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[bookmark: _Toc169088888]Abstract
This research focused on exploring the current terms and tendencies of social media activities to derive principles that can help fast fashion chain Mark & spencer to stay true to their brand in an environment that promotes the perception of identity and desire. The aim has been to study how social media marketing affects consumer perception and brand image within the UK fashion industry. And examine the connection between consumer perception and social media marketing strategies. The study also explores how these strategies influence brand image of M&S in the fashion industry. Secondary research gives direct access to the huge amount of data collected earlier and can provide a great deal of valuable information without investing expensive time in primary information gathering. Marks and Spencer must continue to prioritise their engagement on social media platforms. The company can do so by making a regular social media post. This study provides useful information on the most effective social media platforms for Mark and Spencer, enabling easy identification and use to reach the target audience. 


Table of Contents
Acknowledgement	2
Abstract	3
Chapter 1-Introduction	6
1.1 Background of the research	6
1.2 Problem Statement	6
1.3 Research Rationale	7
1.4 Research aim and objectives	8
1.5 Research Questions	9
1.6 Overview of methodology	9
1.7 Structure of the research	10
Chapter 2-Literature Review	11
2.1 Introduction	11
2.2 Social Media Marketing Impact on Consumer Perception	11
2.3 Influence or Impact of social media marketing on Mark and Spencer in the UK fashion industry	12
2.4 Different social media marketing strategies employed by UK fashion brands	13
2.5 The role of influencer marketing in shaping consumer perception and brand image	15
2.6 Practices and strategies of social media marketing for Marks and Spencer	17
2.7 Theoretical overview	19
2.8 Summary	20
Chapter 3- Research Methodology	21
3.1 Introduction	21
3.2 Research Philosophy	21
3.3 Research Approach	22
3.4 Research Strategy	23
3.5 Data collection method	24
3.6 Data analysis	26
3.7 Ethical Considerations	27
Chapter 4: Research Findings	29
4.1 Primary Findings (Interview participants are 5 customers of M&S)	29
4.2 Secondary Findings	32
Chapter 5: Discussion	40
5.1 Linking with Research Questions	40
Chapter 6: Conclusion and Recommendations	45
6.1 Conclusion	45
6.2 Recommendations	46
References	48
Appendices	54
Appendix 1: Interview Questions	54
Appendix 2: Interview Responses	55





[bookmark: _Toc169088889]Chapter 1-Introduction
[bookmark: _Toc169088890]1.1 Background of the research
In a world where consumers are well enough swayed by the digital, fashion brands must understand how social media influences consumer self-perception and brand image to remain relevant. Particularly driven by technology, studying the link between social media activities and brand relations is a priority for Mark & spencer to develop successful marketing strategies. Marks & Spencer has made social media a priority in its marketing activities because of the ability of the company to be able to post messages to the customers directly to increase its sales in the online market (Nuseir et al., 2023). Markets are important so that customers and social networks can be updated in real-time, wherein the company will possess up-to-date information on what is trending and provide consumers with corresponding updates and new product offerings as per their expectations. Also, analysis of social media trends enables the firm to know about the customer’s needs to have proper marketing techniques in its operation. 
M&S has long been a leading indicator of consumer preferences, and in a world where social networks are rapidly spreading, the company must possess comprehensive and diverse conditions to attract the consumer (Wang et al., 2019). In the UK, the popularity of social networks is developing particularly actively, and many people use various social networks, such as Instagram, Facebook, Twitter, and other similar options. This creates conditions for fashion brands to be in a constant relationship with the target audience and get access to them in a more personalized and informal way (Chambers, 2021). At the same time, social networks create certain difficulties in maintaining the brand image, as the abundance of information contributes to the fact that brands are simply drowning in a range of similar offers, and their individual voice becomes lost (Gill, 2021). In this regard, social network branding is a creative and constantly developing direction, which requires close and adaptive tracking of trends and constant restructuring of the situation to react to changes in the consumer behavior model.
[bookmark: _Toc169088891]1.2 Problem Statement
Despite the wide implementation of social media marketing in the UK fashion industry, there are significant gaps in the understanding of how this aspect truly affects consumer perception and brand image (Gill, 2021). Since M&S invest significant resources in building their digital presence, it is important to find out whether these expensive endeavors resonate with their audience and contribute to their business development (Agustian et al., 2023). As this research explores the unique aspects of social media marketing within the fast fashion chain M&S, it may fill the identified gaps and offer valuable information to the brand that need it to survive and thrive in the modern digital environment. Therefore, the knowledge of the influence of social media activities on consumer perception and brand image gives companies an opportunity to leverage their impact and to improve their position in the highly competitive UK fashion market. This study seeks to assist Mark and Spencer by providing recommendations based on the best practices, effective strategies, and the latest trends in social media marketing to promote their online visibility, engage customers genuinely, and drive loyalty for years to come (Connolly, 2020). Lastly, this study contributes to the existing body of knowledge on the impact of social media platforms on consumer behavior and brand image to inform decision-making and broaden the foundation for strategic planning in the field of dynamic digital marketing (Vinerean, 2017). In other words, this research aims to address these urgent challenges related to social media marketing within the Uk fashion chain M&S to offer valuable insights to the companies that seek growth, sustainability, and competitiveness in the modern, highly digitized environment.
[bookmark: _Toc169088892]1.3 Research Rationale
[bookmark: _GoBack]There is evidence suggesting that  more than 3.6 billion people are actively using social media  world wide (Dixon, 2023).  its impact on consumer perception and brand image should not be left unattended. The fact that both the tastes of consumers and the rapidly changing landscape of the fashion industry demand a closer examination of how social media activities affect brand image and consumer preferences stems from this consideration. By studying how social media influences credibility, authenticity, and desirability perceptions, one can develop an effective marketing strategy tailored to the needs of their brand image (Siddiqui et al., 2021). Thus, examining the reasons for researching the impact of social media marketing on consumer perception and brand image could thus be regarded as a way to obtain the premise for increasing brand visibility, strengthening customer loyalty, and remaining competitive in the fashion industry of an advanced digital country as the UK (Siddiqui et al., 2021).
One of the reasons for researching this topic is the researchers’ intent to fill the gaps in existing literature. Some of the motivations for reviewing the literature on social media implications on fashion brand loyalty in the UK include the following literature. Despite the extensive published works on the subject of the attitude of consumers toward fashion products through social media sites, few published works have examined brand loyalty in connection to social media within the fashion industry. Previous literature lacks a comprehensive focus on key factors in the UK market and therefore fails to consider the distinct patterns of social media usage and customer buying behavior in the country (El-Sayed, and El-Fanagely, 2022). Moreover, as more social media platforms continue to evolve and emerge, finding current trends becomes critical in understanding how these align with marketing strategies (Mahoney, and Tang, 2024). Another rationale is to show how various forms of content on social media and patterns of engagement influence consumer perception of brands. For example, influencer marketing has become a common practice in the fashion industry, but its effectiveness in establishing trust and credibility was under question by the current study. Thus, by revealing the most effective content forms and influencers, brand strategies, and effectiveness can be enhanced.
[bookmark: _Toc169088893]1.4 Research aim and objectives
Aims
The aim is to analyse how social media marketing affects consumer perception and brand image within the UK fashion industry. And examine the connection between consumer perception and social media marketing strategies. The study also explores how these strategies influence brand image of M&S in the fashion industry.
Objectives
The research objectives are as follows:
· To analyse how social media marketing impacts consumer perception in the UK fashion industry.
· To investigate the influence of social media activities on brand image for M&S.
· To explore the effectiveness of various social media platforms in engaging with consumers in the fashion industry.
· To identify best practices and strategies for using social media to improve brand visibility and loyalty among UK consumers.
[bookmark: _Toc169088894]1.5 Research Questions
The research questions are as follows:
-What is the impact of social media marketing on consumer perception of fashion brands like M&S within the UK market?
-How do social media activities influence brand image for M&S  in today's digital landscape? 
-Which social media platforms prove most effective for engaging with consumers within the dynamic world of fashion?
- What are the best practices and strategies that company can employ to leverage social media effectively to enhance brand visibility and foster loyalty among UK consumers?
[bookmark: _Toc169088895]1.6 Overview of methodology
When delving into the methodology of researching social media marketing's impact on consumer perception and brand image in the UK fashion industry, it is essential to consider various aspects. The research is based on both secondary and primary data collection method for conducting this study. The chosen secondary methodology allows for a thorough analysis of collected data through the existing literature. Secondary research gives direct access to the huge amount of data collected earlier and can provide a great deal of valuable information without investing expensive time in primary information gathering (Alharahsheh, and Pius, 2020). The primary research has been conducted by performing an interview session with the five customers of M&S. The primary data collection method used in this study presents interviews with five consumers of Mark & Spencer who are active on social media. In-depth type of interview provides the opportunity to directly communicate with the participants, allowing for the derivation of data on how the latter think, behave, and perceive Mark & Spencer’s social media marketing strategies. Academic journals such as the Journal of Fashion Marketing and Management have been referenced to explore scholarly perspectives on branding strategies and consumer perception in the fashion realm. These peer-reviewed articles from databases like google scholar, science-direct etc. By adopting an inductive research approach rooted in interpretivism philosophy, the study aims to uncover subjective insights on how social media interactions shape consumer perceptions. Thematic analysis will be utilized to identify recurring patterns within the data collected, offering a comprehensive examination of the influence of social media on consumer behavior and brand image. 
[bookmark: _Toc169088896]1.7 Structure of the research 
The structure of the research is as follows:
1. Introduction: This chapter outlines general concepts associated with the research questions regarding the influence of social media on fashion brand loyalty in the UK, although this area has become increasingly significant in the present digitalised world. It draws the importance of using social media websites like Instagram, Face book and Twitter to keep on constantly re-establishing contacts with target buyers.
2. Literature review: This chapter will address the major trends and views within the research topic. It contains existing theory, perspectives on consumer perception of the fashion industry in the U.K., retail brand value, and social media strategies.
 3. Methodology: This is going to be a description of the approaches and data gathering and analysis techniques. It will include the specification of the sampling procedure, the choice of the data-gathering instruments, and the explanation of the administration of instruments. 
4. Finding and Discussion: This section analysis the data that was collected with the instruments from the above chapter. In this chapter, the interpretation of this data is going to be presented and discussed.
 5. Conclusions: This chapter is going to summarize the analysis of the above chapters. In addition, it will present the implications for the theory and practice and further research.


