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[bookmark: _heading=h.3orqylw6sq65]Chapter 1: Introduction
Social media in the modern digital economies serves as a marketing tool that businesses in various industries can never do without. In the food and beverage (F&B) sector, specifically, customer acquisition and retention depend on digital engagement. By considering the viewpoint of Moedeen et al., (2024), it can be stated that the most effective way that businesses are using in this current era in order to reach customers is social media marketing as it helps them to reach a large group of targeted audiences at a time through an effective advertisement. By thinking of this factor, the research is being done to evaluate the way UK food and beverage businesses are using social media marketing to attract customers and how it helps them to develop brand awareness. Along with that the research is aimed to find out some more effective strategies that these UK food and beverage businesses can use to develop stronger brand awareness through social media marketing. 
[bookmark: _heading=h.f8qud1pobz95]1.1 Background
The UK’s food and drink industry is the country’s biggest manufacturing sector by turnover, valued at £104.4 billion business.gov.uk, (2025) and it is strongly influenced and affected by changing consumer trends, changes in lifestyles and technology. Digital technologies have made social media marketing (SMM) a key component in increasing brand awareness. Not only the food and beverage industry but also other industries but also other industries are suing social media marketing effectively to reach the targeted customers and Instagram, TikTok, Facebook are some important social media platforms that these businesses are using (Pricopoaia and Susanu, 2022). The firms are not only promoting products through these channels but also creating emotional associations hence manipulating real-time perceptions/preferences.
The study of Zhao et al., (2022) emphasises brand awareness, or the level to which a consumer is able to recognise or remember a brand, as an essential factor influencing purchasing behaviour. Through social media, brand awareness can be achieved through interactive experience, virality, and community building. As an example, British companies like Greggs and Costa Coffee have successfully used humour on Twitter and influencer marketing to enhance their online presence.
However, most of research that remains on the contribution of social media to brand awareness focuses on either fashion, retail or tourism. By thinking of the factor, a decision of doing the research study on the food and beverage industry has been made and the significance and scope of the research is going to be elaborated on here. 
[bookmark: _heading=h.jzpgspcoshow]1.2 Significance, rationale and scope of the research
The research is being done to identify the way social media marketing can help food and beverage industry to develop brand awareness in the UK through secondary methodology. It means that literary pieces, industry reports and company reports are going to be evaluated in order to understand the ways UK food and beverage businesses are using social media marketing to attract customers and develop brand awareness. By assessing the strategies that they are currently using, the gaps of it can be found and based ion that recommendations to mitigate the gaps and making the social media marketing process more effective in developing brand awareness are going to be given. Based on this factor it can be stated that the research is expected to help food and beverage businesses in the UK to understand how they should use the social media marketing process more evidently for developing a strong brand awareness by considering their targeted customers and the business operational process. At the time when a [particular industry of a particular country becomes able to know about the strategies to be used for brand awareness development through social media marketing, it is expected that their marketing process would be improved and it would ultimately bring an improvement to their customer strength and it would ultimately result in better sales rates as Zulfikar et al., (2022) have stated that more customers and stronger brand awareness means better sales rates. Hence, it can be stated that the research can help the industry to get more customers and more sales rates that will make them economically stronger and will result in the economic development of the country as well though industrial development and here the scope and significance of the research study is found evident. 
[bookmark: _heading=h.i20fb1zi04sp]1.3 Problem statement based on which the research is being done
There are several research studies done on the social media marketing process and its impact in developing brand awareness. However, the matter is that there is a gap in case of industry specific research though the marketing strategies and the way of developing brand awareness can be different in case of different industries. In this case, Toha and Supriyanto (2023) have stated that the marketing process of a business should be related to its targeted customers. Now, the matter is that the operational process and the targeted customers of different industries can be different. This is the reason why it is highly important to pay attention to a particular industry when the matter comes to evaluating the way they are using social media marketing strategy to attract customers and develop brand awareness. However, lack of study on the food and beverage industry in regard to their strategy of developing brand awareness through social media marketing has created a problem here and the research is aimed to mitigate the problem while focusing in this industry particularly and it is expected that the research is going to help the industry in understanding the way they can use social media marketing for developing brand awareness. 
Another problem in this regard is lack of country specific research as most of the research have shown the impact of social media marketing in brand awareness development without considering a specific country. Though most of the people are using social media marketing now, in different countries, the rate of social media users can be different as stated by Cheng, et al., (2021). From this perspective, it can be stated that in different countries, the way social media can be used to attract customers and to develop brand awareness can be different and that’s why when the matter comes to evaluating the business-based social media marketing process to attract customers and develop brand awareness, being specific to a country is important. However, though several studies shown like the study of Febrian et al., (2022) that social media marketing can help customers to know about the brand in an effective way that implies the positive effect of the marketing process on brand awareness development is considerable, different implications of it in case of different country is still in confusion and it can be regarded as a problem of previous research works and by thinking of the same, the research is being done while paying attention to the UK specifically where the UK based industry reports are going to be assessed for assessing the ways the businesses in the UK food and beverage sectors are developing brand awareness through social media marketing and how the process can be improved. 
[bookmark: _heading=h.g7zrm4coqz7]1.4 Research aims and objectives
Research aim
The research is aimed to find out the way social media marketing is being used by the food and beverage industry in the UK in developing brand awareness and based on it, the research is going to recommend some strategies to the food and beverage sector of the UK in regard to the process of using social media marketing more effectively for developing brand awareness. 
Research objectives 
· To assess the way social media marketing is being used by food and beverage businesses in the UK 
· To assess the way social media marketing is helping UK food and beverage businesses to develop awareness of customers 
· To recommend strategies that food and beverage companies can use to develop brand awareness among customers more prominently through social media marketing in the UK.
[bookmark: _heading=h.rlqi3h8dkjqu]1.5 Research Questions:
· What are the operational practices of UK food and beverage enterprises to social media marketing in the promotional models?  
· [bookmark: _heading=h.tdpczbbeohyh]How has the use of social media marketing made it relatively easy to develop brand awareness among consumers?  
· [bookmark: _heading=h.o5d112ckq0r5]What are the strategic moves that can help develop brand awareness via social media marketing in the food and beverage industry in the United Kingdom?
[bookmark: _heading=h.upy126352jjt]1.6 Dissertation structure
The first chapter is introduction where the brief of the study including its aim, objectives have been given along with the scope of the study and the significance of it. 
After the introduction chapter, the literature review is going to be done by considering the key definitions of social media marketing, brand awareness, food and beverage sector and by considering the viewpoints of different authors. 
The third chapter is methodology where the detail of the way the research has been done is going to be shared. Here, the way of data analysis, data collection, and such other stages important for the study are going to be elaborated on. 
In chapter 4, the findings from key resources are being shown and in chapter 5 the analysis based on the findings is being done and a discussion based on the overall finding and analysis is going to be made. 
In chapter 6, conclusion is being given by considering the way objectives are met and recommendations for future research study are also going to be given. 


[bookmark: _heading=h.6a1dqeno6f0f]Chapter 2: Literature review
[bookmark: _heading=h.u5p7e1gf2hff]2.1 Introduction
Online communication is changing the marketing strategy of different industries, and social media has become an effective tool related to the marketing process and by thinking of this factor, the research study is being done on the topic the impact of social media marketing in brand awareness development while focusing on a particular industry. The brand awareness in the food and beverage (F&B) industry can be regarded as a necessity as the market is getting highly competitive, and through brand awareness development, it’s possible for these businesses to influence in terms of purchase decisions and creation of loyalty. Social media marketing is working effectively in brand awareness development and different scholars are researching on this area to evaluate how social media is helping in brand awareness development and what its impact can be in case of different businesses in terms of customer communication and influencing their intent to purchase. The literature review is being done to understand how past literary pieces are explaining the role of social media marketing in creating brand awareness in the F&B sector while considering the gap. The literature review section is expected to find out the differing ways of thinking regarding the use of social media marketing in brand awareness development while considering the views of different authors. 
[bookmark: _heading=h.9qx5ygxmjj13]2.2 Research area
[bookmark: _heading=h.k4swsq7ojnix]2.2.1 The concept of social media marketing
Social media marketing is defined as the process of marketing done by using social media platforms like Facebook, Instagram, and other social media platforms (Agrawal and Trivedi, 2021). Social media marketing (SMM) has become a leading force of marketing, and it is playing a vital role in developing a relationship between the sellers and customers.  Li et al., (2021) have provided a significant perception regarding social media marketing and as per the authors social media marketing is playing a vital role in ensuring transparency and communication among customers and businesses. The authors have been found to argue that SMM is more than a marketing and promotional tool as it can be regarded as a strategic undertaking that influences both communication, interaction and value creation on the digital fronts. The viewpoints of the authors have paid attention to the multidimensionality of SMM, and these include content creation, engagement, analytics and customer-relationship management. By analysing the viewpoint of them, it can be stated that SMM is ensuring a coordinated strategic capability between businesses and buyers. 

