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Abstract
Purpose: The use of social media platforms has been greatly increasing, and around 82% of UK fashion consumers have been using social media to make purchases of fashion items. The popularity of social media platforms has been increasing, which raises the importance of identifying the impacts of SMM on developing brand trust and loyalty in the UK fashion industry. 
Literature Review: The existing literature mentions that the use of SMM has been effective for fashion retailers in developing brand experiences. The developed communication, interaction, and sharing of information increase opportunities for the retailers to develop confidence. The developed endeavours have been effective in building brand prescriptions, and SMM has enhanced opportunities to create brand experiences. The "social penetration theory" shows that relationships gradually develop the intensity of communication, and the core relationships help brands manage uncertainties. 
Method: The researcher has used mono-method quantitative and a survey have been conducted to collect the primary data. The purposive sampling technique hs been used to select the customers of UK fashion industry to collect data. Further, quantitative data analysis has been used with SPSS software which has helped in statistical analysis. 
Result and discussion: The findings shows that most of consumers in the survey has mentioned that SMM of UK fashion industry is informative which engages the customers. The developed interaction ad experiences plays significant role in developing the relationships ad confidence. The developed confidence influence purchasing decision nd this also helps the brand in developing loyalty. 
Conclusion: The conclusion highlights the significance of SMM in influencing brand loyalty and trust among international consumer segments within the UK fashion industry. It shows a reciprocal relationship wherein effective SMM drives loyalty and trust to the brand whereas high-level loyalty and trust drive consumers to be responsive towards the social media efforts of brands. The paper finds that ongoing authentic and dynamic social media activities are essential for developing and maintaining these core elements of the brand-consumer relationship. However, caution is warranted when interpreting the results as sample size and demographic range may limit generalizability. 
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[bookmark: _Toc178079351]Chapter 1: Introduction 
[bookmark: _Toc178079352]1.1. Introduction 
This section of the research dissertation introduces the research project. This study analyses effects of the SMM tactics on brand loyalty and trust in the UK fashion industry. The overall background of the study about the marketing activities through social media would be presented in this introduction section. It discusses the background information, problem statement, rationale, research questions, aims, objectives, and significance. 
[bookmark: _Toc178079353]1.2. Background of the Study 
The fashion industry is one of the largest in the country, and fashion retailers have successfully expanded their business to international markets. The UK fashion industry generates around 1.3 million jobs and significantly contributes to the GDP with £62 billion (Ukft, 2023). During the pandemic, around 46% of UK consumers mentioned accessing content about fashion products through Instagram. The pandemic has been a significant reason, for which around 82% of UK customers have noted that their use of social media platforms has increased to purchase fashion products (Fashionnetwork, 2020). Figure 1.1 shows that 32.2% of UK fashion consumers prefer Instagram to engage with fashion brands. Conversely, 21.58% of customers engage through Facebook, 14.49% through YouTube, 12.77% through TikTok, and around 7.32% through Twitter (Statista, 2023). UK fashion consumers also use Snapchat, Pinterest and others indicates that consumer purchasing from SMM have been increasing.
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[bookmark: _Toc178079421]Figure 1.1: Use of social media platforms by UK lifestyle and fashion buyers 
(Source: Statista, 2023)
The implementation of SMM platforms significantly influences individual impulses and attitudes. Positive experiences through SMM help brands develop substantial customer relationships (Djafarova and Bowes, 2021). SMM strategies are beneficial for UK fashion companies in brand building. Famous fashion brands have been using social media platforms to reach more customers. Fashion brands have been using customer-generated content, such as “haul videos,” to market their products and engage customers to determine brand loyalty (Mahmood, 2022). Social media activities help customers understand the brand. According to Fetais et al. (2023), social media platforms help improve word-of-mouth (WOM), which helps in building brand loyalty. Customers consider social media platforms as trustworthy sources of information, which helps improve customer trust. Zara uses Facebook to market customer loyalty and satisfaction at a highly competitive level. The structured interactions with social media platforms have been helping Zara to foster loyal relationships (Popović et al. 2021).