[bookmark: _Toc169088897]Chapter 2-Literature Review
[bookmark: _Toc169088898]2.1 Introduction
The fashion industry, allows brands to engage in the market while presenting and defining their brand. Moreover, it can improve the customers’ attitudes and perceptions of the brand. This can be achieved through ensuring that the brand is transparent and constantly changing to fit the dynamic market (Connolly, 2020). The aspect of effective marketing strategies such as developing content that customers value, giving feedback, responding to customer queries, and being in existence all the time in the marketing space help in establishing customer loyalty and trust.
[bookmark: _Toc169088899][bookmark: _Toc162377475]2.2 Social Media Marketing Impact on Consumer Perception
Social media has revolutionized how consumers interact with fashion brands, offering unprecedented access to trends, products, and brand messaging. According to El-Sayed and El-Fanagely, (2022), With millions of users actively engaging on these platforms daily, companies need to harness the potential of social media marketing to enhance their online presence and connect effectively with their target audience. Particularly in the UK industry and known for its innovation and creativity, these platforms and help the brands interact with the consumer, showcase the products and build a unique and appealing brand persona to the target audience (Fanagely, 2022). When implemented, these help and brands to improve their name and develop a positive brand image in the consumer views using (El-Sayed and El-Fanagely, 2022). Also, regarding the shared values, individual stories and peeks of the behind-the-scenes and creative process, the brands, are not only defining their brand but also enable interaction with the consumers. Also, when the brands leverage real interactions and creative marketing strategies, they improve the consumers’ views and develop a brand that improves the reputation the ultimately gives them the ultimate competitive advantage in the competitive arena. Additionally, the examined brand s has also noted the importance of being open and authentic in the market that has enabled the positive competition levels seen today. As stated by Hoang, Kousi, and Martinez, (2023), by sharing more about the creative process or showing all faces of a brand and core values and sustainability efforts, the overall industry has been appealing to the consumer using honest and interactive marketing. Noting this change to human and other connections, the overall market and brand have developed trust and loyalty from the consumer as they appear more human with faces accountable for their actions (Kousi, and Martinez, 2023).
Social media allows two-way communication between the brand and the consumer. Athwal, Istanbulluoglu, and McCormack, (2019) states that many fashion brands use their social media accounts to share behind-the-scenes content, respond to customer comments and direct messages, and showcase real people wearing their products. All of these activities contribute to making the brand feel more “real” and approachable and help create a more personalized brand image. Furthermore, social media also influences how consumers perceive a brand’s values and beliefs. In the increasingly environmentally conscious world, more and more consumers care about a brand’s ecological and ethical practices. Cho, Furey, and Mohr, (2017) state that social media provides brands with a platform to communicate their commitment to sustainability and other values to the public. A fashion brand that shares more about its production methods, supply chain, and charity efforts can create a more responsible and likable image. Furthermore, Kujur and Singh (2020) argues that social media is a visual platform, and many brands use it to create and promote brand image. By sharing aesthetically pleasing and easily recognizable content, such as branded photos and posts, brands can establish themselves in the consumer’s minds. Despite the benefits, visual content available to everyone maintaining an internet connection is a two-edged sword (Kujur and Singh, 2020). It is impossible to control the information available about the brand when anyone with a phone camera can take a photo of anything and share it online. A bad review or poor comment could make its way to one’s target audience without the brand’s approval. This presents a concerning reality that requires constant brand supervision to ensure its integrity (Hansen, Kupfer, and Hennig-Thurau , 2018).
[bookmark: _Toc169088900][bookmark: _Toc162377476]2.3 Influence or Impact of social media marketing on Mark and Spencer in the UK fashion industry
The use of various social media platforms as a way to promote products or services and interact with potential customers is social media marketing. As Henninger, Alevizou, and Oates (2017) state that, social media has taken on a particular role for M&S to promote their products, make contact with their target audience, and create their brands image. Instagram or TikTok has provided a new way for such fashion brands to make contact with their customers (Henninger, Alevizou, and Oates, 2017). Instagram or TikTok, two platforms where companies may share behind-the-scenes footage, work with influencers collaborate on a user-generated platform, and somehow connect to customers in a light-hearted way. According to Roggeveen et al., (2021), M&S create their brand image and brand personality utilizing social media marketing, which allows them to create a digital persona to resonate with their target demographic. They might also become industry leaders by creating and sharing high-quality content consistent with their brand values and goals to generate trust and credibility online. Social media also influences consumer behavior by affecting how they perceive a brand. Helal, Ozuem, and Lancaster (2018), define that because consumers are constantly bombarded with information and other customers’ opinions, from both positive and negative perspectives, the reality is that they will develop their notions and attitudes through these platforms on different kinds of brands (Helal, Ozuem, and Lancaster, 2018).
However, according to Hansen, Kupfer, and Hennig-Thurau (2018), the brand's involvement in controversy or receipt of negative feedback on social media can have a substantial effect on consumer perception and ultimately influence its brand image. As a result, social media marketing has become a crucial element of the UK fashion industry, enabling brands to advertise their products and interact. 
According to Glenister, (2021), the emergence of influencer marketing has also allowed M&S to significantly expand their outreach and create a more personal bond with the audience through collaborative content and entertainment. However, this has also brought forth a surge of competition between the brand who want to ensure that their advertising is the most unique and impactful, and the audience remains loyal (Gleinster, 2021). At the same time, social media has provided fashion companies with an unprecedented opportunity to gather insights and feedback from consumers, enabling a better understanding of what the target audience prefers and needs. However, while the 24/7 online presence might be beneficial for other elements of the promotional strategy, it makes maintaining a singular voice across multiple platforms challenging (Glenister, 2021).
[bookmark: _Toc169088901]2.4 Different social media marketing strategies employed by UK fashion brands
According to Fetais et al. (2023), in the ever-evolving ecosystem of the fashion market, UK brands are seen as successful internet marketers as the YouTube content creators who have backed their brand. Through a multiplicity of channels, from Instagram to TikTok, UK retailers leverage the brands expertise of different approaches aimed at attracting audiences, boosting sales, and contributing to customers’ loyalty. As stated by Kochhar (2020) it can be stated that by 2025, revenue from UK fashion brands is predicted to reach nearly $40 billion. There are the several potential strategies behind social media branding executed by these corporations, highlighting the diverse techniques they use. Instagram and Pinterest, like other visual platforms, provide UK fashion brands with a runway to make their fashion virtual. Brands are intuitively utilizing their social platforms to share posts featuring their newest releases as well as exclusive backstage peeks at events and a significant allotment of user-generated content. Paid ads, social media influencers, and technical hashtags are all ways on which brands depend to become more visible and have engagement (Kochhar, 2020).
As stated by Rienda et al. (2021), a lot of UK fashion brands who want to be successful know the value of storytelling in building strong links between themselves and their audience on the emotional level. Through these stories, they manage to captivate customers and create a community across shared values, identity and craftsmanship brands. It can be observed that in the year 2023, an average person spends 2 hours 27 minutes daily on social media. It could be either telling the story behind the collection, or revealing how a particular product is designed, or finally interlacing the stories of artisans that work behind the scenes (Park et al. 2020). All these things can bring consumers closer to the brand and give them a lively experience of the brand. The UK fashion brands have been leveraging social media marketing techniques such as influence marketing to rethink their strategies. Having the likes of influencers and celebrities on one’s team means reaching their built-in audiences, widening the brand reach and giving it a certain level of credibility (Rienda et al., 2021). Influencer campaigns offer a range of options, from sponsored posts and cooperation on ambassadorships to product collaborations that all help extend brand’s image and niche market chances. As per the perspectives of Ibrahim et al. (2020), Instagram fashion posts can see engagement rates between 2-4%, while Facebook tends to be lower at 0.1-0.5%. The UK fashion brands use the interactive formats of content, for example- polls, quizzes, and interactive stories to make communication between them and audience two-way. Through the process of giving feedback, live webinar, or occasionally hosting a live event, brands make an environment that outputs a domain of active participation and dialogue (Ibrahim et al., 2020). User content created campaigns give consumers more power to become brand ambassadors creating a position for them to feel that they own the brand and it also gives them a sense of togetherness.
As stated by Sharma et al. (2020), it can be observed that around 28.8% of UK fashion sales happen online, up from 20% in 2019. In line with an age where a customer has a seamless shopping experience, UK fashion brands conduct the combination of their social media marketing efforts with their e-commerce platforms to drive conversions and ease the course of purchasing. With visualizing posts where people can shop, placing extra discount codes and features customers can buy from, the brands use social media as a sales channel directly to create a direct relation for influencing and transactional purposes (Sharma et al., 2020). Digital under-pin UK fashion industry using analytics of data for their continuous optimization of their social media strategies. Through the surveillance of the primary performance metrics, including the engagement rate, the conversion rate, and the audience demography, brands can gather vital consumer goods- and services-oriented information and behaviour (Sharma et al., 2020) . With such a data-driven approach to follow, brands are able to harness content strategies which are effective, aptly focused resources, and react promptly to ever-changing trends (Majeed et al. 2021). The British fashion business is very competitive, so social media acts as an adjective or catalyst to the brand distinction, client interaction, and the revenue growth. Using various approaches inclusive of visual stories, collaborations with influencers, interactive contents, Omni channel approach, and data-driven effectiveness is what these UK brands apply to navigate the digital landscape successfully and with innovation, placing them among the top players globally in the fashion industry (Majeed et al. 2021).
[bookmark: _Toc169088902]2.5 The role of influencer marketing in shaping consumer perception and brand image