Filling this gap, Hanaysha (2022) uses the psychological aspect of brand trust as an intermediary between social-media characteristics and purchase behavior in the fast-food industry. His results indicate that interactivity, informativeness, and entertainment significantly increase brand trust that, in its turn, affects the purchase intentions of consumers. Hanaysha therefore complements Li et al. (2021) because it bases the strategic importance of SMM on the psychology of consumers. Nevertheless, the findings of his study are limited to the generalisability of his conclusions due to his industry-specific focus. In addition, as much as he points out the positive impact of trust, he does not explore the negative outcome completely like scepticism due to the perceived manipulation or over- commercialization of social platforms.
Moslehpour et al. (2021) have also paid attention to the SMM and its implications in the case of the business marketing process. They have discussed how SMM can influence purchase intention. Though the research has focused on the Indonesian market, it has been possible to get generalised insight regarding social media marketing and that’s why the literature has been considered in the literature review of this paper where the case country is the UK.  They have agreed to the finding of Hanaysha  (2022) by saying that perceived interactivity and informativeness are important for developing customer trust and it can be developed while being engaged in social media marketing.  They have shown the effectiveness of social-media activities by considering to contextual variables, including digital literacy, cultural norms and local consumer expectations. 
Unlike previous authors, Rachmad (2022) provides a less optimistic approach regarding the role of SMM for transferring e-commerce to social commerce through they have stated social media has changed the consumer experience as such. While considering the previous outcomes and by contrasting this outcome with the previous one, it can be stated that that consumers can be regarded as the co-producers of marketing value, where influencer endorsements and real-time interactions, and review of others can influence the intention of others in buying an item considerably and Jamil et al. (2022) have agreed to it and have stated that SMM activities do not only impact the purchase intentions but also change the identities of consumers and anticipations in the new emerging era. 
Li et al. (2021) and Hanaysha (2022), Rachmad (2022) and Jamil et al. (2022) shed light on strategic and trust-based mechanisms, behavioural and societal changes, and Moslehpour et al. (2021) brings in contextual diversity. All of these views give rise to the idea that the concept of social media marketing is to be treated as an integrative, multi-level construct, which is strategic in its design, psychological in its mechanism, and social in its outcome.
[bookmark: _heading=h.r0b7grrpjmos]2.2.2 The concept of brand awareness development
Brand awareness can be regarded as a process that helps consumers to recognize a brand and recall it when the matter comes to buying an item (Utama and Ambarwati, 2022).It reflects how easily people can identify a brand under different conditions. Development of brand awareness is a critical aspect of the modern marketing strategy that establishes the extent of brand awareness and awareness of consumers in terms of recognition and recall among the competitive options. Rachmad (2023) introduces a theoretical construct, which relates the brand awareness to the recognition of loyalty and assumes that the first step to deeper emotional and behavioral relationships with the consumers is the brand awareness as their gateway. In his model, awareness builds familiarity, which, in turn, reduces the sense of risk, thus increasing the likelihood that the consumers will develop loyalty in the long-run. Nevertheless, the conceptualization of Rachmad is more normative and assumes a linear correlation between awareness and loyalty without paying sufficient attention to the issue of market clutter and attenuation of attention in the digital milieus. This is the weakness that is corrected by Anand (2023) who states that the awareness alone cannot work in the modern and saturated media landscape. Anand emphasizes the importance of unique brand associations and message reinforcement to the extent of the conversion of recognition into a substantive salience, which implies that the awareness acquisition should pass beyond the stage of visibility to cognitive and emotional involvement.
Zia, Younus, and Mirza (2021) offer scientific evidence to proving that brand awareness is the mediating factor between brand image, loyalty, and brand equity. Their results show that awareness enhances the relationship between image and equity because it allows consumers to associate perceived quality on the brand symbolic meaning. Though this research partially fits the context of the loyalty-based model provided by Rachmad, this research study adds a new dimension by describing awareness as an interactive phenomenon, not as a step in the process. However, their model may be said to overemphasize the feedback loop in the sense that brand loyalty can, in turn, feedback awareness in the form of word-of-mouth and user-created content, which recent theoretical discussions have identified as a deficit.

In the meantime, Diputra and Yasa (2021) expand the discussion by adding the quality of products and trust as the antecedents of satisfaction and loyalty to the list, which indirectly affects the awareness. Their results challenge a classic preemption of Rachmad (2023) and Zia et al. (2021) in that, awareness can also be a result of pleasant experiences and not just a precondition. That is, satisfied and loyal clients enhance awareness by advocating and sharing sociality, which reinterpret awareness development as a two-way flow of the brand consumer relationship.
On synthesis, whereas Rachmad (2023) and Anand (2023) focus on the strategic and cognitive aspects of brand awareness, Zia et al. (2021) and Diputra and Yasa (2021) focus on its mediating and reciprocal effects on overall brand equity models. Together, these points of view suggest that brand awareness development is not a one-point in time process but is a dynamic, camera-phone process that is informed by interaction, experience, and meaning-making within the mind of the consumer.
[bookmark: _heading=h.6joulrq0uht0]2.2,3 The concept of food and beverage industry and its development in this era
The food and beverage industry is the sector of the economy responsible for producing, processing, packaging, distributing, and selling food and drink products. The modern-day world has seen the food and beverage (F&B) industry experience a radical change which has been driven by technological advancement, the need to be sustainable and social dynamics.With an idea of Supply Chain 4.0, Ali and Aboelmaged (2022) conceptualise the modern F&B industry, where digital integration is a primary cause of efficiency and responsiveness. According to them, technologies like the Internet of Things (IoT), big-data analytics, and automation can be used to coordinate and be transparent in food supply chains in real-time. They analysis suggests that digital transformation increases traceability, minimizes waste, and eventually increases customer satisfaction and safety compliance. They, however, also list some impediments known to hinder large-scale adoption, especially the constraint of cost, lack of skills, and organisational resistance. Although the authors make a very strong argument about technological modernisation of the F&B industry, their framework is biased towards focusing on the operational measures, compared to the large-scale sustainability and social issues.
On the contrary, Akanmu et al. (2023) take the sustainability-based position and state that Total Quality Management (TQM) practices can offer an integrated route to environmental and social responsibility in the F&B industry. They underline the fact that sustainable value creation relates to quality improvement, waste reduction, and stakeholder engagement. Their research builds upon the arguments of Ali and Aboelmaged (2022) related to the technology and states that innovation should correspond to ethical sourcing, the well-being of the employees, and the welfare of the community. Their methodology, however, presupposes that the companies have the institutional competence and cultural willingness to incorporate the concept of sustainability into their quality frameworks- a priori that might not be applicable in a new market or a low-resource environment.
With a socio-economic twist, Cakranegara et al. (2022) cover the topic of female entrepreneurship in the growth of small and medium enterprises (SMEs) in the F&B industry in Indonesia. They contend that businesses headed by women bring a great deal of localized innovation and economic empowerment although they are under-represented because of gendered obstacles to financing, training and market access. Their results are complementary to Akanmu et al. (2023) because the authors focus on the fact that sustainability is also social equity and inclusion. Nevertheless, they do not subscribe to the technologically deterministic position held by Ali and Aboelmaged (2022), in which human and social capital are deemed to be just as important in determining the resilience of the industry.
Overall, the three views enable to emphasize that the creation of the F&B industry during the period is a multi-layered phenomenon since it is rooted in the digital revolution, depends on the principles of sustainable management, and is enhanced by the ideas of inclusive entrepreneurship. Although technology is a boon to efficiency, the only real development is to combine innovation with sustainability and empowerment of people.