[bookmark: _Toc178079354]1.3. Problem Statement 
SMM are effective tool to communicate and interact with customers which helps brands in developing loyalty and trust in consumers. According to Zhang, Zhang, and Zhou (2021), with the development of cognitive attitude, customers' behaviour has dramatically changed towards sustainability. The lack of time and vibing with social media platforms is quite challenging. Selecting appropriate social media platforms to brand fashionable products has been difficult for leading fashion brands. The lack of connection and ineffectiveness of SMM affects the brand loyalty and brand trust (Stokel-Walker, 2023). The developed marketing companies have been significant in helping fashion retailers develop relationships with fashion consumers. However, marketing strategies have increased the challenges for brands in competing with global customers to determine higher brand trust and loyal consumers. According to Nuseir and Elrefae, (2022), competition in global business environment has been increased and identification of most efficient SMM platforms have become challenging to enhance brand awareness and trust. Managing efficiency of SMM has been quite crucial for UK fashion industry to ensure customer loyalty and trust as, Zara have been facing backlash against the brand (Dmitracova, 2023). The lack of prove of greenwashing initiatives have enhanced complexities for UK fashion brands to ensure trust and loyalty (Theguardian, 2022). The SMM have significant impact on consumers brand perception. Thus, developing customer loyalty and brand through interactivities of SMM has been crucial to ensure competitiveness by UK fashion brands. 
[bookmark: _Toc178079355]1.4 Rationale 
SMM has been entirely dominant in the UK fashion industry. Digital display marketing expenses have continuously increased in the UK fashion industry. Figure 1.1 highlights that the digital advertising expenses of the UK fashion industry were 232.28 million in 2019, 211.9 million in 2020, and the spending reached 259.56 million in 2021 (Statista, 2023a). The digital markets of fashion brands aim to fit the marketing activities with the purpose and richness of the brand. According to Cao et al. (2021), the trustworthiness of digital marketing media content helps to engage customers with the brand. Digital marketing has increased opportunities for fashion brands to engage online communities. Sharing common interests helps customers engage with the brand, which helps develop brand loyalty and trust. The UK fashion brands have significantly increased their investment in online branding. Customer loyalty significantly impacts the customers’ intention to be loyal. Fashion brands have also been facing complexities in understanding customer engagement, and negative responses on social media platforms raise concerns (Ozuem et al. 2021).
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[bookmark: _Toc178079422]Figure 1.2: Digital media marketing expenses by UK fashion industry
(Source: Statista, 2023a)
The customer experience on an e-commerce platform significantly impacts the development of customer loyalty. SMM helps fashion brands influence brand perception and satisfaction with audio, video, appealing imagery, text-based information, and others. The positive brand perception helps in developing satisfaction which improves customer loyalty and trust in fashion industry (Urdea and Constantin, 2021). A significant role is played by the SMM tactics in delivering compelling experiences to customers, and this has been prioritised by e-commerce businesses to ensure considerable brand loyalty and trust. Figure 1.3 shows that the e-commerce market of the UK fashion industry has been expected to reach from 36 billion in 2024 to 86 billion by 2030. The growth of the fashion industry has increased the importance of critically analysing and evaluating the impact of SMM marketing on developing brand loyalty and trust of customers. 
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[bookmark: _Toc178079423]Figure 1.3: Market value of the UK e-commerce fashion industry 
(Source: Statista, 2024)
SMM platforms are significant in building brand loyalty and trust. Incorporating brand loyalty and trust has been necessary for the UK fashion industry because this helps the brands ensure long-term relationships with the customers. The revenue of the UK fashion industry is expected to increase by 45.56% from 2024 to 2029 (Statista, 2024a). Figure 1.4 shows that the UK fashion industry's revenue reached 39.95 billion in the 2024 financial year. The sector's revenue has been estimated to be 58.1 billion by the 2028 financial year. This has increased the importance of analysing the impact of marketing through social media on brand loyalty and trust to ensure significant development in revenue. Brand loyalty and trust influence the competitive advantages necessary for substantial growth. The analysis of SMM has been significant for managing customer loyalty and trust of customers. The efficient analysis would be effective to develop performances to engage consumers. 
