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[bookmark: _Toc228045243]Chapter 1: Introduction and Background
[bookmark: _Toc228045244]1.1 Introduction to the topic

Brand loyalty refers to the commitment of consumers to purchasing the products of their preferred brands over time despite the availability of other brands with similar products (Oliver, 1999). Such brand loyalty is developed through the interactions that consumers have with brands on social media and through the relationships that exist between those brands and their consumers. In the United Kingdom, social media use is widespread. According to Ofcom, 89% of individuals in the United Kingdom who use the internet use at least one social media platform. Furthermore, 97% of social media users in the age group between 16 and 34 years old use at least one social media platform (Ofcom, 2026). As such, the importance of social media platforms within the marketing of products to the United Kingdom is significant. For these reasons, the study of social media and brand loyalty in the context of the United Kingdom is important for brands to increase their loyalty from consumers in that region of Europe.
[bookmark: _Toc228045245]1.2 Research Problem
Despite the increasing amount of money that is invested in social media marketing by many organisations, uncertainty still exists regarding which aspects of social media are the most effective in developing brand loyalty from consumers within the UK market. While it is well known that factors like trust, authenticity, customer engagement and eWOM play a significant role in developing brand loyalty, it is often unclear which of these factors has the strongest influence upon brand loyalty from adult consumers within the UK.
[bookmark: _Toc228045246]1.3 Purpose of the Research
The purpose of this research is to investigate the effect of social media engagement on brand loyalty for adult populations in the UK through the completion of a questionnaire. Such a research study is necessary due to the available literature on the topic, but the lack of existing research specifically on the UK and the effects of the various elements of social media engagement on brand loyalty. The results of this research will allow for businesses to better understand social media and find ways to improve their social media strategies, as well as contribute to the existing literature on the topic of social media and digital marketing (Ebrahim, 2020; de Oliveira Santini et al., 2020).
[bookmark: _Toc228045247]1.4 Research Aim
The aim of this research is to examine the impact of social media engagement on brand loyalty among UK adults.

[bookmark: _Toc228045248]1.5 Research Objectives
To measure the influence of social media content on consumer perceptions of brands.
To identify which social media factors contribute most to brand loyalty.
To measure the relationship between customer engagement on social media and repeat purchase intention.
To provide evidence-based recommendations for businesses to strengthen brand loyalty through social media.

[bookmark: _Toc228045249]1.6 Research Questions

To what extent does social media influence consumer perceptions of brands?
Which social media factors contribute most to brand loyalty?
What is the relationship between customer engagement on social media and repeat purchase intention?
What evidence-based recommendations can be made for businesses to strengthen brand loyalty through social media?







[bookmark: _Toc228045250]Chapter 2: Literature Review
[bookmark: _Toc228045251]2.1 Brand Loyalty
Brand loyalty is the commitment that customers have to purchasing products from their preferred brand (Oliver, 1999). Brand loyalty encompasses both behavioural and attitudinal aspects. Behavioural loyalty involves customers purchasing from their preferred brands repeatedly. Attitudinal loyalty encompasses the feelings and the emotions that customers associate with their preferred brands (Chaudhuri and Holbrook, 2001). Brand loyalty is beneficial for organisations as their loyal customers are less price-sensitive and more likely to recommend their products to others.
[bookmark: _Toc228045252]2.2 Social Media and Consumer Behaviour
Social media has changed consumer behaviour by allowing them to interact with the brands directly. Rather than passively consuming the advertisements and messages from companies, consumers create and share content with others regarding those brands and their experiences with the brands (Kaplan and Haenlein, 2010; Appel et al., 2020). These interactions have allowed consumers to increase their brand awareness, evaluate products before purchase, and even influence the consumers’ post-purchase behaviour, especially when the information shared with them by other consumers is considered more credible than the brand’s own shared content.
[bookmark: _Toc228045253]2.3 Social Media Factors Influencing Brand Loyalty
The literature also identifies several social media factors as important to the customer relationship, including customer engagement, trust, authenticity and eWOM. Brodie et al. (2013) found that customer engagement increases the depth of the relationship between the customer and the brand. Furthermore, Ebrahim (2020) explored the impact of social media on brand loyalty, finding that trust and brand equity are key factors. Finally, credibility of the brand’s information and its authenticity on social media has also been proven to play a key role in creating customer purchase intentions (Ngo et al., 2024; Papadopoulou et al., 2023).
[bookmark: _Toc228045254]2.4 Research Gap
While there are a variety of studies that examine the relationship between social media engagement and various metrics, there are limited studies that focus upon the UK population, or those that investigate the individual effects of various engagement factors within the same research study. Therefore, further research is needed into the relationship between each of these factors (content, trust, authenticity, and interaction) and brand loyalty within the UK. Through collecting primary data from UK adults, this proposed study will contribute to the available literature on the topic.
[bookmark: _Toc228045255]2.5 Theoretical Framework
The theories that will be used to help explain the concepts within this paper are Relationship Marketing Theory and Social Exchange Theory. Relationship Marketing Theory posits that businesses should focus on establishing long-term relationships with their customers rather than focusing on the sales of individual products (Morgan and Hunt, 1994). Social media platforms allow for the creation of these types of relationships between brands and their customers. Social Exchange Theory proposes that individuals will maintain a relationship with another individual if the benefits of that relationship outweigh the costs (Blau, 1964). Therefore, if the interactions between brands and their customers on social media are trustworthy and provide benefits to the customers, the customers will develop a relationship with those brands.