[bookmark: _heading=h.gya2wsdw7n7a]2.3 The relationship between social media marketing and brand awareness development for a business
In the modern digital economies, social media marketing (SMM) is a critical tool in building brand awareness, which helps the firm to develop contact, communication and value creation with consumers. Faisal and Ekawanto (2021) argue that social media marketing has a direct positive effect on brand awareness, brand image, and purchase intention, as it provides a two-way interaction and personalization of content. They highlight that social media like Instagram and Facebook give a company the ability to make its brands more human and more accessible and memorable to customers. Their facts indicate that repeated and genuine interaction leads to familiarity to the consumer and thus brand loyalty is established. Nevertheless, they primarily concentrate on consumer-facing aspects and do not consider the possible dilution of efficiency that could occur due to the change in algorithms and digital oversaturation with time.
In this connection, Febrian et al. (2022) expand this discussion by placing the brand awareness in the context of brand equity. They claim that activities on social media, such as influencer partnerships, storytelling, and user-generated content, increase awareness rates due to their ability to create a sense of emotional appeal and a sense of belonging to a community. They have common exposition with Faisal and Ekawanto (2021) but suggest that being aware should go beyond recognition and form a relationship to create a brand experience. However, as warned by Febrian et al., (2022) excessive use of digital promotions without parallel efforts to sustain the quality of the product/service can create a gap between perception and resource reality of products/services to the consumer, thus undermining brand credibility.
The article by Zeqiri et al. (2025) addresses the issue of the development of social media marketing (SMM) in developing economies, stating that SMM has a potent impact on brand recognition. Their argument is that social media will provide a means to communicate the brand because the entry barrier is reduced in smaller companies. Moreover, they indicate that the success of SMM relies on the level of trust and culture, and consumers in some cultures and localities may be unwilling to believe online advertisements. In turn, they indicate the importance of adapting social media strategies to the definite national or cultural context when assessing how digital communication influences brand awareness building.
The study by Hien and Nhu (2022) provides a complementary viewpoint as it studies the brand awareness as a mediating factor in the process of correlating digital marketing and purchase intention in the B2B setting. Their results suggest that an increased brand awareness can enhance the positive influence of digital marketing by making the brand legitimate and reduces the perceived threat.
[image: ]
Figure 1: Relationship between social media marketing and brand awareness
(Source: Self-created by using the concept of literature review done here)
[bookmark: _heading=h.y9o6a6wk4pzv]2.4 Theoretical framework
The connection between social media marketing and the formation of brand awareness is well explainable by relating the two theoretical frameworks which complement each other: the AIDA Model (Attention, Interest, Desire, Action) and the Social Identity Theory. When combined, these frameworks will explain the ability of digital marketing strategies in capturing consumer concern, eliciting interest, and creating brand identification, which influences perceptions of awareness and loyalty in the food and beverage (F&B) industry.
[image: ]
Figure 2: AIDA model 
(Source: Abbas, 2022)
The AIDA Model, which was originally developed by Strong represents a series of psychological processes in which a consumer passes through promotional materials: Attention, Interest, Desire and Action (Tristanto et al., 2021). When applied to social media marketing, this model explains how captivating content (visual media, narrative, and collaborations with influencers) captures the attention and arouses interest in the brand. Following numerous exposure to personalized, innovative campaigns will create a desire to identify with or make purchases through the brand which leads to action (e.g., following, sharing, or buying).
As an example, Starbucks uses videos, competitions, and testimonials to engage in this sequential process (Wang, 2024). In this respect, it is possible to discuss the AIDA Model supporting the argument that social media marketing is not just a communicational tool but a mental persuasive tool in changing exposure into awareness and action. However, opponents have argued that AIDA can simplify modern-day digital behaviour, in which there are feedback loops and peer influence that make the route between attention and action more complex. This weakness is addressed by the use of Social Identity Theory.
[image: ]
Figure 3: Social identity theory
(Source: Alasgarova, 2024)
Social Identity Theory is a theory by Tajfel and Turner which assumes that the individual identifies himself with the membership in social groups, thus assuming the behaviour and attitudes that are in accordance with those groups (Demirden, 2021). On the social media milieus, consumers will create communities of sharing the same brand values and experiences, like sustainability, lifestyle, or taste. In the case of F&B companies, creating the online communities will enable the transfer of the awareness into the social belonging. The self-enforcing awareness will occur in cases when consumers align themselves to a brand community; consumers not only remember the brand, but also market the brand.
Integration of both theories provides a complete analytical prism the AIDA Model explains how social media marketing catches the consumer mind and convinces them and the Social Identity Theory clarifies how awareness is translated into community-based involvement and devotion. This two-theoretical methodology embodies the psychological and sociocultural processes that support the development of brand awareness in the modern digital age.
[bookmark: _heading=h.elzitc1sfm7w]2.5 Gap in previous literature
Despite the large number of studies that have investigated the relationship between social media marketing and brand awareness, there is still a significant gap in the study of the relationship between the two concepts in particular industrial and geographical settings. To a large extent, the available literature is following generic paradigms that fail to recognize the unique dynamics of the food and beverage (F&B) sector, not mentioning the country-specific determinants of digital consumer behaviour.
To begin with, the existing studies on the topic of social media marketing have mainly been held under the context of the Western or the globalized societies, where the focus has been on the general trends in the consumer behaviour without taking into account the local cultural factors, the digital infrastructure and the maturity of the market. The beneficial impact of social media activities on brand image and brand awareness has been proven by such studies as Faisal and Ekawanto (2021) and Febrian et al. (2022), but they generally use cross-sectional data, which does not reflect the contextual differences among nations. In the emerging markets, where digital and online usage rates, the levels of trust, and the pattern of consumer interaction vary, the brand awareness can be formed in other ways. This reveals a gap in the number of country-based empirical studies which examine the mediating effects of cultural and socio-economic environment on the effects of social media marketing on brand awareness.
Second, although a number of scholars (e.g., Razak, 2025; Zeqiri et al., 2025) have investigated the role of social media in affecting brand engagement and purchase intention, few of them paid specific attention to brand awareness as the main construct, especially in the F&B context. In the majority of investigations, awareness is regarded as a mediating or intermediate variable but not an outcome that needs to be studied in more depth. However, in the food and beverage sector where the purchasing choices are very sensory, habitual and brand-based, awareness can be critical when it comes to influencing consumer confidence and preference. Lack of specific research on the issue of developing awareness restricts our knowledge of how the social media strategies could help to increase brand recall and emotional bond in this extremely competitive and rapidly changing industry.
Moreover, existing literature does not combine industry-specific knowledge and theories. Little research puts the social media marketing in the context of the working conditions of the F&B business, including product perishability, health-consciousness, and experience-based consumption. Consequently, the gaps in knowledge are evident, thus, there is a definite necessity to research on bridging these gaps by studying the relationship between social media marketing and brand awareness development in the context of F&B industry of a particular country. This type of study would serve as a source of contextual and practical value to the already existing body of knowledge.
[bookmark: _heading=h.x60s8kx5jjjx]2.6 Conclusion
The reviewed literature collectively emphasizes that social media marketing significantly influences brand awareness through interactivity, content engagement, and emotional connection. However, critical analysis reveals that most existing studies remain conceptually fragmented, lacking integration between technological, behavioural, and contextual factors. While scholars agree that social media enhances visibility and consumer recognition, there is limited understanding of how these effects vary across industries and countries—particularly within the food and beverage sector, where brand awareness directly impacts consumer trust and repeat purchases. Furthermore, awareness is often treated as a mediating variable rather than a primary outcome, leaving its developmental mechanisms underexplored. Therefore, future research should adopt an industry- and country-specific approach to examine how social media marketing strategies influence brand awareness formation and sustainability. Such inquiry would provide both theoretical enrichment and practical guidance for businesses seeking to strengthen their digital presence and consumer relationships in a competitive market.


[bookmark: _heading=h.kzjgf6ihao84]Chapter 3: Research Methodology
[bookmark: _heading=h.kelbn8szvbw3]3.1 Introduction
The methodology section outlines a systematic plan and procedure framework that aims at meeting the research objectives, which is the appraisal of the effect of social media marketing on brand awareness in the food and beverage industry of the United Kingdom. The methodological framework provides openness in terms of research design, the type of data collection as well as the logic that was incorporated in each approach to methodology. The reliability, validity, and replicability of research results are pegged on a stringently designed, rigorous methodology, as Saunders et al. (2019) confirm. In this regard therefore, this chapter elaborates on the philosophical direction, research design, research methodology, data collection design, and methods of data analysis that will be used. Following the research objectives of establishing the ways in which social media marketing maintains brand awareness in the F&B marketing of the UK context, the research design used is a descriptive design, an inductive philosophy of inquiry and a deductive approach, that relies solely on secondary qualitative data, undergoing a thematic analysis. Ethical issues, as well as the problems of validity and reliability are also considered in order to preserve the scientific integrity of the investigation.
[bookmark: _heading=h.a8sreeia2zkg]3.2 Research Design
This research has been chosen in the form of a descriptive research design. Kothari (2020) argues that descriptive research aims at describing the qualities or roles of a phenomenon without controlling the variables. In that regard, this paper is expected to explain how social media marketing can promote the establishment of brand awareness in the UK food and beverage industry. A descriptive design helps to acquire the rich details of the current practices, strategies, and challenges in an organized way based on the academic literature and industry reports, thus, complying with the goal of understanding the present position and deriving the insights.
The fact that the study at hand aims at avoiding turning to hypothesis testing or causal inference reinforced the choice of the descriptive design. Rather, it dwells upon what is going on in the framework of social media marketing and brand popularity. According to Creswell and Creswell (2018), descriptive designs are suitable when the specific research purpose is to summarise current knowledge and trends, as opposed to experimental manipulation of variables in a study. Using secondary sources of information on the topic of scholarly journals, the business reports, and reliable web materials, the research presents the overall trends, tactics and the achievement of the medium of social media marketing in the F&B business in the UK.
In addition, type of design allows incorporating heterogeneous views (both scholarly articles (e.g., Li et al., 2021; Hanaysha, 2022) and governmental reports (Business.gov.uk, 2025) and makes sure that the results are comprehensive and supported by evidence. Since the descriptive form of research is flexible and compatible with the qualitative type of thematic analysis, it is an orderly but investigative mode of explanation of how the digital marketing activities influence brand visibility, customer engagement, as well as consumer trust in the sector.
[bookmark: _heading=h.w759ghmr1ogx]3.3 Research Philosophy
This question is based on an inductive philosophical movement. Inductive philosophy allows the researcher to make a transition between the narrow observations towards more general theoretical findings (Saunders et al., 2019). This position is justified by the fact that it is an exploratory research since the study aims at developing knowledge, and is not intended to test already predefined theories. In the context of the present project, the inductive process will involve the critique of existing literature, reports, and data to reveal the new themes with regard to the implications of social media marketing on brand awareness within the UK F&B industry.

The dynamic and context-based nature of social media marketing is considered in an inductive approach. According to O'Leary (2022), the inductive type of research is suitable in those fields where there is a strong changes in the perception of people, technology and communication. The ever-hypetised and technology driven platform of social media requires a flexible interpretative position. This philosophy, accordingly, allows findings to come out naturally of data as opposed to being imposed by pre-existing forms.

The inductive position is also advantageous in favour of a constructivist approach to epistemology, as the perception and experience of consumers, and the internet, are recognised as social construction mediations that contribute to brand awareness (Hanaysha, 2022). Thus, the task of comprehending how F&B brands use the social media to create awareness presupposes the interpretation of the meaning that can be detected in posts, campaigns, and consumer responses. The inductive philosophy, therefore, will allow conducting a gentle, environmentally sensitive inquiry of the digital marketing phenomena in the unique industry and cultural setting of the UK.
[bookmark: _heading=h.au7zs76lh7fu]3.4 Research Approach
This research, though it is based on induction philosophy, has the deductive approach to research during the analytical process. Deductive logic presupposes the use of well-known theories in order to interpret data and come up with logical conclusions (Bryman and Bell, 2021). The study, in this regard, relies on established theoretical models, including the AIDA model (Attention, Interest, Desire, Action) and Social Identity Theory in explaining how the strategies of social media marketing can contribute to consumer attention, interest, and brand identification in the UK food and beverage industry.