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[bookmark: _Toc178079424]Figure1.4: Revenue of UK fashion industry
(Source: Statista, 2024a)
[bookmark: _Toc178079356]1.5. Research aims and objectives 
[bookmark: _Toc178079357]1.5.1. Research Aim
This study aims to critically evaluate the impact of social media platforms on customer brand loyalty and trust in the UK fashion industry.
[bookmark: _Toc178079358]1.5.2. Research Objectives
· To analyse the role of SMM in developing brand loyalty and trust in the UK fashion industry
· To develop a critical comprehension of the role of SMM, brand loyalty and trust referring to UK fashion industry
· To analyse the relationships between brand loyalty and brand trust triggered by SMM
[bookmark: _Toc178079359]1.6. Research Questions
· What is the importance of SMM for developing brand loyalty and trust in the UK fashion industry?
· How does SMM impact brand loyalty and trust in the UK fashion industry?
· What is the relationship between SMM, brand loyalty and trust referring to UK fashion industry?
[bookmark: _Toc178079360]1.7. Significance of the research 
Completing this research would be significant to developing an overall comprehension of marketing activities though social media platforms used by the UK fashion industry. This study develops a comprehensive understanding of the relationships between brand loyalty, SMM and trust would be helpful for UK fashion brands in making significant improvements in their marketing activities. The knowledge of the significance of marketing campaigns through social media would be suitable for the researchers to develop the relationships and approaches at a higher level to ensure higher performance measures and significant brand loyalty and trust. Further, this study would be necessary to create a comprehensive understanding of the role of marketing through social media in the e-commerce fashion industry. Further, analysis of the relationships would also be effective for UK fashion brands in developing brand loyalty and trust, which are significant in improving competitive advantages. 
[bookmark: _Toc178079361]1.8. Structure of Dissertation
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[bookmark: _Toc178079425]Figure 1.5: Structure of the study 
(Source: Adopted from Module Handbook)
This study has been divided into six chapters, and all chapters have been systematically ordered. This study has six chapters which have been shown in Figure 1.5. The structure would be effective in developing understanding about the research topic. 
[bookmark: _Toc178079362]1.9. Summary	 
UK fashion consumers have significantly used social media platforms. Instagram, Facebook, YouTube, TikTok, and Twitter are UK fashion consumers' most popular social media platforms on which to purchase products. SMM activities significantly shape customers' brand perception, influencing their loyalty and trust. Customers' e-commerce experiences significantly affect brand loyalty. The UK fashion industry is expected to grow by 45.56% from 2024 to 2029 (Statista, 2024a). On the other hand, digital marketing expenses will reach 259.56 million in 2021 in the UK fashion industry. The analysis of the relationship between brand loyalty, SMM and trust would be significant for UK fashion brands to develop SMM activities to develop competitive advantages effectively. The analysis of the effectiveness of the social media operations have been significant to improve brand loyalty and brand trust. 


[bookmark: _Toc178079363]Chapter 2: Literature Review 
[bookmark: _Toc178079364]2.1 Introduction 
The literature review section of the study provides an opportunity to critically analyse literary works on marketing with social media platforms. The impact the marketing on brand loyalty and trust would be critically analysed. It helps enhance knowledge of the effects of SMM on brand loyalty and trust. The significant insight on the topic is practical to determine a unique approach. This section will develop conceptual understanding of marketing through social media and its impact on brand loyalty and trust in the UK fashion industry, relationships, different SMM, importance of marketing with social media platforms, barriers and strategies, theoretical interpretation and others.
