry reports. Multiple source triangulation will enhance reliability and minimize bias. The methodological justification with the aid of the Saunders Research Onion framework will also be clear to promote the transparency and improve the overall validity of the study.

[bookmark: _Toc224332304]5. Business Relevance and Practical Implications
This study offers valuable practical implications to the fashion retailers wishing to enhance their social media marketing techniques. Social media sources have become a crucial means of marketing fashion products and interacting with consumers because, in most cases, consumers use social media to find and buy products. Results of this study can empower organisations like ASOS to develop superior digital marketing campaigns because it will be feasible to determine the most effective social media practices in consumer purchase intention. As an indicator, the businesses can enhance their decision-making process through investing in influencer collaborations, investing in visual content and interactive communication with the customer. This will help promote brand awareness, consumer relationship and finally the sales production. Besides, the research findings can also be used by the managers and marketing teams to develop specific campaigns that are in line with the online behaviour and consumer preference. The research also adds knowledge to the field of business because it offers a more in-depth realization of the influence of social media marketing on consumer decision-making in the fashion retail industry that would support more evidence-based marketing and competitive edge.
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