It might sound in contradictors that the inductive philosophy is contrasted with the deductive approach; however, Silverman (2020) argues that deductive application of theoretical models to structures findings can be conducted through qualitative research that at the same time permit themes to emerge inductively out of the data. Such ambivalent orientation permits the work to have a theoretic base and inclination to new information. The deductive part helps to connect what is being observed with theoretical models explaining how a brand may be known and how the consumer receives it, i.e., influencer marketing or narrative storytelling.

Using the theories, the researcher is able to make sure that the discussion goes beyond description to provide an analytical depth and interpretive understanding that would fill the gap between abstract theory and practice. As an example, the AIDA model furnishes a psychological model of the way in which social media campaigns are focused on attentivity and consumer action, whereas the Social Identity Theory conceptualises the way in which brand community in social media promotes belongingness and loyalty. The deductive approach will therefore improve the conceptual rigor of the research.
[bookmark: _heading=h.u2foia53q94j]3.5 Research Method
This kind of research assumes a secondary research methodology and therefore implementation of the research does not involve collection of primary data, instead, the research assumes use of the available data. Systematic literature review is being done here using secondary sources, and a systematic literature review (SLR) is an organized, open and replicable process of searching and evaluating extant literature related to a specific subject (Azarian et al., 2023). Unlike standard narrative reviews, an SLR follows a strictly pre-specified protocol that includes predefined research questions, inclusion and exclusion criteria, and an elaborate search strategy that includes several scholarly databases. The quality of the methods applied in individual studies is assessed and the findings of the studies are interpreted systematically in order to identify patterns, gaps, and discuss directions of future research. The general aim is to reduce bias, achieve methodological reliability, and provide an in-depth overview of the existing body of scholarly evidence, thus constituting one of the most commonly used paradigms in the evidence-based practice and research. 
There are a number of salient reasons as to why this methodological choice has been made. To begin with, the subject of the research- which, in this case, is the role of marketing social media in brand awareness- has been thoroughly explored in various settings, and a significant amount of secondary data has been presented that can be analyzed rigorously. Second, the practical limitations that can be related to the collection of primary data in relation to a high sample of UK-based food and beverage (F&B) enterprises make secondary research a more viable and time-efficient option.  

The second approach also ensures that a wide range of valid views in the academic, professional, and governmental spheres is reached. The research develops upon the knowledge base and determines the essential gaps and corresponds to the purpose of providing the industry-specific knowledge which would be relevant to the UK F&B market. Furthermore, the empirical information provided by the 2025 Business.gov.uk report and academic works by Faisal and Ekawanto (2021) and Zeqiri et al. (2025) on the nature of a particular issue is also supported with secondary data sources, as it strengthens the validity of the research results.  

Moreover, the qualitative thematic approach used in the given study will be based on secondary research, which will provide textual data that can be interpreted and developed into themes. It supports synthesising patterns between sources- e.g. defining how UK F&B brands like Greggs or Costa is using humour, storytelling and influencer collaborations to strengthen brand awareness in the online arena. In turn, the approach to the methodological strategy also provides depth, reliability, and breadth of knowledge in the above-mentioned research objectives.
Although the current research is based on a literature review, the literature used is published in 2019-2025, thus eliminating the chances of obsolescence. These new publications allow the dissertation to track the change in digital marketing behaviours over the years and the changes in the social media use, consumer interactions, and branding in the UK food and beverage industry.
[bookmark: _heading=h.6cprr7744nb3]3.6 Data Sources
The information about this research was obtained in credible secondary sources including peer-reviewed journal articles, reports and other verified information on web pages. The author gave preference to the trustworthiness and authenticity of sources to support the idea of academic integrity that is supported by Walliman (2021), who states that the validity of the research results depends on the reliability of the sources used to gather the research data.
1. Academic Journals and Articles: The data will consist of peer-reviewed articles obtained in databases including Emerald Insight, ScienceDirect and Google Scholar that will allow collecting both conceptual and empirical information regarding social media marketing, consumer behaviour and brand awareness. The primary researchers such as Li et al. (2021), Hanaysha (2022), and Moedeen et al. (2024) were chosen as they made significant contributions to the research on the strategic and psychological impact of social media.
2. Industry and Government Reports: Sectoral data were obtained using the authoritative reports, including, but not limited to, the 2025 Business.gov.uk report, which is an overview of the UK market structure, the trends, and economic importance of F&B. Such reports put the research results in practical business applications.
3. Authentic Web-Based Sources: reliable online publications and marketing blog web pages were used to achieve modern practices, especially those related to the emergent trend including influencer marketing, Tik Tok campaigns, and user-created content in the F&B arena. These materials play an important role in making sure that the study recapitulates realistic facts on the current reality in marketing.
Selection of sources was based on four central principles namely: (1) relevance to the research topic; (2) credibility of the publication; (3) timeliness and (4) reliability of data. The study is fairly holistic and thoroughly representative so that it accurately captures the context of identifying the role of the social media in marketing of brands in the UK food and beverage market by incorporating various but authoritative sources.
[bookmark: _heading=h.kjj6fizaq2vs]3.7 Inclusion and exclusion criteria
Journal articles published since 2019 and up to 2025 were included in the literature review because they provided fresh information on social media marketing and brand recognition in the UK and the entire food-and-beverage industry. The inclusion criteria were that the sources were concerned with social media strategies, consumer behaviour, digital brand management or changes in the F&B market that met the research objectives.
The exclusion criteria were non-English publications, publications of less academic credibility, articles of irrelevant industries, and articles that did not comment specifically on branding or marketing models. Moreover, the literature published before 2019 was eliminated to keep the literature up-to-date with current digital marketing activities.
Keywords that have been used to find out the articles 
· "Social media marketing"
· "Brand awareness"
· "Food and beverage industry UK"
· "Digital marketing impact"
· "Consumer engagement"
[bookmark: _heading=h.c2orqmpmat]3.8 Data Analysis
Qualitative thematic analysis of the secondary data collected was done. According to the description of Braun and Clark (2019), thematic analysis is a general method of revealing, interpreting, and providing information about patterns (themes) of qualitative data. It is especially suitable to those studies that want to capture meanings in social phenomena, which have complexities in their relationships. The method in this study aids the establishment of common themes, including consumer engagement, trust-building, brand community development, and the emotional connection, which explain how social media marketing creates brand awareness in the F&B industry.  
The thematic analysis was followed and the six stages were applied in the analysis process as stated by Braun and Clark:
1. Familiarisation with data (reviewing and annotating relevant literature);
2. Generating initial codes (highlighting recurring concepts such as ‘interaction’, ‘loyalty’, ‘influence’);
3. Searching for themes (grouping related codes into categories);
4. Reviewing themes (ensuring coherence and consistency);
5. Defining and naming themes; and
6. Producing the final analytical narrative.
Such an analytical framework will allow such a researcher to go beyond the stage of data summarisation and involvement in data interpretation of a deeper meaning. As an example, as the available literature on social media marketing in the food and beverage industries has demonstrated, visual narrative and influencer work can be considered as significant thematic forces of brand recognition. In addition, the qualitative analyses enable problem comparisons to be made in the context of diverse contextual settings, thus shedding more light on the differences between the UK centric practices and the ones in other areas which can be put down to local cultural inclinations and consumer behaviour. Through the application of thematic analysis, the study will be able to come up with substantive conclusions which are consistent with both the AIDA model and the Social Identity theoretical frameworks that have been discussed earlier.
[bookmark: _heading=h.rfk8cpjcnv6d]3.9 Validity and Reliability
To guarantee the validity and reliability, it is important to ensure the credibility of the research findings. In qualitative research of the second type (in particular, secondary research), validity is understood as the correctness and authenticity of the data used, and reliability is the stability of the methods of analysis (Leung, 2015). All the secondary sources were chosen according to the academic rigour, the recent (20192025) and the topicality to the research objectives. The use of cross-referencing in various authors and sources of data had minimised bias and ensured consistency in the themes.  
Dependability was also maintained through having an open analytical process. The thematic coding procedure was recorded in a systematic manner which also meant that the process could be reproduced by another researcher and would give the same themes. Moreover, when peer-reviewed materials and official reports are used, the reliability of data will be enhanced because these sources are subject to strict editorial and verification. The methodological strength was also aided by triangulation, i.e., the comparison of scholarly knowledge and the industry evidence. Individually, these measures make the findings of this research reliable and scholarly.
[bookmark: _heading=h.5clqr2a48shq]3.10 Ethical Considerations
Responsible research practice is based on ethical integrity. Since this research utilises simply secondary data, it did not involve human subjects, and thus any risks associated with privacy and consent were reduced to a minimum. However, even on the one hand, it emerges that ethical concerns are still relevant in terms of data use, intellectual property, and reference. The author of the research has already provided complete recognition of all authors and references by adequate Harvard reference. Publicly available data and other valid publications had been used, without going against copyright laws.  
In addition, the objectivity of analysis was ensured, without misrepresentation and selective interpretation of data. According to Babbie (2020), ethical secondary research is based on honest representation, openness in research methodology, and justice in recognition of the contribution of others. No use of confidential or sensitive information of non-public documents was used. Another aspect that the researcher has addressed is the way the findings have been presented without harming or misleading the stakeholders. In this regard, the ethical validity of this study is strongly guaranteed.
[bookmark: _heading=h.vdw82jroaoe5]3.11 Timeline
The study was based on a well-structured time format to ensure that all steps of the scholarly plan were implemented in an orderly manner. To track the progress, a Gantt-type of a timeline was used:
Table 3.1 Timeline
	Activity
	Duration (Weeks)
	Timeline Description

	Topic selection and proposal development
	1–2
	Identification of research gap and formulation of objectives

	Literature review
	3–6
	Collection and synthesis of secondary literature

	Methodology design
	7–8
	Selection of philosophy, approach, and data collection strategy

	Data collection (secondary sources)
	9–10
	Gathering academic and industry materials

	Data analysis (thematic coding)
	11–13
	Identifying and interpreting key themes

	Draft writing
	14–15
	Composing analysis and discussion sections

	Review and editing
	16
	Proofreading and refining the final document

	Submission
	17
	Final formatting and submission



The designed schedule will keep the research process in line with the institutional deadlines and will not compromise the quality and coherence of the research process.