[bookmark: _Toc178079365]2.2. Overview of the research topic 
[bookmark: _Toc178079366]2.2.1. Concept of SMM
Brands with their accounts use marketing through social media to connect with customers. The scattered and isolated aspects of the brands help develop the overall comprehension of the selected customers' brand identity. Li et al. (2021) state that SMM allows brands to conceptualise marketing operations. Conceptual improvements in SMM significantly improve the dynamics and knowledge of the business and brands. The marketing through social media comes with different marketing approach than the conventional marketing operations. Technology has been prioritised in SMM to reach to the larger volume consumers. However, Ebrahim (2020) argued that online social networking sites are used to make effective brand communication with customers. The interactivity and connectivity of the users with the brand have been significant characteristics. The audience significantly triggers the communication dialogues about the information of brands, products and services. 
The appealing information helps brands and customers to be involved in communication about features, values and benefits. Further, research by Tarsakoo and Charoensukmongkol (2020) shows that SMM is directly linked to financial performance because it develops customer relationships. Informative contents are used in this marketing strategy through Facebook, Instagram, Twitter and YouTube is used to make content communication (Li, Larimo and Leonidou, 2021). Zara, a UK fashion brand has been using SMM platforms for its growth in the industry (Singh, 2020). The collaboration and communication through the social media platforms have been encouraged to engage with brand. However, Vinerean and Opreana (2021) argued that marketing strategies through social media entertain and inform customers about products and services. Social media platforms enhance opportunities for the brand to exchange information, create and share information about the product. The share of information through SMM has been developing efficiency of marketing operations to develop customer experiences. 
[bookmark: _Toc178079367]2.2.2. Definition of brand loyalty and trust
Customer loyalty indicates that customers continuously purchase products and services from a particular brands rather than competitors. According to Bernarto et al. (2020), brand awareness plays a significant role in building a substantial customer relationship. However, the research has identified no significant impact of brand image on customer loyalty. The customers' likeness to change their preferred brands to similar products and services. Similarly, Górska-Warsewicz and Kulykovets, (2020), attachment of consumers is a significant measure to identify loyalty of consumers. Further, the study explored that brand loyalty is typically the attachment of the customers, which influences their purchasing decisions. According to Barath, (2022) net promoter score, refer consumers likeliness to promote brand to others are used to measure loyalty of consumers. Further, Maduabuchi, Patrick and Wilson, (2020) indicates purchase ratio and number of engagements are major measures used to measure customer loyalty. 
The customers' satisfaction and loyalty helps to influence purchasing decisions. According to Diputra and Yasa (2021), brand loyalty is measured by customer satisfaction, and brand trust significantly influences brand satisfaction. The customers' reliability, safety, and honesty for the brand play a substantial role in shaping brand trust. The commitment of consumers comes with consumer trust which is influenced by SMM. The engagement with contents and frequency of visiting the brands are used to measure trust of consumers on the brand. The upselling ratio is a major tool to measure consumer trust because purchasing more than one item from the brand highlights trust of consumers (Itani, Badrinarayanan, and Rangarajan, 2023). However, according to research by Barijan, Ariningsih, and Rahmawati (2021), stronger brand attachment is a significant factor in shaping customer trust. The connection with the brand is the key to developing brand trust. The ability of the brand to meet the stated functions of the brand has been necessary because the capability of the brand increases the reliability and trust of customers.
[bookmark: _Toc178079368]2.3. Relationship between Brand Loyalty and SMM in the UK Fashion Industry 
[bookmark: _Toc178079369]2.3.1. Relationship between brand loyalty and SMM in UK fashion industry 
Brand loyalty has been identified as a significant aspect of the fashion industry to ensure the significance of the nomological network with the customers. As per the opinion of Fetais et al. (2023), social media platforms develop significant connections between fashion brands and their customers, which is responsible for creating brand loyalty. Positive WOM influences the actual purchasing intentions of the customers. The price sensitivity of fashion brands is significantly reduced through efficient SMM activities. However, research by Budiman, (2021) stated that e-WOM, marketing activities through social media, plays a significant role in developing brand image and experiential marketing, which enhances brand loyalty of the customers. Further, the online community significantly helps customers with quality information, appreciation, interaction, and systems, positively related to customer loyalty to fashion brands. The positive attitudes are encouraged with SMM with helps of valuable information about product features. 