As per the opion of Fetais et al. (2023), influencer marketing grants the influencers a great deal of power over consumer opinion and behavior in the fashion industry in the past few years. Through the means of social networking sites that are rapidly expanding in number, influencers have become leaders in the field of style, taste, and trends among others and they thereby make brand visibility, and sales features more obvious (Fetais et al. 2023). This looks into the role of influencers multi-sidedly in defining consumer perceptions and behaviors as they move in the complicated arena of the UK fashion industry. Influencer marketing is dependent on consumer’s pschylogy that is when people see others doing the same thing, they are more likely to be influenced. The UK fashion industry is the place where influencers are seen as the people to rely on who dresses elegantly, bring their followers to where their style is and make product promotion (Fetais et al. 2023). Through the peer method of  being authentic. and being friendly with their audience, influencers will gain the trust and credibility, and hence they will influence the consumer attitudes towards their brands. The study of Rust et al. (2021), shows that consumers look at finfluencer advertising as more convincing and trustworthy compared to traditional advertising due to the truth and credibility of recommending influencers. Hence, this underlines the significant influence of influencers on the manufacture of perception and buying decisions.
Acknowledging the point of view of Siddiqui et al. (2021), the UK fashion industry is a place where influencer marketing flourishes. Brands are able to increase their outreach and  awareness. By offering sponsored content, brand collaborations, and ambassadorships, fashion brands harness the ability of influencers in the reach and popularity to build the message and increase the audience. Influencers are amazing at producing creative content that is visually striking and that gets their follower community to discuss and share their views on brands and products (Siddiqui et al., 2021). Through decisions of working with influencers whose style and tastes are akin to brand's own, the brands can get access to narrowed communities that are already interested in such aesthetics and values, thus, strengthening engagement with the customers. 
As per Ebrahim, (2020), influencer collaborations provide services yielding higher engagement rates and also brand recall compared to popular advertising channels, hence, they are more effective than the traditional in propelling brand visibility and awareness among UK consumers. Influencer marketing serves two critical purposes: on one hand, it aims at creating actual awareness and on the other, it stimulates engagement and advocacy with the consumers of fashion in the UK (Ebrahim, 2020). Influencers are opinion makers who play the role of listeners, by conducting conversations, polls and challenges related to fashion and lifestyle which in turn engage followers to participate in such endeavours. Fetais et al. (2023) also added that listening to feedback from consumers, inspiring user-created content and aura of community have helped influencers Supercharge consumers such that they can and do convert into brand advocates and ambassadors. The results of studies point to the fact that customers tend to trust recommendations from people and influencers within their social circles, which is illustrative of the possibility that a marketer exposes his brand to the influence marketing to focus on word-of-mouth referrals and brand advocacy (Fetais et al. 2023). Consumers, now, more than ever before, seek a feeling of belonging as they immerse themselves in influencer communities, in which they are more likely to advocate for brands that their favorite influencers/celebrities have endorsed.
[bookmark: _Toc169088903]2.6 Practices and strategies of social media marketing for Marks and Spencer
As per the views of Aydin et al. (2021), in the world of connected digital, social media has become an indispensable means for UK businesses to most effectively mass communicate and foster brand loyalty with their consumers. It can be stated that UK fashion sales online are predicted to reach nearly $40 billion by the year 2027. This helps brands to take advantage of a number of platforms and customize their approaches which results in the establishment of strong and sincere connections with their audience and the business growth (Aydin et al., 2021). This provides tips and techniques for using social media to strike a genuine chord with the overall UK customers that will be beneficial for Mark and spencer. In an attempt to meaningfully have UK consumers ought social media space, brands to comprehend the individuals’ mannerisms, fancies, and aspiration first. Puspaningrum, (2020) also added that marketing research and data analysis has a key responsibility in discovering target groups, understanding their psychological attributes, and fair interpretation of behavior trends. Factors that motivate and capture the audience’s attention allows brands to reflect what is attractive and relevant in the campaign strategies. Riveted to genuineness is what counts in the worthy attitude towards UK clients on social media (Puspaningrum, 2020). Unlike those brands that are reluctant to showcase their genuineness in their communications, brands lie M&S are honest, transparent, and authentic are more accepted by the audiences. It can be observed that around 25.6% of UK industry professionals consider social media the most effective digital marketing channel (Aydin et al., 2021).
Ebrahim, (2020) also added that brands earn authentic relationships with engaged consumers when they talk about the production process publicly, when they listen to customers and when they reply to feedback. Such favourable perspectives are a necessary element of creating long-term loyalty. Customized content is something that gets tremendously well with UK-consumers, who get a feeling of touch ability and preferentiality. Brands can execute using data analytics and segmentation strategies to reach targeted content via sub-groups who are interested, prioritized or motivated by their selected products and services. Whether it is through personalized recommendations, relevant messaging, or custom processed, personalization is a crucial tool for brands to engage their audience and build a loyal base of customers (Ebrahim, 2020).
As per the point of view of Kumar and Singh (2020), Social media, which is a form of digital media, gives M& S  an opportunity to construct online communities that are identified by common interests, values and experiences. Brands which are making their followers an active participant rather than a passive follower and encourage dialogue among them develop a feeling of belonging and camaraderie. Going with the examples of content creation contests, forum discussions, and collectives as well, the community makes a positive association with customers and then boost advocacy among consumers. Influencer partnerships will give Mark and spencer’s a platform to extend their reach, build credibility and strike a chord within the consumers with their social media-based communication touchpoints (Kumar and Singh, 2020). By collaborating together with influencers who link with their brand values and their specific target audience, M&S  makes those influencers' influence more powerful and visible and increase their credibility (Fetais et al. 2023). A genuine collaboration, with influencers who are not paid to pitch the brand, will resonate with the customers better than it would be the case where the promotion is purely paid. By this engagement, the customer will be drawn back. It is much easier to interact with UK’s consumers since social media acts as a customer service and relationship frontline. Reacting quickly and providing personalized responses to queries, complaints, suggestions and inquiries manifest customer satisfaction, service and stay loyalty. Through encouraging the kinds of conversations that engage and problem solving as well, brands can change the customers' preferences into brand supporters and brand ambassadors (Kumar and Singh, 2020).
Osei-Frimpong et al. (2020) added that a constant improvement process is necessary if a preferred social media strategy aimed at UK consumers should have a positive impact. Through the data-based analytics of the indices that reveal trends and that enhance the brand impact’s measurement and recreations,  Mark and spencer could improve the quality of their marketing strategies. This consists of looking at almost every detail including site visitors' comments or responses and evaluating the outcome from them. As well as M&S  also needs remain dynamic so that they can adjust to changing preferences of their customers all the time. Social media as a highly effective tool is very notable which is helping the brand managers to increase the visibility of the brand and is enabling positive responses to be directed towards the consumers of the UK market (Rust et al. 2021). The achievement of this can be ensured through authenticity, personalization, community building, influence cooperation, customer-centricity and data-driven optimization; in other words, cultivation of stronger connections, greater engagement and loyalty becomes a definite possibility, which makes the given brands undisputed leaders in their respective markets (Osei-Frimpong et al. 2020).
[bookmark: _Toc169088904]2.7 Theoretical overview
Social Identity Theory, suggested by Henri Tajfel and John Turner back in the 1970s, claims that one's self-image, personality, and self-identification as a social being are shaped by the social groups that one belongs to (Harwood, 2020).  Cocktail Theory says that people pick brands that they want to identify with and  resonate well with their desired public image (Harwood, 2020). The British clothing brand H&M  uses network platforms on social media to create a unique brand identity with accurate style and images that are liked by their target markets. Brands thus highlight what they have by mimicking the lifestyles, values and aesthetics of the target group that appeals to consumers for creating an identity with the particular social group. When the consumers partake of brand content while they interact with the individuals who share their viewpoints in the online group they crystallize and strengthen their belongingness and identity which lead them to enhance their brand perception and to be loyal supporters (van Knippenberg, 2023). This theory emphasises the need to use social media as a way for not only molding social identity but also for making sure the fashion brands’ values resonate with the consumer identities within the UK fashion landscape.
The Elaboration Likeliness Model, which was suggested by Richard E. Petty and John Cacioppo in the late 1980s, established a persuasion mechanism that helps individuals engage in persuasive messages and make decisions (Shahab et al. 2021). From a marketing perspective, the social media in the UK fashion industry captures the pictorial perception of the brand image and skill levels involved in thinking through the offered information. UK fashion brands argue with approaches to social media craft to gain buyers’ attention and prompt critical thinking. A vivid image, an interesting storyline, or interactive features can bring the content to life and push the target audience to relate, thus eliciting further engagement and persuasion (Ismagilova et al. 2021). To the contrary, the control cues happening on celebrities' goods advertisement   can be easily perceived and accepted by the consumers without a long cognition process. Through the realization of the two processing routes of the ELM, UK clothing brands can, in turn, make use of social media marketing for targeting the people of different involvement levels that in general differ in the degree of cognitive elaboration in order to set and maintain brand perception and foster loyalty.
[bookmark: _Toc169088905]2.8 Summary
This section of the study concludes that in the modern times of the UK fashion nation, social media is being a game changer, breaking the perceptions and set up for the consumers, their engagements and strategies of the fashion industry. When cultural studies greatly view the impact of extensive literature review, it is clear that social media marketing done well establishes stronger relationships with consumers and ultimately leads to loyalty and high visibility of brands. When the brands are able to utilize characteristics of authenticity, personalization, and foster community brand engagement, they come out to dominate the digital space through innovation and responsiveness. 