[image: ]
Figure 3.1 Gantt chart timeline
[bookmark: _heading=h.o4bgom8jbxq1]3.12 Conclusion
Overall, this chapter has outlined the methodological framework to be used in the research concerning the effects of social media marketing on brand awareness development in the United Kingdom food-and-beverage industry. The research is a descriptive one with inductive epistemology and deductive arguments utilizing secondary qualitative data and subject to the analysis of the themes. The use of authentic academic and business material strengthens the reliability of the research results, whereas the ethical standards help to maintain integrity and ethics. Therefore, the proposed methodological structure provides a strong and keen analysis of the extent to which social media websites can be used to achieve brand awareness, loyalty, and user interaction in the vibrant food-and-beverage business in the UK.
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[bookmark: _heading=h.fd5h0x901f1j]Chapter 4: Analysis and Findings 
[bookmark: _heading=h.82kpupuz4i0p]4.1 Introduction
Through research, journals in consideration with the research questions have been carried out in a tabular format for systematic review of the literature. 
[bookmark: _heading=h.4err1vr54y83]4.2 Presentation of the result
	[bookmark: _heading=h.pbv2xjr4s744]Index
	Year
	Authors
	Title
	Place
	Methodology
	Key themes or keywords
	RQ

	1
	2023
	Riaz et al. 
	Analyze user generated food and beverage content across United Kingdom digital platforms.
	UK
	Secondary Content analysis of user generated posts across UK digital platforms have been done. 
	Users generated content, UGC engagement, visual branding, hashtag use, peer endorsement, organic reach
	RQ1


	2
	2024
	Nkpuruket al.
	Social media marketing and business success of beverage industry: A study of Cway Food and Beverages Company Limited, Lagos, Nigeria
	Nigeria
	Mixed Method: Case study design is the methodology and The use of the mixed method has been done by structured question 
	Social media return on investment, content strategy, platform selection, performance indicators, local market adaptations
	RQ1


	3
	2021
	Bathia 
	Social media marketing and web marketing in food and beverage industry
	USA
	Secondary Qualitative: Descriptive review and applied analysis combining literature review 
	Digital marketing mix website versus social media campaign, campaigning tactics, SEO content marketing, platform integration, matrices. 
	RQ1


	4
	2021
	Nguyen
	Social Media Impacts on Customer Satisfaction in Food and Beverage Business: Case of Juicy Rolly
	Finland
	Primary quantitative:Single case empirical research where the customer survey of Juicy Roli has been done using convenience sampling.  
	Theways of using social media to improve customer satisfaction.  reviews, community engagement and service recovery.  These are relevant to how social media practices used by food and business organisations are done to improve customer satisfaction.
	RQ1


	5
	2022
	McCarthy et al.
	The influence of unhealthy food and beverage marketing through social media and advergaming on diet‐related outcomes in children — A systematic review
	UK
	There has been systematic review of pear reviews studies
	The methods of social media targeting, digital advertisement practices, persuasion techniques and Public Health application have been considered in the following.  study this links to the ethical and regulatory waves of using social media by food and beverage companies within the UK industry. 
	RQ1


	6
	2022
	Vitsentzatou et al. 
	The digital transformation of the marketing mix in the food and beverage service supply chain: A grey DEMATEL approach.
	Greece
	Secondary qualitative:The method that has been applied is that of systems methodology using grey DEMATEL  showing the relationship between digitalisation elements with
	Digital marketing mix casual influence supply chain integration platform optimization Omni channel management stakeholder coordination
	RQ1


	7
	2022
	Meléndez-Illanes et al. 
	Advertising of foods and beverages in social media aimed at children: high exposure and low control.
	Ireland, USA
	Secondary qualitative: There has been use of regulatory analysis and empirical content
	The following finding is significant in terms of providing understanding related to child directed advertisement exposure level platform, governance policy gap promotion Strategies 
	RQ1


	8
	2022
	van der Bend et al.
	Making sense of adolescent-targeted social media food marketing: A qualitative study of expert views on key definitions, priorities and challenges.
	Western Europe
	Primary qualitative: There are qualitative experts that have been interviewed 
	There are expert perspectives gained for adolescent targeting which also shows the definition of clarity that is required for the purpose of applying social media marketing tactics.
	RQ1


	9
	2021
	Jia et al.
	#SupportLocal: how online food delivery services leveraged the COVID-19 pandemic to promote food and beverages on Instagram.
	UK
	Mix method social media study has been carried out where Instagram posts at delivery platform 
	Crisis marketing, platform promotion, localisation, messaging, hashtag campaign, visual strategies and partnership promotions 
	RQ1


	10
	2021
	Beacom et al.
	Market-oriented development of plant-based food and beverage products: a usage segmentation approach.
	Republic of Ireland (ROI) and the United Kingdom (UK)
	Primary Quantitative segmentation has been done as a methodology 
	consumer segmentation social media marketing strategies plant based Trends targeted messaging platform preferences 
	RQ1


	11
	2021
	Chen et al.
	The green competitiveness of enterprises: Justifying the quality criteria of digital marketing communication channels.
	Ukraine
	Secondary Qualitative: The methodology process includes that of conceptual and empirical study
	Green Marketing methods on social media sustainability communication credibility platform selection 
	RQ1


	12
	2021
	Molenaar et al.
	Effects of advertising: a qualitative analysis of young adults’ engagement with social media about food.
	Australia
	Primary Qualitative: It is to be understood that qualitative study using focus group interviews with young adults.
	The study mainly focuses upon the aspects of young adult engagement, influencer marketing used in social media by food and beverages organizations
	RQ1


	13
	2025
	Zeqiri et al
	The impact of social media marketing on brand awareness, brand engagement and purchase intention in emerging economies.
	North Macedonia, Albania, Kosovo, Romania, and Ukraine 
	Secondary Qualitative: There has been use of cross National empirical 
	Brand awareness, purchase intention, measurement models social media strategies, cross market differences and comparative 
	RQ1


	14
	2022
	Ali Abbasi et al. 
	Determinants of SME’s social media marketing adoption: competitive industry as a moderator.
	Malaysia
	Primary Quantitative analysis using information from SME surveys. 
	SME adoption, platform adoption drivers, skills gaps, and Social media marketing strategy 

	RQ1


	15
	2022
	Ingrassia et al.
	Digital influencers, food and tourism—A new model of open innovation for businesses in the Ho.Re.Ca. sector.
	Global
	Secondary Qualitative: Methodology that has been used in the current custody is that of conceptual and case based study 
	The findings and results of the following study have majorly focusedON key themes of influencer partnership
	RQ1


	16.
	2022
	Amson et al., 
	Adolescent exposure to food and beverage marketing on social media by gender: a pilot study. 
	Canada
	Secondary Qualitative: The secondary data analysis of 62 boys are girls aged between 12 and16 were carried out. 
	Food marketing, adolescents, social media, marketing techniques

	RQ1


	17.
	2021
	Dabas et al., 
	Adoption of digital marketing tools in independent businesses: experiences of restaurant entrepreneurs in India and United Kingdom
	India and UK
	Primary data collection and qualitative methods
	Food and Beverage, Digital marketing, Consumers, Entrepreneurs and restaurant owners 
	RQ1


	18.
	2024
	Fissi et al., 
	Social media, brand communication and customer engagement in Michelin-starred restaurants during a time of crisis.
	UK
	A primary data collection method has been where quantitative data analysis has been done using linear regression models
	Social media, customer engagement, brand communication, Instagram

	RQ1


	19.
	2023
	Bushara et al., 
	Power of social media marketing: how perceived value mediates the impact on restaurant followers’ purchase intention, willingness to pay a premium price, and E-WoM
	Saudi Arabia
	Primary data collection has been carried out in this research study. 
	Social media followers, restaurant industry, purchasing intent, digital marketing, brand awareness.