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Figure 2.1: Relationships between SMM, brand trust and loyalty
(Source: Sohail, Hasan and Sohail, 2020)
The symbols of fashion brands are used to market product facilities and efficiencies to improve brand trust and brand loyalty. According to Ozuem et al. (2021), brand symbols and functions are marketed in SMM which is essential for the brands inbuilding loyal consumers. Personalised contents, control by consumers, style, improvements according feedback, posts, inquiries and others shapes brand perception (Dwivedi et al. 2021). Figure 2.1 shows that SMM activities such as brand community, entertainment, customisation and interaction significant related with the customer’s brand trust and brand loyalty. The interactive activities of SMM influences customer trust and loyalty. However, Majeed et al. (2021) argue that communication through marketing through social media has a positive relationship with brand loyalty. Audience targeted contents are used to make effective communication through social media platforms. Further, research by Jawaid and Rajadurai (2021) illustrated that Facebook is directly linked with customer brand loyalty, which analysis of fans of Zara has proved. SMM activities directly influence emotional attachment, which influences brand loyalty. 
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[bookmark: _Toc178079426]Figure 2.2: Relationship of customer loyalty and SMM tactics
(Source: Khoa, 2020)
[bookmark: _Hlk174197079]The designers in fashion industry significantly affects customers trust and satisfaction. Figure 2.2 shows marketing activities using designers' reputations, enhancing the intimacy interconnected with brand loyalty (Khoa, 2020). The marketing activities through social media have a significant relationship with brand loyalty. The devotedness of customers towards a brand helps determine them to be loyal customers. Social media influencers helps consumers to relate with brand and relatability improves trust (Pinto and Paramita, 2021). Further, the luxury fashion brand Louis Vuitton creates brand loyalty by implementing SMM activities (Xiao, 2023). However, research by Muniesa and Giménez (2020) outlined that SMM activities have enhanced opportunities for fashion brands to promote brand loyalty. SMM of Primark helps the brands to promote positive brand experience to improve trust (Ologunebi, 2023). Digital marketing operations contribute to developing consumer value that links with brand loyalty. 
The qualitative analysis of the SMM researchers have helped to understand the relationships of SMM activities on developing brand trust (Ozuem et al. 2021, Dwivedi et al. 2021, Majeed et al. 2021, Jawaid and Rajadurai, 2021, Ologunebi, 2023). These SMM researchers have mentioned significant role of SMM tactics on the brand trust of consumers. However, the qualitative evidences of SMM does not clearly interpret the process of developing brand trust. The developed following hypothesis has helped in effectively analysing impact of SMM on brand trust by quantitative data. The specific analyse of UK fashion industry has helped to meet the research objectives in this study by developing the following hypothesis.
H2: SMM of UK fashion brands have significant impact on the brand trust
[bookmark: _Toc178079370]2.3.2. Relationship between brand trust and SMM in UK fashion industry 
SMM operations have enhanced opportunities for fashion industry in interacting and engaging with the target customers. According to Wantini and Yudiana (2021), these operations have enhanced possibilities for fashion industry to engage and interact with customers, which is connected with brand trust. The good responses from brands through SM platforms enhances trust which is using by UK fashion brands, such as Adidas (Widodo, 2023). Figure 2.3 shows that experiential and SMM operations are linked to brand trust. But, Ebrahim, (2020), argued that incorrect information, content and lack of communication through SMM affects experiences of customers. Figure 2.4 indicates that experiential marketing helps in developing customers experience which affects trust and repurchase intensions. Khoirunnisa and Astini (2021) argue that brand trust is a mediation which is directly affected by SMM and, as a result, repurchasing customers' interests. SMM activities influence customers' trust on fashion brand, and positive perception developed through the marketing activities develops repurchasing behaviour. However, research by Chavadi et al. (2023) shows that customers' online experiences are linked with brand trust, and SMM operations influence brand experiences. The consumer interaction of consumers with brands through SMM helps in building positive brand attitudes of customers. 