[bookmark: _Toc169088906]Chapter 3- Research Methodology
[bookmark: _Toc169088907]3.1 Introduction
Within the scope of studying the influence of social media marketing on consumer perception and brand image in the United Kingdom fashion industry, the research methodology serves as a guiding framework for every stage of the research process, from the concept to the interpretation of results. The purpose of this methodology is to be comprehensive and multidimensional, achieving several key goals that contribute to the study’s rigor, relevance, and validity by extension. Firstly, the research methodology provides a structured, systematized, and well-organized approach to explore the complex and ever-changing dynamics between different social media marketing strategies and consumer perception both of the brand and company. By determining the research methods, approaches, and instruments, the methodology acts as a roadmap for researchers to plan and consider any and all dimensions and nuances of the research study.
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Figure 1: Research Onion 
(Source: Saunders et al., 2012)

[bookmark: _Toc169088908]3.2 Research Philosophy
Interpretivism Philosophy is most applicable in research studies seeking to explore complicated social phenomena such as consumer behavior and brand perception on social media marking in the UK fashion industry (Alharahsheh, and Pius, 2020). In such cases like the one for Mark & Spencer, this philosophy is used because of its relevance in inquiring how consumers perceive products and socialize with them. The philosophy focuses on the subjective meaning people attach to their experiences, and interactions with others in a social setting. Interpretivism philosophy also seeks to unearth how phenomena are bound to occur given a particular human understanding (Alharahsheh, and Pius, 2020). The philosophy allows researchers to cover and get lost in the world of how consumers relate to Mark & Spencer’s products. It recognizes that such concepts as perceptions and brand images are not well defined but depend on one’s understanding and the situation the consumer is in (Alharahsheh, and Pius, 2020). By using interpretivism philosophy, the research methods cover the broad cases and use methods such as in-depth interviews, focus groups, content analysis covered by the philosophy. The methods are best for capturing the rich data requiring to prove how consumers perceived Mark & Spencer and how this is related to brand image and identity meanings they attach. Besides, it emphasizes that social reality arises as a result of human interaction and interpretation. This philosophy is well presented in the social media marketing, where consumers share likes comments, and shares in creating brands (Alharahsheh, and Pius, 2020).
[bookmark: _Toc169088909]3.3 Research Approach
In this research study of the impact of social media marketing on the consumer perception and brand image within the UK fashion industry and specifically Mark & Spencer, the inductive approach is used.  An inductive approach was applied to examine the data gathered and to look for patterns and themes in the area of focus to gain a wide frame of reference on the subject (Terry et al., 2017). Inductive reasoning is used because it is consistent with the intrinsic orientation of the research purpose, which is to identify new opportunities and come up with theoretical lenses by examining empirical evidence (Azungah, 2018). Firstly, inductive research is ideal because researchers can explore the complex and intricate nature of the data gathered from social media platforms, consumer interviews, and content analysis. The essence of using this principle is that it does not have a guideline or a prior theory that the researcher can use to lead them into conducting the study (Azungah, 2018). On the contrary, researchers execute an unstructured and open-minded look at the data and allow it to bring out the themes and patterns that will be induced to come up with the theory. It is important since social media dynamics change regularly as far as consumer perceptions are concerned and this approach will allow researchers to explore the data at an unstructured level. Secondly, the inductive principle allows for a high level of analysis and digging into the specific issues regarding the consumer interaction with the Mark & Spencer social media (Azungah, 2018). In so doing, the researcher can learn customer comments, feedback, and generated materials valuable for understanding the factors that moderate the consumer perception of the brand image and quality of Mark & Spencer’s products. Without adherence to the inductive, this work will not be successful because it is restricted to high levels of interpretation. Thirdly, the inductive principle will ensure that the researcher will come up with a theory based mainly on the empirical data that will help establish the theory.
[bookmark: _Toc169088910]3.4 Research Strategy
The research strategy of the study is a mixed-methods approach, where both qualitative and quantitative methods are used in combination to obtain a comprehensive study of social media marketing’s influence on consumer perception and brand image in the UK fashion sector presented by Mark & Spencer (Mazhar et al., 2021). This type of strategy is chosen because it will help to achieve the best results regarding the explanation of social media impact and outcomes. Qualitative methods will help to explore the phenomenon in-depth while the quantitative ones will help to measure the different outcomes more effectively. Qualitative methods are crucial for this research project because they help to obtain a deep understanding of the subjective experience, attitudes, and behaviors and their impact on the overall outcome of social media marketing within Mark & Spencer (Mazhar et al., 2021). Several techniques, like expert panels and focus groups, will be used to receive full feedback on the perceptions, motivators, and emotions levels. Thematic analysis will be used after the focus groups to analyze patterns and commonalities within the data while discussing the experiences of the participants (Terry et al., 2017). At the same time, quantitative methods offer the researcher a chance to measure the effectiveness of the chosen recommendations. For instance, survey will be used, as well as visual analysis and statistical ones to explore correlation between the number of consumer participation in M&S social media and their perception of the brand. These will help get the second type of analysis used to analyze the available data. together, both upsides of the qualitative and quantitative analysis are used.
[bookmark: _Toc169088911]3.5 Data collection method
Both primary and secondary data collection methods have been utilized in the conduction of this study, aimed at understanding the influence of social media marketing on consumer perception and brand image in the UK fashion industry. The primary data collection approach used in this study comprises interviews with 5 consumers of Mark & Spencer who are active on social media. The interviews were conducted online, allowing direct communication with participants to gather qualitative data on their thoughts, behaviors, and perceptions of M&S's social media marketing strategies. The sample included 3 males and 2 females, ensuring a diverse range of perspectives (Figure 2). In-depth type of interview provides the opportunity to directly communicate with the participants, allowing for the derivation of data on how the latter think, behave, and perceive Mark & Spencer’s social media marketing strategies (Roulston, and Choi, 2018). These interviews provide extensive qualitative data designed to elucidate consumers’ subjective and unique experiences and the factors that stimulate their active engagement with the brand on social media platforms. These participants  were chosen because they are involved on social networking sites and represent a wide range of M&S customers. They will give us useful information about how well the brand uses social media for marketing. Apart from primary data collection, secondary data collection methods are employed in this study. The researcher ensured the consideration of the available data from various databases and publications that are linked to the research topic (Roulston, and Choi, 2018). Secondary data collection includes various industry reports, academic journals, research studies, and social media platforms, among others (Ruggiano, and Perry, 2019). Secondary data sources allow expanding understanding of the broader context concerning the UK fashion industry and the place where Mark & Spencer operates, encompassing market analysis, competitor comparison, and demographic information regarding consumers (Ruggiano, and Perry, 2019). Moreover, it is easier to validate the obtained information and shape it into the existing knowledge when using secondary data collection.
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Figure 2: Gender based distribution of research participants
Source: Self-created
As for the literature noted in this study, a range of databases and publications were used for secondary data collection. The aim was to identify existing knowledge, statistics, and insights to explore the problem of the impact of social media marketing on consumer perception and the formation of brand image in the UK fashion industry focusing on Mark & Spencer. The first source type used was the industry-based databases. Among them, there were such industry-familiar ones as Mintel, Euromonitor International, and Google Scholar. Such databases provided critical market research reports on consumer behavior and trend forecasting for the fashion industry in the UK. WGSN, for example, discussed the founding mechanisms for fashion and design development, and Mintel provided valuable insights into consumer behavior and market investigations. Moreover, such academic journals as the Journal of Marketing, Journal of Consumer Research, and Journal of Interactive Marketing were used widely to perform a conceptual analysis of marketing, consumer behavior, and social media notions. The chief focus was laid on the scope of social media and their influence on a customer-based approach to brand building using various relevant theories. The conclusions other researchers made presented valuable evidence and outcomes to compare with the findings of this paper further. Additionally, some industry publications such as Vogue, Retail Gazette, and Drapers were involved in investigating case studies, information, and expert opinions on the UK fashion industry and social media marketing approach. Such sources reflected real examples, best practices, and general industry information and advice, facilitating practical deductions and actionable insights applicable to particular brands like Mark & Spencer. Finally, the analysis of social media posts and statistics on such platforms as Instagram, Twitter, and Facebook allows one to obtain information on consumer activity, feelings, and brand behavior concerning Mark & Spencer, offered in real time.
Some of the keywords that have been leveraged to structure the research and frame the data collection, analysis and interpretation process in the task focusing on the impact of social media marketing on consumer perception and brand image in the UK fashion industry have also been used in this study, and they include: Social media marketing, consumer perception, brand image, UK fashion industry, Mark & Spencer or M&S, consumer behavior, social media engagement, brand identity, fashion retail, and digital marketing strategies. These keywords are prominent overarching topics and ideas implemented to support researchers in arranging their thoughts and gain insight into relevant literature that can be used to craft research queries and hypotheses concerning the study. Also, through using the keywords in the study, the researchers can ensure that the work directly links to the research agenda and the underpinning theoretical and empirical perspectives.
[bookmark: _Toc169088912]3.6 Data analysis
Thematic analysis is a qualitative research method used to help identify, analyze, and interpret patterns or themes in qualitative data (Clarke, and Braun, 2017). For this study, which explores the impact of social media marketing on consumer perception and brand image in the UK fashion industry, the thematic analysis offers a robust approach to unpacking the rich and multifaceted insights obtained through interviews, focus groups, and content analysis. At the start, researchers engage in familiarization by immersing themselves in the transcribed interviews, focus group excerpts, and content analysis, becoming acquainted with the various contents and themes (Clarke, and Braun, 2017). They continue with the generation of initial codes from the data, noting any recurring ideas or concepts in the form of coded labels. This exercise is iterative, allowing the researchers to constantly return to the interview transcripts, records, and content to refine or expand the coding scheme. They then develop themes by clustering related codes into overarching categories, grouping codes that seem thematically related (Terry et al., 2017). These themes may be inductive or deductive, emerging from the data or matching with pre-existing theories or research questions. Once the themes are established, authors perform a constant comparative exercise by rereading the transcripts, content analysis, and focus group data to ensure the themes accurately capture the data and its context. They further define and name the themes before developing the final report.
[bookmark: _Toc169088913]3.7 Ethical Considerations
Ethical considerations are essential while conducting research, particularly on human fields and sensitive topics such as participants’ views and brands perception in the UK fashion industry. In this study, several ethical considerations have been well addressed to ensure that the participants’ rights, confidentiality, and safe and sane participation are protected. First, informed consent is sort from all the participants before including them in the field. Informed consent includes providing all the background information about the purpose of the research, the procedures, the potential risks and benefit s, and allowing the participants to volunteer to take part in the studies or not. This informed consent makes all the participants aware of their rights and at liberty to decide to take part in studies or not. Secondly, the identity of the participants and their privacy are protected by trying as much as possible to culturally desensitize the collected data. To start with, the participants were given false names and codes, so none of them was trapped with their identity in the used research materials. Also, the confidentiality agreement of the collected data was signed before the participation by the whole members. Very sensitive data were stored in a well-protected hard-drive file and only accessible to me, the lead researcher. Thirdly, the issue of respect and human dignity was observed through viewing some non-verbal communication patterns. The fact that all the respondents were free to express their feelings and perspectives approached and respect was all they could receive. Lack of judgment or cornering and a safe and sound environment for participation were also offered to increase the credibility of this data. Moreover, the researcher adhered to an ethical guideline outlined by the IRB and other relevant institutions. They were honest and explicit during the research outcome analysis and open to discussing any ethical issues that could be encountered. Moreover, the research findings and conclusions are purely based on research outcomes and are accurate for research realization.