	RQ1


	20.
	2024
	Ibrahim and Aljarah
	The role of social media marketing activities in driving self–brand connection and user engagement behaviour on Instagram: a moderation–mediation approach
	UK
	Primary data collection from the customers of restaurant followers on Instagram were collected.
	Social media marketing, restaurant industry, user-engagement, self-brand connection, Instagram page


	RQ1


	21.
	2022
	Tseng et al.,              
	Managing enterprise social media to develop consumer trust
	Malaysia
	Primary quantitative:Survey data has been collected from Malaysian customers having Facebook accounts. Structural equation model has been used for the survey data that is primary. 
	Entrepreneurial social media, trust, social media usage, electronic commerce customer satisfaction


	RQ1


	22.
	2021
	Amson et al., 
	Exploring the extent of digital food and beverage related content associated with a family-friendly event: a case study
	Canada
	Secondary data collection of the social media posts on the different social media platforms has been conducted in this study. The food content and the marketing content in those posts were analysed in this article. 
	Family-firms related posts are found to have food-related posts that are attractive to other social media users. These kinds of posts relate the viewers and the users of social to particular brands. Marketing techniques related to these kinds of posts are found to have engaged friends and family that are largely unregulated. 
	RQ1


	23.
	2022
	Van der Bend et al., 
	Making sense of adolescent-targeted social media food marketing
	Western Europe
	A qualitative study has been conducted for the research in this article
	Social media, eating behaviours 


	RQ1


	24.
	2023
	Zahara et al., 
	Entrepreneurial marketing and marketing performance through digital marketing capabilities of SMEs in post-pandemic recovery
	Indonesia
	A primary data collection method has been used. Questionnaire tool is used for the subjects that is the culinary SMEs in Indonesia
	Digital marketing
Social Media marketing
Entrepreneurial marketing, food and beverage sector 
	RQ1


	25.
	2024
	Moedeen et al., 
	Social media marketing in the digital age: empower consumers to win big
	Asia Pacific
	Primary data collection method has been used. A survey tool has been used to collect the data from 241 respondents. Artificial Neural network analysis of the data has been done. 
	Social media marketing activities, customer empowerment, brand experience and brand equity

The findings of the article clearly reveals that social media marketing activities done by organisations directly reinforces the psychology of the viewers and eventually converting them into customers. Social media marketing contents give the customers the feeling of empowerment and choice. Constant visibility influences the brand experience and brand equity that is mostly one of the marketing goals of food and beverage companies. 
	RQ1


	26
	2018
	Silberschneider
	Development of a Social Media Marketing Concept for Internationalization in the Food & Beverages Industry
	Germany
	Mixed data collection, secondary data and interviews, Qualitative.

	1. A viral marketing, brand awareness, customer reach 
2. Digital strategy
3. Influencer collaboration, 
4. Consumer attention

	RQ 2

	27
	2022
	Tseng et al.
	Managing enterprise social media to develop consumer trust

	Malaysia
	Mixed methodology,  survey and equation and interview, Qualitative.

	1. Engagement,  awareness content quality credibility transparency for brand consumer awareness 2. Use of social media to develop relationships andtrust by communication through the platforms. 
3. Offering customer for brand loyalty, trust mechanism and digital interaction

	RQ 2

	28
	2020
	Kumar, Konar &Balasubramanian
	The impact of social media on consumers’ purchasing behaviour in Malaysian restaurants

	Malaysia
	Survey, Quantitative.
	1. A purchase behaviourimpacted through social influence
2. Restaurant marketing creating brand awareness online 
3. Decision making influenced 
4. Online recommendation with food promotion 


	RQ 2

	29
	2021
	Fusté-Forné & Filimon
	Using social media to preserve consumers’ awareness on food identity in times of crisis

	California
	Qualitative, content analysis, secondary data.  

	1. Heritage marketing, 2. Customer awareness through online story telling 
3. Community engagement and consumer awareness throughsocial media platforms here Instagram
	RQ 2

	30
	2020
	Samoggia, Riedel & Rugger
	Social media exploration for understanding food product attributes perception: the case of coffee and health
	Saudi Arabia
	Secondary qualitative data, social media posts collected, no specific location only Twitter posts with coffee and customer sentiments and reaction with the post in Twitter.  


	1. Sentiment analysis of consumer view and  social listening through the social media platforms.
2. Consumer awareness and online narratives are some of the key themes 
3. Social media strategies helped in developing online narratives impacting customer awareness

	RQ 2

	31
	2025
	Aalijah
	Utilizing Social Media Analytics to Detect Trends in Saudi Arabia’s Evolving Market
	
	Secondary data, Quantitative analysis.


	1. Social media Analytics and market insightsforecasting digital behaviour of the customers 
2. Online engagement with customers through social media
3. Use of technology like AI for customer behaviour insights and develop marketing strategies accordingly. 


	RQ 2

	32
	2020
	Reagan et al.
	#ad on Instagram: Investigating the promotion of food and beverage products
	Global-Instagram
	Secondary data from Instagram posts, Qualitative, Online posts with #ads and no offline location

	1. Advertisement on social media platforms like Instagram for promotion and branding
2. Sponsored promotion for consumer awareness where the visual impacts viewers. 
Improved brand awareness through social media.

	RQ 2

	33
	2020
	Drummond, O’Toole & McGrath
	Digital engagement strategies and tactics in social media marketing
	Global-Facebook
	Primary data interview, Qualitative study.

	1. Digital engagement for consumer interaction 2. Content strategy on social media platform impacting audience behaviour and improving brand awareness 

	RQ 2

	34
	2023
	Anas et al.
	Influence of social media marketing activities on followers’ purchase intention in the restaurant industry
	Saudi Arabia

	Survey data, 
Quantitative.
	1. Customisation of social media activities by the restaurants. 2. Purchase intention customer awareness improved with marketingcommunication 
3. Brand creation with higher appeal through social media 

	RQ 2

	35
	2021
	Vinerean & Opreana
	Measuring customer engagement in social media marketing
	Global 
	Quantitative, cross-sectional online survey. 

	1. Customer engagement through social media 
Influencing consumer behavioral responses through involvement, participation and commitment eventually leading to customer loyalty.   

	RQ 2

	36
	2021
	Alamsyah et al.
	Digital marketing: Implementation of digital advertising preference to support brand awareness

	Malaysia
	Survey, Quantitative 
	1. Brand awareness and digital advertisement and its impact on consumer preference and decision making 
2. Positive impact of social media marketing efficiency on consumers brand awareness building 

	RQ 2

	37
	2020
	Phiri
	Digital marketing resources, capabilities and market performance of small to medium agro-processors

	Zimbabwe
	Secondary data, Qualitative.

	1. Use of important social media sources and technology has benefits of cutting cost, increase visibility and improve customer relationship
2. Social Media marketing resources provide competitive advantage through customer access and increased brand awareness to the new generation 

	RQ 2

	38
	2021
	Hunt
	How food companies use social media to influence policy debates

	Australia
	Secondary data, Qualitative, 

	1. Influence of social media posts customer awareness in choosing the product. 
2. social media strategy impact on  public discourse regarding
3. Digital lobbying by Ultra process food companies creating negative awareness 

	RQ 2

	39
	2021
	Tajvidi & Tajvidi
	Growth of cyber entrepreneurship in the food industry: Virtual community engagement in COVID-19

	Global
	Secondary, Qualitative.
	1. Cyber entrepreneurship impacting communities virtually
2. Marketing engagement strategies in creating digital networks for social media customer interaction 3. Brand awareness through this 

	RQ 2

	40
	2021
	Kim & Kim
	Influencer advertising on social media: congruence & sponsorship disclosure

	
	Secondary, quantitative. Global 


	1. Key marketing and social media strategies of influencer congruence, collaboration and marketing influencing young viewers on Youtube.
2. Responsible disclosure and credibility influencing consumer attitude. 
3. Digital Persuasion and improved brand awareness through advertisement and transparency. 
	RQ 2

	41. 
	2023
	Matos et al., 
	 A scoping review of observational studies on food and beverage advertising on social media: A public health perspective
	Online-global
	Secondary data, Qualitative.
	1. A significant segment of the customers belongs to the younger age group who are 
2. Higher  influence of social media marketing tactics like  through advertisements and relatable contents
3. Slogans, colours, logos, advertisements
Help in creating brand awareness, brand identity for the viewers.  
	RQ 3

	42. 
	2023
	Garner, B. and Mady
	Social media branding in the food industry: comparing B2B and B2C companies’ use of sustainability messaging on Twitter.
	Global
	Secondary, Qualitative.
	1. Social media platforms engage the audience in developing their brand giving sustainability
2. Contents on Twitter helps in  Branding
3. Engagement rate helps companies yield the benefit of branding and sustainability 
	RQ 3

	43.
	2023
	Gokce et al., 
	The role of social media content on value co-creation in the food sector: a strategic relationship perspective.
	Online-global
	Primary survey data Data, Quantitative, 
	1. Strategies like Social media customer engagement through community building 
2. Targeting or creating Health communitieson food consumption is triggering customer satisfaction.
3. Developing social media communities and related contents on those platforms for improved creating brand awareness. 4.Value co-creation for the  community members for brand value 
	RQ 3

	44.
	2021
	Gerritsen et al., 
	The timing, nature and extent of social media marketing by unhealthy food and drinks brands during the COVID-19 pandemic in New Zealand.
	New Zealand
	Secondary data, Qualitative. 
	1. Contents on social media can directly influence the purchase behaviour of the viewers.
2. slogans, or hype created through social media campaigns with or without celebrities influencethe audience to 3. Engaging contentrequires effective themes and timings. 
	RQ 3

	45. 
	2024
	Rochefort and Ndlovu
	Digital marketing strategies in building brand awareness and loyalty in the online era. 
	Online-global
	Mixed method approach, secondary data, 
	1. Consistency in posting content on social media for visibility. 2. Engaging content with the tool of personalisation for the customers to increase brand awareness. 3. Relationship building through personalisation  as per the different agents.
  