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[bookmark: _Toc178079427]Figure 2.3: Relationships between brand trust and SMM 
(Source: Khoirunnisa and Astini, 2021)
Community interactions through SM platforms about features and benefits of products enhance opportunities for fashion brands to develop brand trust. Research by Hidayati (2023) solidifies the argument, stating that SMM operations enhance the capabilities to interact, engage and communicate with customers, which are mediums to improve brand trust. Thus, brand community, content marketing, WOM and others SM activities influences intentions and activities mediate brand trust and brand equity. However, research by Ashrafa and Ansaric (2022) argues that brand trust mediates in enhancing brand loyalty. Brand trust has been identified as a significant tool by fashion brands, and SMM directly collaborates with and communicates with consumers. Further, research by Persada, Jati and Nadlifatin (2022) solidifies the argument that SMM is directly linked with brand trust, essential to developing brand loyalty and experiences. Figure 2.4 indicates that SMM has significant impact on customers experiences which enhance brand equity. 
The researchers of SMM in the literature has drawn significant relationships between the SMM and customer loyalty (Wantini and Yudiana (2021, Khoirunnisa and Astini, 2021, Chavadi et al. 2023, Hidayati, 2023, Persada, Jati and Nadlifatin, 2022). The qualitative interpretation of the relationship is not effective in developing comprehensions about the impact of SMM by UK fashion industry on customer loyalty. The quantitative interpretation of impacts of SMM on consumer loyalty has been effective in determining complete understating. Thus, the analyse and proving the following hypothesis has helped to understand the impacts of SMM on brand loyalty. 
H1: The SMM of UK fashion brands have a significant impact on the brand loyalty
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[bookmark: _Toc178079428]Figure 2.4: Relationships of SMM with brand experiences and trust
(Source: Hidayati, 2023)
[bookmark: _Toc178079371]2.4. Different SMM used by UK fashion brands 
Marketing through social media has been identified as an effective tool for UK fashion industry. As per Arustamyan, Taj and Nasir's (2020) opinion, Marks and Spencer endorse SMM activities to offer its products to customers, enhancing customer engagement with the brand. Twitter, Instagram, Facebook, and Snapchat have been major social media platforms which are helpful tools because they strengthen brand loyalty. The social media platforms used by this brand have effectively developed capabilities to meet the needs and requirements of the customers (Ng and Yee, 2020). This brand has used Facebook, Instagram, Twitter and others to develop public relationships with UK customers. According to Herjanto et al. (2020), social media platforms have been significant for the fashion industry because they enhance opportunities for brand recognition and affiliation. The contents, polls, community groups, comments, feedback are helps UK fashion brands to enhance brand awareness. 
Louis Vuitton has also incorporated SMM operations, and domestic social media platforms such as Sina Weibo have also been used to promote the brand to customers. According to Yuqi (2022), adopting social networking suites enhances the opportunity for luxury fashion brands in the UK to improve their popularity. Research by Li (2023) shows that social networking sites such as Facebook have been significant for Louis Vuitton in having wider exposure to a larger volume of customers. SM platforms provides opportunities to directly communicate to understand requirements and needs of consumers. The social media platforms helps to enhance online service-providing platform, which has capabilities to provide personalised services to customers. Further, research by Dobre et al. (2021) highlights that the use of Facebook, Instagram, Twitter and others has empowered the luxury fashion of the UK to make interpersonal communication. Using "social penetration theory" enables brands to identify individual differences (Huber and Martinaitytė, 2022). The communication with deeper insights of consumers, desire, feelings, experiences through SMM helps in building consumer loyalty and trust. 