[bookmark: _Toc169088914]Chapter 4: Research Findings
[bookmark: _Toc169088915]4.1 Primary Findings (The study comprises interviews with 5 consumers of Mark & Spencer who are active on social media. The interviews were conducted online, allowing direct communication with participants to gather qualitative data on their thoughts, behaviors, and perceptions of M&S's social media marketing strategies.) 
Interview Question 1: How frequently do you engage with Mark & Spencer's social media content?
Participants had various responses when asked how often they engaged with Mark & Spencer's content on social media. One participant, for example, stated, "I engage with Mark & Spencer's social media content almost daily. Their posts often come on my feed featuring new products." It indicates that some customers are highly involved, which shows that M&S's social media tactics are working to get the particular attention of regular users. However, the frequency of engagement varied from everyday interactions to random check-ins, showing that different levels of engagement were caused by things like individual interests and advertising events.
Interview Question 2: What aspects of Mark & Spencer's social media content do you find most appealing or engaging?
According to interview participants, Mark & Spencer's content on social media has several appealing aspects. Most of the participants valued the lifestyle content, with one participant stating, "I find their lifestyle content particularly engaging. It feels relatable and showcases their products in everyday settings." Some other participants acknowledged trendy fashion items and styles, while rest others values user-generated content (UGC) for its authenticity and uniqueness. Moreover, environmentally aware consumers are placing more attention towards sustainability. There are several others interactive features in Mark & Spencer's content on social media like survey, quizzes along with Q&A sessions. All these elements are supporting the company to increase follower engagement and top build a string brand community.     
Interview Question 3: How does Mark & Spencer's social media presence affect your perception of the brand's image?
Interview participants claimed that Mark & Spencer's presence on social networking sites makes them feel positive about the brand. One respondent remarked, "Their social media presence reflects a modern, inclusive brand. It makes me see them as not just a retailer, but a lifestyle brand that cares about its customers." Other participants agreed with this and pointed out that the brand has a reputation of being modern and accepting. Consumers experienced Mark & Spencer as an accountable and reliable brand as it put a lot of importance on being environmentally friendly and doing business in a transparent manner. Showing the audience behind the scenes also gave the brand a more human touch, making it easier for people to relate to and more committed to quality.
Interview Question 4: Have you ever changed your opinion about Mark & Spencer based on their social media content?
Most of the interview participants mentioned that Mark & Spencer's content on social media has significant impact on their brand perception.  According to one participant, "Mark & Spencer's engaging content showcasing their diverse range of products and inclusive campaigns has definitely influenced my opinion of the brand for the better." Moreover, one participants stated that the brand perception is also influenced by Mark & Spencer's engagement in neighborhood and charitable activities. Furthermore, brand image of the company is also improved due to the content associated with behind-the-scene looks, sustainability initiatives and the brand’s dedication to faire trading and ethical procurement.   
Interview Question 5: Which social media platforms do you follow Mark & Spencer on?
Participants are following Mark & Spencer on a variety of social networking sites, with Instagram as well as Facebook are the most common. One participant highlighted, "Mainly on Instagram and occasionally on Facebook for updates and promotions," pointing out that these platforms are popular because they are visual and interactive. Some participants prefer Facebook since it's easy to use, while others like Twitter because it gives information in real time. LinkedIn is also useful, especially for people who want to find out about business news and job openings. This involvement across a variety of platforms shows that Marks & Spencer's omnichannel strategy is working to reach a wide range of audiences with relevant content.
Interview Question 6: How does Mark & Spencer effectively engage with its audience on social media compared to other fashion brands?
Based on the interview responses, there are several ways through which Mark & Spencer is engaging audience on its social media effectively and gaining competitive advantage. As stated by one participant, "Mark & Spencer stands out by actively responding to comments and messages on social media, making me feel valued as a customer compared to other fashion brands that often overlook or delay responses." Such personalized strategy for communicating with consumers strengthen the brand’s image for customer support. Moreover, the participants also highlighted that they feel connected and engaged because of the brand’s presence on different social networking sites, appropriate tones and visuals in content, transparent storytelling to present brand values as well as engaging campaigns. All of these strategies are resulting in Mark & Spencer's productive audience engagement, setting the brand ahead of its competitors within the fashion sector.      
Interview Question 7: What social media strategies employed by Mark & Spencer do you find most effective in enhancing brand visibility and loyalty?
Participants came up with a list of different social media tactics that Mark & Spencer uses to make the brand more visible and build brand loyalty. One respondent emphasized, "I really appreciate how Marks & Spencer uses Instagram to showcase their new collections. The high-quality photos and engaging captions make it easy to see how the clothes look in real life, which definitely influences my buying decisions." This shows how visually attractive content and working with influencers can help build trust as well as sincerity. Participants also liked how the brand used social media to promote and offer deals on Facebook, Instagram Stories for behind-the-scenes content, consumer reviews and recommendations to build credibility, and themed hashtag promotions to get people involved in the wider community. Mark & Spencer has been able to raise awareness of their brand and build customer trust through social media due to such tactics.
Interview Question 8: How does Mark & Spencer's social media presence influence your likelihood to purchase from them compared to other fashion brands?
The interview participants pointed out different areas for social media presence of Mark & Spencer that are positively impacting their inclination towards purchasing and setting the brand apart from its rivals. According to one participant, "The way they showcase their products on Instagram with stylish outfits and practical ideas makes me more likely to choose them over other brands." It highlights how social media content which is visually attractive and useful demonstration are driving consumers’ purchasing decisions. Furthermore, participants mentioned that Mark & Spencer's active engagement, exclusive offers, behind-the-scenes content and responsive customer support on social networking sites are comprehensively escalate consumer trust in selecting Mark & Spencer over its competitors.     
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	Initial Codes
	Themes

	· Two-way communication
· Transparency and authenticity
· Brand values and beliefs
· Visual content
· Influence of negative feedback
	Theme 1: Impact of Social Media Marketing on business	

	· Perception shaping
· Brand personality
· Trust and credibility
· Environmental and ethical practices
· Influence of peer opinions
	Theme 2: Influence of Social Media Marketing on Consumer Perception	