	RQ 3

	46.
	2024
	Jusuf
	 A Powerful Strategy for Increasing Brand Awareness. 
	Online-Global
	Primary data interviews, Qualitative.
	1. Integrated marketing and  Marketing campaigns for online communication social media channels 
2. Market research is key to identifying the customers’ needs. 
3. Content marketing and marketing campaigns have to be original and different for stronger brand and image  
	RQ 3

	47.
	2023
	Fitriani et al., 
	Does social media affect performance in e-commerce business? The role of customer management
	Indonesia
	Primary data, Quantitative, 
	1. Social media optimisation is the key to brand awareness by influencing the customers through social media
2.Customer management to impact the customers in a positive way and build customer relationships. 
	RQ 3

	48. 
	2022
	Santos et al., 
	Fostering Consumer–Brand Relationships through social media brand communities
	Global 
	Secondary data, Quantitative study.
	1. Companies with content on social media influence Customer engagement and brand identification.

2. Social media brand community is one of the strategies that helps in achieving these brand awareness and brand passion. 
2. Intense search information on customers, community connection, self-expression. 
	RQ 3

	49.
	2022
	Park and Namkung
	 The effects of Instagram marketing activities on customer-based brand equity in the coffee industry
	Global, Instagram 
	Primary survey data, Quantitative.
	1. Impact of Instagram as a social media platform in having a positive effect on brand equity that includes brand image, brand awareness and perceived value or quality. 
for future understanding of the purchasing behaviour of the customers.
2. Marketing.  based on customers’ preferences in improving their brand awareness and brand lovethrough Instagram. 
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Table 4.1 Thematic coding table 
Key Sources 	Key words 	Final Themes 
Riaz et al.(2023),Nkpuruket al.(2024),Bathia (2021),Nguyen (2021),  McCarthy et al. (2022), Vitsentzatou et al (2022), Meléndez-Illanes et al. (2022), van der Bend et al (2022), Jia et al. (2021), Beacom et al. (2021), Chen et al (2021), Molenaar et al. (2021), Zeqiri et al (2025), Ali Abbasi et al. (2022), Ingrassia et al.( 2022), Amson et al. (2022), Dabas et al. (2021), Fissi et al. (2024), Bushara et al., (2023), Ibrahim and Aljarah (2024)			Social media, UGC,  visual branding,  organic reach,  local market adaptations,  digital marketing mix, SEO  content marketing,  customer satisfaction reviews,  digital advertisement,  social media targeting,  Omni Channel Marketing,  stakeholders,  social media promotion,  campaign,  hashtag,  partnership,  Green Marketing,  food and beverage,  purchase intention,  brand awareness,  influential partnership,  Instagram,  user engagement. 	Theme 1: The operational practices of UK food and beverage enterprises in social media marketing in the promotional models. 	
Tseng et al. (2022), Amson et al. (2021), Van der Bend et al. (2022), Zahara et al. (2023), Moedeen et al., (2024), Silberschneider (2018), Tseng et al. (2022),Kumar, Konar & Balasubramanian (2020), Fusté-Forné & Filimon (2021), Samoggia, Riedel & Rugger (2020), Aalijah (2025), Reagan et al. (2020),Drummond, O’Toole & McGrath (2020),  Anas et al. (2023), Vinerean & Opreana (2021), Alamsyah et al. (2021), Phiri (2020), Hunt (2021), Tajvidi & Tajvidi (2021), Kim & Kim (2021)	Social media,  entrepreneurship,  customer satisfaction,  dietary behaviour,  digital marketing,  food and beverage,  brand equity,  social media marketing,  visibility in business,  digital strategy,  influencer partnership,  personalised Engagement,  brand loyalty,  customer offerings,  restaurant marketing,  online food promotion,  consumer awareness,  story telling and narratives, AI,  customer behaviour,  Instagram,  digital engagement,  customisation,  competition,  cyber entrepreneurship. 	Theme 2: The use of social media marketing made it relatively easy to develop brand awareness among consumers. 
Matos et al. (2023), Garner & Mady (2023), Gokce et al. (2023), Gerritsen et al (2021), Rochefort & Ndlovu (2024), Jusuf (2024), Fitriani et al. (2023), Santos et al (2022), Park & Namkung (2022), Chu et al. (2025)	 Social media marketing,  advertisements, slogans,  brand identity,  Twitter,  brand engagement,  food consumption,  customer engagement,  social media community,  personalisation, Content marketing,  campaigns,  Instagram,  for chasing behaviour, augmented  reality,  virtual reality,  Technology	Theme 3: The strategic moves that can help develop brand awareness via social media marketing in the food and beverage industry in the United Kingdom. 


Thematic analysis 
Theme 1: The operational practices of UK food and beverage enterprises in social media marketing in the promotional models
Social media marketing is the central strategy, especially for (F&B) businesses in the UK. The social media tools allow the branch to build visibility and engage the consumers, which influences that purchasing decisions. From the findings of Dabas et al. and Fissi et al., social media or digital marketing is being adopted by independent businesses, especially the restaurant entrepreneurs in the UK, for example, the Michelin-starred ones.  The most utilized platforms are Instagram, Facebook, and Twitter, which utilize high-quality and appealing visual content, BTS, and UGC posts. In the context of Vitsentzatou et al.  (2022), after the pandemic, digital transformation has poured within the food businesses and has changed their operation and models for surviving in the competitive and unstable market.  From the findings of Riaz et al. (2023), UGC is being utilized for food and beverages across a range of online platforms in the United Kingdom, and it is based on the relevant trends and consumer preferences within the digital landscape. Comparatively, NKPURUKWE et al.  (2024), social media like Facebook usage has a great impact on the market share of the company, while Instagram usage has an impact on the market share and innovation of the organisation. According to Bathia (2021), Marketing 4.0 deals mostly with digital technology's influence on the behaviour of consumers, as this era is a digital era, and in this area, the shifting of commercial activities to internet-based platforms like Instagram and Facebook. Contrastingly, McCarthy et al. (2022), social media in the food and beverage industry also has a negative impact, as children are increasingly exposed to this marketing, and unhealthy food and beverage marketing, mostly through social media, has a negative impact on children. These findings have been supported by van der Bend et al.  (2022) and Amson et al. (2023). Social media usage has proliferated among adolescents, and they are exposed to junk food, creating unhealthy habits regarding food consumption among children which contributes to the high levels of obesity and NCDs in childhood. On analysis of the findings of Jia et al. (2021) and Molenaar et al. (2021), Food and beverage items from the posts on Instagram and Facebook are considered for discussion according to the dietary guidelines but there is an urgency for policy action to counter the potential influence social media platforms have on the dietary behaviours of adolescents and children.  On the other hand, analyzing Beacom et al.  (2021), People in the UK and Ireland are obtaining consumption of plant-based products as marketed on social media platforms. It is relative to Ibrahim and Aljarah (2024), social media marketing, especially true Instagram, drives consumers off for both healthy and unhealthy foods. So, according to Chen et al.  (2021), Green Marketing is one of the modern marketing strategies based on the opportunity for consumers who opt for healthy food habits. This can be analysed through Bushara et al. 2023, which highlights that social media marketing has the power to influence the Purchase intentions of customers, and they are even willing to pay a premium price for the products. The brand and sustainability messaging of the F&B businesses of the UK combine storytelling and personalization through social media marketing to strengthen their brand loyalty and boost revenue. 
In summary, theme 1 illustrates social media marketing, which is pivotal in the food and beverage businesses in the UK, drives visibility and engagement, and also influences the purchasing decisions to the different platforms, namely Instagram and Facebook.  The theme highlights that social media marketing helps in digital transformation, innovation, and growth of market share.  It also has the potential to enhance sustainability and green marketing.  Studies have revealed that this form of marketing also has a negative impact, mostly due to the exposure of unhealthy foods to children. It indicates urgent policy intervention alongside the strategies. Through this it links and answer RQ number 1: What are the operational practices of UK food and beverage enterprises to social media marketing in the promotional models?  
Theme 2: The use of social media marketing made it relatively easy to develop brand awareness among consumers 
Social media marketing is helping the F&B businesses of the UK by utilizing the Instagram and Facebook platforms to raise consumer awareness.  Utilising the high-quality infographics and short videos with a storytelling experience, the food brands showcase their menus ambience, and USP for attracting customers. Relative to the findings of Silberschneider  (2018) and Tseng et al. (2022), which, on being analysed, can be said that young brands in the industry start directly with online marketing activities and direct e-commerce without traditional marketing and crossing geographical borders. This can be compared to Reagan et al and Drummond, O’Toole, and McGrath, where food businesses utilize Instagram and Facebook to promote their food and beverage products using tactics like hashtags and content strategies. It is also found that the food businesses utilise customisation of social media activities and have a brand creation through highly engaging social media posts (Anas et al.  2023). Targeted advertising is crucial, which allows the food businesses to reach the specific customer segments based on their behaviour and interests. Comparatively, Phiri (2020), Hunt (2021), and Kim and Kim (2021) support that the influencer product congruence is utilised by the food businesses to enhance reproductive attitude and reduce the advertising recognition to the generation of a higher effective motive inference. Tajvidi & Tajvidi introduced a new concept of Cyber entrepreneurship, which involves virtual communities virtually and there is a growth of Cyber entrepreneurship within the food businesses in the UK, especially after the pandemic. This is comparable to Fusté-Forné and Filimon, where an analysis can be said that Heritage marketing, which is the form of social media, is utilised for preserving the consumers' awareness of the identity of food, especially in times of crisis like a pandemic. Comparatively, the findings of Kumar, Konar, and Balasubramanian (2020) indicate that social media has a great impact on the purchasing behavior of consumers. Influencer partnerships utilised by the food businesses even amplify the factor of creating awareness by introducing the culinary products to a new audience through the authentic voice and messaging. The F&B within the UK are consistently posting and trending content and incorporating interactive features like polls and live streams to keep the users informed and engaged. The UGC and hashtags, as pointed out by Drummond, O’Toole, and McGrath, increase profitability, widening the reach of the traffic.  Social media within the F&B businesses of the UK has enabled to create a strong brand visibility and maintained awareness in the minds of consumers, and in this present era, this is more favoured than the traditional methods of marketing. 
In summary, theme two links and answer RQ 2: How has the use of social media marketing made it relatively easy to develop brand awareness among consumers?  because it explained that social media marketing enhances brand visibility and awareness of the food and beverage businesses of the UK through the Instagram and Facebook platforms. The high-quality visuals, influencers, UGC, and storytelling methodology drive engagement and purchasing behavior. After the pandemic, cyber entrepreneurship has enabled direct tea commerce, expanding the reach and connections with the consumers, and this makes SM Makes marketing more effective than traditional methods.  