Customising SMM activities and customer interaction through social media platforms enhances customers' brand experiences. According to Tőkés (2022), visual communication has gained importance in the fashion industry of UK. Zara has been using Instagram to make visual communication through contents, blogs, videos, photos and others. Further, research by Singh (2020) highlighted that Zara posted the same visual elements on Twitter, Facebook, YouTube, Snapchat and others multiple social media platforms, which enhanced brand communication significantly. However, Caliandro and Anselmi (2021) argue that Zara uses social media platforms to analyse consumer journeys in each touchpoint. The analysis of the consumer journey enhances opportunities for the brands to improve customer loyalty and trust. According to Ramesh, (2022), Primark using SMM to enhance brand awareness, traffic and sales. 
Facebook, Instagram, YouTube, Twitter, LinkedIn, Snapchat, TikTok, and others have been identified as significant social media platforms to enhance awareness of brands. According to Ologunebi and Taiwo (2023), ASOS has used paid social media ads to connect with consumers. Search engine marketing (SEM) and optimisation (SEO) have been significant digital marketing strategies that improve ASOS's customer interactions. Further, research by Casaló, Flavián and Ibáñez-Sánchez (2021) argued that ASOS has prioritised the importance of creative stories for social networking sites to enhance the band experiences of customers. The brand account on Instagram has been used to engage with consumers through marketing contents, posts, polls and others, these results in brand loyalty and trust. Research by Oliveira and Fernandes (2022) solidifies the argument, stating that Burberry has incorporated SMM through Instagram to improve customer relationships.
Next Plc, a significant fashion brand in the UK, has integrated social networking sites to incorporate omnichannel marketing strategies to develop relationships with customers. According to Merritt and Zhao (2020), social media has been significant for Next Plc because online sales have surpassed sales of traditional bricks. Incorporating social networking sites used to post videos, stories, picture and contents have been important for developing communication and excellence to a greater level. This enhance performance efficiency, and determining the positive brand experiences of customers. However, according to research by Foroudi et al. (2021), social networking sites have been significant for Next Plc because they enhance the extent of communication. The responses from the brand to feedback and review helps consumers to make develop emotional relationship with brand. The expenditures of marketing activities through social media have been enhanced in fashion industry of UK. 
[bookmark: _Toc178079372]2.5 Role of SMM Activities in UK Fashion Industry 
[bookmark: _Toc178079373]2.5.1. Role of SMM in developing customer relationships 
UK fashion brands have been developed marketing activities with social media platforms to enhance sales, engagement and interaction. According to Sharma et al. (2020), social media activities significantly develop substantial customer relationships. The engagement of community groups helps in developing value of products to consumers and informative communication through SM sites. Figure 2.5 shows SMM activities which enhances brand awareness, perceived risks, association, perceived quality, equity and brand loyalty development. Social media platforms have effectively created customer relationships, which helps manage success to a greater level. However, research by Wibowo et al. (2020) highlighted that SMM has a significant role in offering effective to provide valuable insights about the product and services. The brands directly connects with brands though SM platforms and solving problems helps to build trust. Furthermore, the research by Jayasuriya (2022) demonstrated the important role of SMM in developing the brand perception of customers, which influences their purchasing intentions to a significantly higher level. 