	· Social media marketing
· Controversies
· Influencer marketing
· Consumer feedback
· Brand voice consistency
	Theme 3: Influence of Social Media Marketing on Brand Image	

	· Visual storytelling
· Community building
· Influencer marketing
· User-generated content campaigns
· Integration with e-commerce platforms
	Theme 4: Different Social Media Marketing Strategies

	· Understanding target audience and preferences
· Personalization and customized content
· Community engagement
· Influencer collaborations
· Data-driven optimization
	Theme 5: Social Media Marketing Practices and Strategies of M&S


Table 1: Themes developed from initial codes
Source: Self-created
Theme 1: Impact of Social Media Marketing on business
In relation to fashion industry specifically, social media marketing has changed the brand-customer communication techniques in a significant way. With this marketing strategy, businesses can easily communicate with its target audiences through social media platforms namely Facebook, Instagram and Twitter. This will help to understand the customers’’ perception about the brand as well as to establish a strong brand reputation. El-Sayed and El-Fanagely (2022) claimed that social media marketing has changed the way people connect with fashion companies by giving them access to trends, merchandise, and brand statements like never before. With millions of people using these platforms every day, businesses need to implement social media marketing to improve their online profiles and communicate with their intended consumers more effectively.
In addition, social media marketing enables the company as well as the customer communicate separately, which makes the brand impression more individualized. Several fashion brands utilize their social media pages to demonstrate what goes on behind the scenes, answer customer questions as well as messages directly, and post photos of actual consumers wearing their apparel (Athwal, Istanbulluoglu, and McCormack, 2019). All of these aspects assist to make the brand seem more authentic and friendly, which makes its reputation stronger. Furthermore, social media sites affect how people think about the opinions and principles of a brand. Cho, Furey, and Mohr (2017) pointed out that social media gives brands a way to allow consumers know about their dedication to values like sustainability. A fashion brand can look more accountable and popular if it addresses more about how it makes apparel, its supplier network, and its charitable efforts.
M&S, in its financial year 2023, has reached its most significant sales ever in the company's history of almost 12 billion British pounds (Smith, 2024). That was over a billion pounds more than the previous year, which was a record year, too. Most of M&S's revenue comes from the UK. The value arrived at almost 10.9 billion British pounds in 2023, more than ten times the intake from international operations (Smith, 2024). The online platform of Marks and Spencer has shown an increase in growth by hundreds of millions of visitors; shopping statistics have been derived from its website and app. Nevertheless, footfall in brick-and-mortar stores indeed decreased throughout the last decade, averaging 15 million visits a week in the 2022 fiscal year (Smith, 2024). Marks and Spencer is seen, among UK-made products by consumers, as being popular among UK brands, more so even compared to other UK brands, as a department store.
Theme 2: Influence of Social Media Marketing on Consumer Perception
By promoting meaningful and engaging connection between brand and customers, social media marketing effectively impacts the brand perception among consumers. According to El-Sayed and El-Fanagely (2022), millions of people use social networking sites every day gives businesses a chance to improve their digital profile and communicate with their intended demographic more effectively. Fashion companies such as Mark & Spencer can make their brand's reputation more compelling and relevant by using additional behind-the-scenes video, user-generated content, as well as genuine interactions. This technique helps to display the brand's offering, and it also gives it a unique personality that connects with customers. This eventually improves the brand's reputation and creates a positive perception among consumers (Athwal, Istanbulluoglu, and McCormack, 2019).
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Figure 2: Mark & Spencer Campaign
(Source: Smith, 2024)

Social networking sites also make it easier for businesses to be truthful and open, which is an important component of consumer perception. Hoang, Kousi, and Martinez (2023) stated that customers value businesses that are transparent about their principles, procedures, and efforts to be more sustainable. Brands including Mark & Spencer become more accountable and reliable by communicating effectively about how they come up with projects and do business in a transparent manner. This openness helps to establish trust and loyalty among customers by making the business seem more authentic and responsible, which is significant within the competitive UK fashion sector. The fact that social media can make businesses seem more relatable and give real-time feedback makes consumers feel even better about them, which leads to a stronger relationship and involvement with the company (Cho, Furey, and Mohr, 2017).
Theme 3: Influence of Social Media Marketing on Brand Image
Social media marketing has significant impact on brand reputation because it allows businesses to inform a large number of audience about their identity, beliefs, and purpose. Henninger, Alevizou, and Oates (2017) indicated that apps like Instagram as well as TikTok permit companies including Mark & Spencer display their offerings in innovative manners, work with social media influencers and publish content from behind the scenes. This technique helps create a unique digital personality that connects with the target audience and builds trust and confidence. High-quality, uniform content that fits with the company's principles not only makes the business more visible, but it also presents it as an important player in its field, which builds a stronger, more optimistic brand image (Roggeveen et al., 2021).
Social media marketing at Marks & Spencer has brought noticeable effects in various portions of the business about the brand and customer engagements. At the broadest level, social media marketing by M&S increases brand awareness and plays a crucial role in this digital market with respect to sales drive and customer engagement (Kunst, 2024).
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Figure 3: M&S brand profile among UK fashion online shop users (2023)
(Source: Kunst, 2024)
"Marks & Spencer” brand awareness, usage, popularity, loyalty, and buzz among fashion online shop users in the UK in 2023, according to Statista (Kunst, 2024).  The above data comes from research carried out in the August to September 2023 period on a sample of 1,089 in the UK fashion online shop users.  According to the survey, the Marks & Spencer brand was recognized by 94% of the participants from brand awareness (Kunst, 2024). This suggests that Marks & Spencer enjoys a high brand awareness amongst users of fashion online shops in the UK. The next bar, which is marked usage shows a dramatic decline. Only 29% of respondents stated that in 2023, they shopped online with Marks & Spencer (Kunst, 2024). This points to a gap between brand awareness and usage. Therefore, it is an effort required on the part of M&S to convert those aware of the brand into customers. Continuing to the right across the chart, the popularity bar indicates that 35% of those surveyed said Marks & Spencer was a loved brand. The loyalty bar is lower, stating that 25% of those surveyed did say they were likely to use Marks & Spencer again (Kunst, 2024). Finally, the right-hand side states that 23% of respondents said there was much buzz about Marks & Spencer. Social media marketing may also be relevant in how Marks & Spencer can convert brand awareness into sales and build loyalty among fashion online shoppers in the UK (Kunst, 2024). Furthermore, since social networking sites are interactive, businesses can connect directly with customers, which has significant impacts on how people perceive the company. Helal, Ozuem, and Lancaster (2018) stated that how people perceive things changes based on how they connect and find out feedback on such sites.
Theme 4: Different Social Media Marketing Strategies
UK fashion brands need to use a variety of social media marketing tactics to keep customers interested, boost sales, and build brand trust. Kochhar (2020) pointed out that Instagram as well as Pinterest allow businesses post attractive content, such as footage from behind the scenes as well as new products. These tools help brands get their message across and build strong relationships with customers, which eventually improves their market place along with brand loyalty (Fetais et al., 2023).  Storytelling has become an important part of social media marketing tactics, just like visual content. Rienda et al. (2021) added that UK fashion brands employ stories to interact with targeted demographic on an emotional level. M&S runs a multi-faceted social media marketing program to engage customers, drive sales, and enhance brand loyalty across all available platforms and techniques. Most prominently, perhaps, is its content marketing on Instagram, where the business uploads visually appealing images and videos of its products (Bowler, 2021). This platform alone boasts 1.5 million followers, and posts often gather thousands of likes and comments, reflecting strong engagement. M&S also taps into influencer marketing; working with leading UK influencers on the Christmas 2021 campaign resulted in a 20% increase in online sales over the holiday period (Bowler, 2021). That just goes on to present a good case of boosting visibility and conversions with such an influencer partnership. On Facebook, it interacts with its audience by using three types of content that includes polls, contests, and live streams. In 2022, a campaign with live fashion shows and question-and-answer interaction on Facebook increased real-time viewer engagement by 30% and dramatically increased website traffic following the events (Bowler, 2021).
Theme 5: Social Media Marketing Practices and Strategies of M&S
Marks & Spencer uses a variety of social media marketing strategies to put its products in front of their intended consumers and interact with them. According to Henninger, Alevizou, and Oates (2017), Marks & Spencer uses Instagram as well as TikTok to publish content from behind the scenes, work with popular figures, and run UGC projects. Customers like these tactics since they allow Marks & Spencer develop a brand reputation that is trustworthy and relatable. Showing genuine people as well as actual events helps Marks & Spencer build a friendly brand image that makes people appreciate and stay loyal to the company (Roggeveen et al., 2021). This method fits with the larger trend within social media marketing towards being transparent and genuine. 
Marks & Spencer also uses methods that are based on facts to improve its social media tactics continuously. Ebrahim (2020) claimed that Marks & Spencer combines their social media promotion with their online shopping resources to increase sales and make shopping more enjoyable. This involves employing pictures in posts with hyperlinks that allow people shop while offering special deals exclusively. Marks & Spencer changes its content to fit customer tastes and quickly adapt to new trends by looking at success measures like engagement rates as well as audience demographics (Osei-Frimpong et al., 2020). These actions not only make the brand more visible, but they also help M&S stay competitive within the fashion sector, which is always changing. Marks & Spencer has an intensive social media performance marketing strategy, including content marketing, influencer partnerships, targeted advertising, and user-generated campaign content. It puts a lot of attractive posts on the feed and interactive content with polls or live streaming to obtain strong engagement and boost online sales on platforms such as Instagram and Facebook. Influencer collaborations, particularly in the occurrence of critical campaigns like Christmas, have increased their exposure and conversions extensively (Bowler, 2021). Targeted ads on social platforms increase their reach and help decrease costs associated with customer acquisitions; active Twitter engagement helps build a much stronger community and customer satisfaction. Besides that, M&S uses user-generated content to highlight real customer experiences, and the content on their YouTube channel provides diverse infotainment that has brought them a massive following of viewers (Ebrahim, 2020). The interlinking of these methods drastically improved the digital potential for M&S and enhanced sales performance.