[bookmark: _Toc228045256]Chapter 3 - Research Methodology
[bookmark: _Toc228045257]3.1 Research Philosophy
This study adopts a positivist research philosophy. Positivism is appropriate for this study because the research intends to measure the relationships between variables in the areas of social media such as trust, authenticity and brand loyalty using numerical data (Creswell and Creswell, 2018). The research also intends to use structured questions to gather this data from the targeted group of adults in the UK.
[bookmark: _Toc228045258]3.2 Research Strategies
The main strategy that will be used is a survey. Surveys are generally used in gaining standardised responses from a defined population, and are often used in studying consumer behaviour, for instance (Saunders, Lewis and Thornhill, 2019). The target population for this study will be adults who use at least one social media platform. A non-probability sampling strategy will be used to distribute the questionnaire to members of this target population. A target sample size of around 150 participants will be targeted to allow for analysis of the data within the scope of this dissertation.
[bookmark: _Toc228045259]3.3 Time Horizon
The use of a cross-sectional time horizon for this study will collect the data at one point in time rather than over an extended period. This type of time horizon is appropriate for this study as the goal is to observe the current perceptions and behaviors of adults in the UK.

[bookmark: _Toc228045260]3.4 Data Collection and Analysis
The data to be collected from the questionnaire will consist of closed questions and Likert scale questions. The questionnaire will measure aspects of social media use and perceptions of the brands content on those platforms. A short questionnaire will be distributed to ensure any ambiguities in the questions are removed before distributing the survey to the targeted audience. The data will be analysed quantitatively. Quantitative data will be compiled to measure the descriptive statistics for each variable in the questionnaire, collected data will be correlated to determine relationships between the variables, and regression will be used to determine the relationship between social media use and brand loyalty. The software to be used for analysis will be Excel and/or SPSS. Both programs can perform the analyses necessary for this study (Field, 2018).
[bookmark: _Toc228045261]Proposed Timeframe
Table 1 presents the proposed ten-week schedule for the research project.
	Activity
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10

	Proposal development and approval
	
	
	
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	
	
	
	

	Questionnaire design
	
	
	
	
	
	
	
	
	
	

	Pilot test and revisions
	
	
	
	
	
	
	
	
	
	

	Data collection
	
	
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	
	
	

	Findings and discussion
	
	
	
	
	
	
	
	
	
	

	Final editing and submission
	
	
	
	
	
	
	
	
	
	


Table 1. Proposed ten-week Gantt-style project schedule.

[bookmark: _Toc228045262]Ethical Considerations
As this study involves human participants, the ethical principles must be applied carefully to ensure that the rights and well-being of the participants are protected. The participation of the participants in this study is entirely voluntary. A statement of the information purposes of the study will be provided to the participants before the completion of the questionnaire. Participants will provide their informed consent before the completion of the questionnaire. No identifying personal information will be required from the participants to complete the questionnaire. Participants have the option to withdraw from the study prior to submission of their responses. The data will be securely stored and will be used for academic purposes only. The study poses no risks for the participants as it does not involve any personally sensitive topics. An ethical approval form will also be submitted separately for this study in line with university requirements.
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