Theme 3: The strategic moves that can help develop brand awareness via social media marketing in the food and beverage industry in the United Kingdom
It has been discussed that the food and beverage businesses of the UK are utilising social media marketing to the greatest extent for building strong brand awareness in the present marketing era 4.0. According to Chu et al. (2025), Artificial intelligence, virtual, and Augmented reality are being utilized on social media platforms. This can be related to Fitriani et al. (2023), as technology innovation allows businesses to gain maximum profits. Most of the businesses have suffered during the pandemic, and technology has taken its turn. Food businesses in the UK  or utilising Digital solutions like social media and online platforms to connect users and expand the market reach, even to streamline operations. On analyzing the findings of Park and Namkung (2022), Instagram is the most effective and visual marketing channel for building brand equity in the minds of consumers. Coffee shop owners and food businesses are utilising high-quality visual storytelling through photography and engaging short stories about their staff and chefs. The stories humanize the brand and highlight the evening offerings. Based on the findings of Matos et al., a significant segment of the customers associated with the food businesses is of a younger age who are influenced by social media posts and marketing as they are heavily involved in social media platforms like Instagram and Facebook.  The food businesses are using slogans, colours, and logos which are helping to create brand awareness, especially for the young audience. This is comparable to the findings of Garner and Mady, which, on being analysed, state that social media platforms, especially for the food industry, engage the audience in developing their brand on the grounds of sustainability.  For example, the contents on Twitter help in branding, and even though tools like engagement rates allow businesses to yield the benefit regarding branding and sustainability. This can be analysed through the findings of Gokce et al. (2023), where the food businesses are utilising strategies like social media customer engagement by building a community. The development of these communities helps the food brands to increase their brand awareness.  The food business maintains regular posting schedules and approaches its platforms for staying visible. The strategies of the food businesses include collaborating with other local businesses and with influencers to run seasonal or even product-based campaigns, especially at festivals and product launches. 
In summary theme 3 links and answer RQ 3:  What are the strategic moves that can help develop brand awareness via social media marketing in the food and beverage industry in the United Kingdom? as the F&B Businesses in the UK have extensively used SM  marketing in the modern marketing era for building brand awareness. They have leveraged AR, AI, and visual storytelling on digital platforms, especially Instagram, resonating with the young consumers. These strategies help in building communities and promoting sustainability, which have increased the equity of the brands. 

[bookmark: _heading=h.cy1ubreoj59g]4.4 Discussion of the result
The findings associated with theme 1 are aligned with the theory of LR, which is the social identity theory, where an individual identifies themselves as a member within the social groups and the behaviour and attitude according to the groups.  Consumers create a community of sharing the same brand values and experiences. Based on this, social media and digital marketing are being adopted by independent businesses, especially in the F&B sector in the UK. Based on the theory, the consumers are engaged in platforms like Instagram, Twitter, etc. The platform utilizes high-quality visual content and appealing BTS and UGC, and the individuals identify themselves as members of the social media and engage with the food businesses. This is aligned with the AIDA theory in LR, which focuses on Promotional materials that create a psychological influence within consumers (Tristanto et al., 2021).  This is important in social media marketing as the model explains the captivating content like visual posts,  influencers, and collaborations, or all interests regarding the brand within the minds of consumers. The personalized and targeted campaigns create an identity regarding the purchases. According to McCarthy et al. (2022), Social media platforms, especially in the F&B industry, are not only known for their positive impact but also harm children as the social media marketing negatively influences the group to adopt unhealthy food and beverages. 
The findings of theme 2 are also aligned with the social identity theory in the LR, as Social media marketing utilised by the food and beverage businesses within the UK raises consumer awareness. The utilization of high-quality infographics and short videos, which are a storytelling experience, attracts consumers regarding the value proposition of the food brands, as this is aligned with the AIDA theory in the LR. The targeted advertising, which allows businesses to reach customer segments, is based on the behaviour and interests that are part of the social identity theory. In the present time, cyber entrepreneurship is white evolving where virtual communities are increasing after the pandemic. These elements under the social identity theory or AIDA  the businesses to preserve the consumer awareness of the identity of the food. 
The findings from theme 3 support the theoretical background of the LR. Artificial intelligence, VR, and AR  are being utilized within social media platforms, and this technological innovation allows food businesses to gain profits. According to the AIDA model, exposure to personalized Innovative campaigns created a desire to make purchases, leading to action. As an example Starbucks utilizes visuals and testimonials for engaging the consumers (Wang, 2024). 
[bookmark: _heading=h.6xvpnnnzw9mk]Chapter 5: Summary 
[bookmark: _heading=h.isdjyzj4y6za]5.1 Summary of findings
Summarizing the overall findings, the F&B Businesses in the UK are heavily using social media marketing on platforms such as Instagram and Facebook or Twitter to increase their brand visibility through tactics like the high quality appealing visual content or BTS and UGC. These social media marketing tools enable brands to increase their brand visibility and target consumers within the digital landscape. But the channels hurt the small children and adolescents as they adopt unhealthy eating habits from these targeted marketing strategies. Young brands within the industry are directly engaging with online marketing activities and e-commerce channels compared to the traditional marketing tools to cross the geographical boundaries. Influencer partnerships and themes like cyber entrepreneurship within the food businesses have increased, especially after the pandemic.  It is found from the findings that social media marketing has a great impact on the purchasing behaviour of consumers, and tools like influencer partnerships and visual infographics, along with interactive features like polls and live streams, keep the users informed regarding the product. 
[bookmark: _heading=h.8rap2c2bx78c]5.2 Linking with RQ
The findings have directly answered the research questions regarding the operation of practices within the UK F&B  regarding social media marketing and promotional models. Even the findings have shown that social media marketing has created brand awareness among consumers across age groups, from children to older adults. It has even answered strategic moves like AR, VR, AI, and visual tactics, which have the potential to create brand awareness in the UK F&B industry. 
5.3 Recommendation (Practical and Theoretical)
· The F&B Businesses in the UK must integrate advanced digital technology such as Augmented Reality (AR), Artificial Intelligence (AI), and Data or Predictive Analytics (PR) strategies of social media marketing. These technologically advanced tools benefits with content personalization, menu item suggestions, and posting schedule optimization analysing the customer behaviour and engagement patterns. Virtual menus through the AR features create an immersive brand experience that could enhance visual storytelling and increase consumer interaction on social media platforms like Facebook and Instagram. Profitability and brand equity are improved by this kind of technology-driven innovation, particularly among digitally savvy consumers. Such technology-driven innovation enhances profitability and brand equity, especially among the consumers who are digitally active.
· The F&B businesses of the UK must trend in the community and engagement by encouraging UGC and interactive features like polls, Q&A, Live streams, and collaboration with influencers and celebrities. Collaboration with the influencer source helps in increasing authenticity and brand value, which is dependent on the trust and probability of the influencer. The influencers, through seasonal campaigns and discounts, emphasize storytelling and BTS content to augment the emotional connection of the gourmet. These recommendations are proven to increase the engagement rates and enhance a long-term awareness of the brand and loyalty of the F&B business. 
· Grounded by theory, the F&B business of the UK must integrate marketing 4.0 principles for a better understanding of digital brand building within the sector. Marketing 4.0 is a technology-enabled market strategy for retaining customers, increasing the satisfaction and reward system to loyalty points (Kaur et al.  2022). This marketing 4.0 focuses on the transformational shift from traditional marketing techniques to consumer-centric marketing, which is enabled by technology. This would help the brands to sustain engagement and development of a community through trust and loyalty. Through these recommendations, the F&B business in the UK can utilize social media marketing technologies and influence the purchasing decisions of consumers. 
5.4 Limitation of Research
This research had completely utilised secondary data by reviewing peer-reviewed articles present in Google Scholar or websites associated with the F&B business in the UK. The sole reliance on secondary data restricted the depth and content-specific insights. The most important limitation of this research is the lack of primary data, which could have utilized statistics and numerical figures, taking surveys, or interviews from the participants regarding the impact of social media marketing on the purchasing behaviour of consumers. The primary data helps to capture real-time consumer perceptions and behaviours within the sector. The mixed method approach is a flexible and adaptive framework for designing and conducting research in a simplified manner (Dawadi et al. 2021). So, the research could have utilised a mixed-method approach where both secondary and primary data could have been incorporated. 
5.5 Recommendation for Future Work
[bookmark: _heading=h.qhxbar7py5a4]Recommendations for future research includes incorporation of primary data, either by quantitative service or interviews involving the managers and consumers within the F&B businesses in the UK, to gain deeper insights. The mixed-method design in future works helps in approaching complex research issues, interweaving quantity and qualitative data (Dawadi et al. 2021). The mixed-method approach will examine the changes in consumer behaviour and the role of emerging technology through primary data, which would be supported by theories and frameworks regarding social media marketing through secondary data. 
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