[bookmark: _Toc169088917]Chapter 5: Discussion
[bookmark: _Toc168147177][bookmark: _Toc169088918]5.1 Linking with Research Questions
RQ1: What is the impact of social media marketing on consumer perception of fashion brands like M&S within the UK market?
Within the UK marketplace, social media marketing has an enormous impact on how people perceive fashion brands such as M&S. This kind of marketing allows companies to connect to consumers directly, making the experience more individual and engaging. El-Sayed and El-Fanagely (2022) claimed that millions of individuals use social media platforms daily. These sites allow companies to improve their online profiles and interact with their intended consumers more efficiently. M&S can display its products, discuss its company principles, and communicate with customers on an individual basis by employing social media sites like Facebook, Instagram, as well as Twitter. People who follow the company feel like they are part of a group because they can communicate with the brand directly. This makes consumers feel more linked to the business.
Being honest and open are important parts of social media marketing that have a beneficial impact on consumer perception. People prefer companies that are truthful about their beliefs, how they work, and their dedication to being environmentally friendly. According to Hoang, Kousi, and Martinez (2023), brands can seem more accountable and reliable if they declare they are committed to ethically doing business and being environmentally friendly. For example, M&S's social media posts about their dedication to ethical as well as environmentally-friendly business practices help to build their reputation as a trustworthy company. Being honest and transparent not only forms trust, it also makes customers loyal and respect the brand's morals and honesty.
Social media marketing also helps M&S make its brand more relatable by showing behind-the-scenes materials and genuine consumer experiences. Athwal, Istanbulluoglu, and McCormack (2019) pointed out that showing real conversations and customer reviews makes the business seem more approachable and appealing. These tactics work successfully for M&S to show that it is a modern, welcoming, and customer-focused company. By answering questions from customers and sharing genuine material, M&S builds trust with customers and improves its image. People are more inclined to buy from brands that are honest and open with them, so this strategy helps M&S stand apart from other brands in the UK retail market, which is extremely competitive.
Consumers can buy a lot of different things at M&S, such as apparel, cosmetics, household goods, as well as luxurious items. M&S had its best year ever in terms of sales, with almost 12 billion GBP in sales (Smith, 2024). That was more than a billion GBP compared to the prior record-breaking year. Most of M&S's revenue is generated by sales within the UK. In 2023, they made approximately 10.9 billion GBP there, which is over tenfold what they made from sales in other countries (Smith, 2024). With a huge number of users, the web-based system has grown a lot, while store visits have gone down throughout the last ten years, with an average of 15 million weekly visits within the financial year 2022.
The company's success shows how well M&S uses social media marketing to connect with and grow interest in its community. M&S has increased brand awareness and customer involvement through a variety of social media approaches. These strategies have also led to an increased amount of online traffic as well as sales. This all-around strategy for social media marketing allows M&S to stay renowned among UK businesses and improves how customers perceive its business, making it an established player within the fashion industry.
RQ2: How do social media activities influence brand image for M&S in today's digital landscape? 
In the modern digital age, M&S's social media actions have a significant effect on how people relate to the business. 94 per cent of people within the UK who shop for clothes online are familiar with the M&S name (Kunst, 2024)—this is an important benefit for the company. It's clear from this substantial amount of acknowledgement that M&S's social media initiatives are making the company more visible to customers. However, there remains a significant gap between knowing about a company and using it. Just 29 per cent of respondents said they shopped digitally with M&S throughout 2023 (Kunst, 2024). It shows that M&S needs to do better in terms of using social media to turn knowledge into involvement, and interest into transactions.
Generating buzz and fame on social networking sites can change how people perceive a brand, which is important for getting customers to interact with the company. Based on this same survey, 35 per cent of respondents claimed that M&S became a beloved brand, but just 23 per cent mentioned major buzz concerning the brand (Kunst, 2024). M&S has a strong base of devoted consumers, but its social media actions could be improved to get more people interested in the company and engaging with it. M&S can get more people to connect with them by using engaging and intriguing content like behind-the-scenes pictures, user-generated content, and connections with influencers.
Also, social media actions have an effect on trust, which is another important factor. 25 per cent of those who responded to the survey said they were inclined to shop at M&S again, which indicates that social media tactics could help the company retain existing customers. Bilgin (2018) claimed that transparent, authentic, and customer-focused social media efforts can help establish brand loyalty. For example, M&S can discuss its ethical and green initiatives, which are becoming more significant to modern customers, to make its brand reputation more accountable and reliable (Iran, 2018).
RQ3: Which social media platforms prove most effective for engaging with consumers within the dynamic world of fashion?
Fashion brands need to use social networking sites to connect with customers in a meaningful way. Both Facebook as well as Instagram are extremely important to M&S's social media approach, but each has its benefits.
[image: ]
Figure 4: Facebook followers of M&S in the UK (2010-2015)
(Source: Statista. 2015)
Over decades, Facebook has been extremely beneficial for M&S. The total number of people who follow M&S on Facebook grew from about 125,000 in August 2010 to 2.3 million in August 2015 (Statista. 2015). Facebook's competence to connect with a lot of people and get a lot of followers is shown by this expansion. Facebook's platform permits businesses to share different kinds of content, like product shows, company updates, and interactions with customers. This makes it an effective instrument for keeping people interested.
However, Instagram has become more and more important to M&S's social media marketing, especially for spontaneous interaction and working with influencers. Since Instagram represents a visual medium, fashion brands can use high-quality photos and video clips to showcase their goods (Joseph, 2019). M&S uses Instagram for its apparel business, changing its tactics depending on the tastes of each group. 
When it comes to clothes, Instagram's approach is more about getting people to buy something. Stories about particular products, such as M&S Denim, lead people onto purchasing pages on the online store. This raises knowledge of the brand and boosts sales at the same time. To promote holiday collections and get people to buy right away, paid advertisements with strong calls to action including "Buy Now" as well as "Shop Now" are employed (Joseph, 2019). By adopting this dual strategy, M&S can generate increased sales and foster brand loyalty on Instagram.
RQ4: What are the best practices and strategies that a company can employ to leverage social media effectively to enhance brand visibility and foster loyalty among UK consumers?
Businesses such as M&S can use several best practices and tactics to make the most of social media to increase brand awareness and build customer trust in the UK. Sharing high-quality, useful information frequently helps keep people interested and involved. Here at M&S, this means a combination of posts about products, behind-the-scenes processes, and user-generated content, along with posts with questions and quizzes that people can interact with. As stated by Hernández-Ortega et al. (2022), the creation of compelling content that effectively connects with the target audience has the potential to greatly augment brand loyalty as well as relatability. Each type of social networking site has its benefits. M&S can reach and interact with its followers on both Facebook as well as Instagram. Facebook has a lot of users, so ads can reach a lot of people, and Instagram is great for showing off fashion and lifestyle items because it is more visual (Statista. 2015). For the most effect, each tool should be employed in the way that works best for it.
Followers can have a more interesting experience when they use dynamic features such as Instagram Stories, live sessions, as well as game-like elements. Joseph (2019) claimed that M&S's adoption of Instagram Stories for surveys and material that is more like a game makes users more involved and raises brand recognition. Users are more likely to devote more time to a brand if it has interactive material. When brands work with celebrities, they can reach new customers and build their reputation. Influencers can give real recommendations and make content that their followers can relate to. This approach has helped M&S get more people to see and interact with their business on Instagram. Businesses that are honest about their beliefs, methods, and attempts to be environmentally friendly are liked by customers. Integrity fosters loyalty and trust, according to Hoang, Kousi, and Martinez (2023). Using social media content, M&S can show its dedication to doing business responsibly and sustainably, which will help build a loyal consumer base that shares these ideals.
Consumers will be more satisfied and loyal if businesses answer their questions and opinions quickly on social media platforms. It demonstrates that the company cares about its clientele and wants to meet their requirements. Puspaningrum (2020) indicated that real interaction with the business can make it seem accessible and reliable.  Moreover, Data-Driven Decisions can help improve strategies by looking at social media analytics to see what material works best and what connects with the audience. This strategy is based on data, which makes sure that the company's social media activities are successful and in line with what customers want.
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[bookmark: _Toc169088920]6.1 Conclusion
The given research is about the evaluation of the impact of social media marketing on consumer perception and brand image within the fashion industry of the United Kingdom. The major focus here is on Marks and Spencer. With it the research has been able to provide some valuable insights recording the dynamic relationship that exist between the consumer behaviour and the social media. 
The study provides a comprehensive overview by ensuring that the stage is set for understanding social media marketing's significance within the fashion industry. The research explores how the social media platform has been revolutionizing the interactions of the consumers with the fashion brands while examining how different social media marketing strategies are employed by the fashion brands of the United Kingdom. Throughout, the major focus remains on Marks and Spencer. Some theoretical frameworks have also been used here, including social identity theory and the elaboration likelihood model. It provides some valuable insights into consumer engagement and the perception of the brand within the digital landscape. 
The findings seem to show how their social media marketing impacts the brand image and consumer perception in the fashion industry of the United Kingdom. Both the secondary and the primary findings were able to highlight Marks and Spencer social media strategy effectiveness within enhancement of a brand visibility, fostering of the loyalty amidst the consumers and driving engagement.
 Through discussion about the research question, a proper insight was obtained into the role of the social media marketing in shaping of the consumer perception as well as brandy May for the Marks and Spencer within the United Kingdom marketing. The discussion was able to emphasize upon the importance and the requirement of the authenticity, transparency and the engagement within the efforts of social media marketing. The study was also able to show that there is a requirement for continuous improvement as well as adaptation towards the changing preferences of the consumers. Contributing towards the growing knowledge that is affiliated with the impact of social media marketing within the fashion industry. It was also able to show some practical implications for fashion brands, including Marks and Spencer, for the enhancement of their online presence, ensuring that they connect with the targeted audiences and, therefore, driving the success of the business within the digital age. 
[bookmark: _Toc169088921]6.2 Recommendations 
According to the research discussions and the findings that have been obtained, there are many recommendations that Marks and Spencer can use. It is also useful for other brands that operate in the United Kingdom's fashion market.
Enhancement of the social media engagement- Marks and Spencer must continue to prioritise their engagement on social media platforms. The company can do so by making a regular social media post. The post can be made of relevant content which is of high quality (Ferraro et al., 2023). The brand can even use the process of responding in a prompt manner to customer comments and queries and, therefore, leverage the features that are interactive. These features can either be quizzes, polls or the live sessions for posturing some meaningful interactions with that of the audience. 
Leveraging the collaborations of influencers- To partner with the influencers who are able to align with the brand, like Marks and Spencer values. Therefore, resonating with the targeted audiences, it can help in expanding the reach (Ferraro et al., 2023). It can also help in building the credibility and also driving in the engagement that is required. The influencers help can be vital influencers and it can help in creating authentic content which will be perfectly connecting with the followers and is able to enhance the brand loyalty and visibility. 
Focusing on the authenticity and transparency- Both transparency and authenticity are key drivers of the consumer loyalty and trust (Yang, and Battocchio, 2021). Marks and Spencer must continue to remain transparent regarding their business practices, which are a part of the sustainability initiative and their values. They must clearly demonstrate their commitment towards responsible and ethical conduct.
Optimisation of content for different types of platforms- Each of the social media platforms, they have some of the unique features as well as audience preferences (Moran et al., 2020). Marks and Spencer can try to Tailor the content strategy for different platforms, including Twitter, Instagram, Facebook, and TikTok. With this, the company will be able to optimise their effectiveness and engagement. The visual content performs very well on platforms, including Instagram. Informative and some of the shareable contents, they remain to be much more suitable for Twitter and Facebook. 
Monitoring and analysing the social media metrics- The regular analysis and monetary of the social media metrics can help in having some valuable insights into the effectiveness of the social media efforts of Marks and Spencer or any other organisation that operates within the fashion industry in the United Kingdom (Li et al., 2021). By ensuring to keep track of the performance indicators, including engagement rate, conversion rate, and reach, Marks and Spencer or any other brand will be able to identify some of the areas that require improvement and proper refinement within the social media strategy as required. 
Staying adaptive and agile- The social media landscape continues to evolve constantly. With some of the new features, trends, and the platforms that are emerging on a regular basis, this is going much more beyond (Li et al., 2021). Different fashion brands, including Marks and Spencer, they can continue to stay adaptive when agile. They can continuously try to experiment with different new formats, strategies and the technologies for staying ahead within the curve and, therefore, maintaining the relevance within the digital age.
With the implementation of all of the above-said recommendations, it is any of the brands that are operating within the fashion market of the United Kingdom that they will be able to strengthen their social media presence. They will be able to enhance their brand image and consumer perception. They will also be able to drive business growth within the competitive fashion industry of the United Kingdom.
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(The study comprises interviews with 5 consumers of Mark & Spencer who are active on social media. The interviews were conducted online, allowing direct communication with participants to gather qualitative data on their thoughts, behaviors, and perceptions of M&S's social media marketing strategies.)
· How frequently do you engage with Mark & Spencer's social media content?
· What aspects of Mark & Spencer's social media content do you find most appealing or engaging?
· How does Mark & Spencer's social media presence affect your perception of the brand's image?
· Have you ever changed your opinion about Mark & Spencer based on their social media content?
· Which social media platforms do you follow Mark & Spencer on?
· How does Mark & Spencer effectively engage with its audience on social media compared to other fashion brands?
· What social media strategies employed by Mark & Spencer do you find most effective in enhancing brand visibility and loyalty?
· How does Mark & Spencer's social media presence influence your likelihood to purchase from them compared to other fashion brands?


[bookmark: _Toc169088925]Appendix 2: Interview Responses
How frequently do you engage with Mark & Spencer's social media content?
P1- I engage with Mark & Spencer's social media content almost daily. Their posts often comes on my feed featuring new products.
P2- A couple of times a week. It's a nice way to stay updated on their latest collections and trends.
P3- Once or twice a month maybe
P4- Sometimes I'll go weeks without checking, and other times I'll scroll through their feed every few days.
P5-  On special occasions, like during sales or when they announce new collaborations.
What aspects of Mark & Spencer's social media content do you find most appealing or engaging?
P1-  I find their lifestyle content particularly engaging. It feels relatable and showcases their products in everyday settings.
P2- Their latest fashion collections. It's exciting to see how they style their pieces and get ideas for my own wardrobe.
P3- I love how Mark & often features user-generated content, like customer photos wearing their clothing. It makes the brand feel more relatable and inclusive.
P4- The sustainability initiatives highlighted in Mark & Spencer's social media content are particularly engaging to me. It's reassuring to see a brand taking steps towards environmental responsibility.
P5- I find the interactive elements of Mark & Spencer's content such as polls, quizzes, and Q&A sessions. It makes me feel like my opinion matters and adds a fun dimension to following the brand online.
How does Mark & Spencer's social media presence affect your perception of the brand's image?
P1 -Their social media presence reflects a modern, inclusive brand. It makes me see them as not just a retailer, but a lifestyle brand that cares about its customers.
P2- Their social media content makes me view the brand as progressive and welcoming, which elevates my overall perception of them.
P3- Diverse and inclusive social media content makes me view the brand as progressive and welcoming, which elevates my overall perception of them.
P4- Especially their commitment to sustainability and ethical practices, reinforces my perception of the brand as responsible and trustworthy.
P5- Mark & Spencer's social media presence humanizes the brand for me, showcasing the people behind the products and their dedication to delivering quality,
Have you ever changed your opinion about Mark & Spencer based on their social media content?
P1- Mark & Spencer's engaging content showcasing their diverse range of products and inclusive campaigns has definitely influenced my opinion of the brand for the better.
P2- Absolutely, Mark & Spencer's social media content showcasing their involvement in local communities and charitable initiatives has changed my opinion of the brand, making me see them as a company that genuinely cares about making a positive impact beyond just selling products.
P3- Content featuring customer testimonials and reviews has altered my opinion of the brand.
P4- Yes, I have. Their behind-the-scenes content and commitment to sustainability initiatives have definitely enhanced my opinion.
P5- Content highlighting their commitment to fair trade and ethical sourcing practices made me rethink my perception of the brand, making me more inclined to support them.
Which social media platforms do you follow Mark & Spencer on?
P1- Mainly on Instagram and occasionally on Facebook for updates and promotions.
P2 - Facebook because it's convenient for me to catch up on their updates and promotions while browsing my news feed.
P3- Twitter because I like to stay informed about their latest news and announcements in real-time.
P4- LinkedIn to stay updated on their corporate news, career opportunities, and industry insights.
P5- Both facebook and Instagram
How does Mark & Spencer effectively engage with its audience on social media compared to other fashion brands?
P1- Mark & Spencer stands out by actively responding to comments and messages on social media, making me feel valued as a customer compared to other fashion brands that often overlook or delay responses.
P2- I find Mark & Spencer's social media presence more inclusive and diverse compared to other fashion brands.
P3- They seamlessly integrates their social media content with their overall brand identity, maintaining a consistent tone and aesthetic across platforms.
P4- Mark & Spencer effectively uses storytelling on social media to share their brand values and initiatives, such as sustainability efforts and community involvement. This transparent approach builds trust and loyalty that I don't always see from other fashion brands.
P5- interactive campaigns on social media, like polls and challenges, make me feel engaged and involved with the brand.

	
image3.PNG
Numbers of participants

Male

= Female





image4.png
e |

— with — &+
MARKS & = -
SPENCER gj*

LONDON ’;ﬁ{,

3




image5.jpeg
Marks & Spencer
awareness

Marks & Spencer
popularity

Marks & Spencer
usage

Marks & Spencer
loyalty

Marks & Spencer
buzz

0%

25%

50% 75%

Share of respondents

94%

100%




image6.png
August 2010

August 2011

August 2012

August 2013

August 2014

August 2015

124,910

2,251,027





image1.png
Trinity Saint David
LONDON




image2.jpeg
Philosophies

Experiment

Approaches
Mono method

Strategies

Data
collection
and data
analysis

Choices

Longitudinal
Time
horizons

Multi-method

Archival research
Techniques and

procedures