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[bookmark: _Toc178079429]Figure 2.5: Role of SMM on brand equity 
(Source: Jayasuriya, 2022)
[bookmark: _Toc178079374]2.5.2. SMM helps in communicating and expanding 
The marketing activities through social media play an effective role in developing customer engagement. Research by Rienda, Ruiz-Fernandez and Carey (2021) highlighted that SMM operations had been the most crucial marketing strategy for the significant characteristics of the fashion industry. The research has also emphasised that SMM strategy has benefited fashion industries to internationalise the brands. According to research by Alatawy (2022), social media networks, technologies, tools, and transmissions have been quite efficient for brands to develop organisational performances to a greater level, which helps brands expand. Adidas has been using SM platforms to improve its presence in social networking sites to reach to larger volume consumers (Widodo, 2023). Further, social media's communication functions have been the most significant and outstanding marketing method, which helps improve brand loyalty. But, Chen and Cheng, (2020), argued that fake news on SMM platforms negatively affects consumers perception about brand. However, research by Puspaningrum (2020) argued that integrating communication through social media has no significant impact on brand loyalty of customer. However, according to research by Herjanto et al. (2020), celebrity endorsement and marketing through social media platforms have been popularised in the fashion industry. This has been effective for the UK fashion industry in branding and engaging a larger audience. 
[bookmark: _Toc178079375]2.5.3. Role of SMM to improve brand loyalty 
The marketing through social media has been developed as an effective marketing strategy to identify loyal consumers. According to Dewi, Herlina, and Boetar (2022), marketing activities through social media influence brand awareness, brand equity and positive brand perception forms loyalty. The positive reviews of other customers significantly impact the perception about brand and trust development. However, the role of SMM in influencing negative consumer feedback has yet to be considered. According to research by Yaacob, Gan and Yusuf (2021), negative consumer reviews have been a dominating factor that affects brand perception, loyalty and trust. However, considerable customer analysis and review have been identified as efficient approaches to avoid the consequences of negative reviews. The direct line benefits to make significant personalised interactions, which improves brand perception and loyalty. Further, research by Molina-Prados et al. (2022) argued that social media activities empower fashion brands to develop higher-quality customer relationships. The developed relationships are responsible for improving brand loyalty in the fashion industry. 
[bookmark: _Toc178079376]2.5.4. Role of SMM to reach target audience and higher engagement 
The social media platforms have been used by UK fashion brands to connect with their target audience. According to Wibowo et al. (2020), marketing activities through social media use creative content that meets customers' preferences. Nike use contents in SMM to reach the untapped market and influence purchasing decisions of target consumers (Champaneri and Jain, 2021). Marketing activities have a substantial role in developing good relationships with target customers. However, research by Zhao et al. (2022) claims that social networking tools, Facebook, YouTube, Twitter and others help brands gain in-depth insights into the needs and requirements of customers. The in-depth insights into the customer preferences have been effective for fashion brands in developing marketing activities to meet their needs and requirements. The enjoyable and unique experiences of consumers are focused by SMM to engage consumers to a greater extent. Further, research by Ibrahim (2022) agreed that social media activities determine how consumers develop their brand perception. Customers' engagement in different social media platforms significantly enhances opportunities to engage with target consumers. 
[bookmark: _Toc178079377]2.6. Impacts of SMM on Brand trust and loyalty in the UK fashion industry
SMM activities have a differently affected on the fashion industry. According to Rathnayake and Lakshika (2022), SMM activities affect brands' trustworthiness, influencing purchasing intentions and brand trust. Research has also claimed that SMM significantly increases the attractiveness of unattractive fashion products. However, research by Handa (2020) disagreed by stating that social media has influenced complaints about unimpressive products. This raises questions about the credibility of fashion designers in offering attractive and efficient fashion products. Further, research by Yeo et al. (2022) solidifies the argument setting that perceived risk factors comprehended by customers through SMM affect purchasing decisions. Communication with efficient information has been a positive factor in developing cognitive trust in consumers. The E-commerce sector has significant capabilities to ensure risk-free purchasing, and developed experiences ensure brand trust. 
Implementing SMM has developed relationships between the brand and the target consumers with two-way interaction. According to Kong, Witmaier and Ko (2021), social media communication significantly affects catering to customer preferences. Considerable considerations of customers' preferences have been identified as efficient in managing higher-quality customer relationships. The anticipation of the “social penetration theory” has highlighted that SMM activities have significantly improved brand loyalty and trust in fashion brands by sharing vulnerabilities (Macharia and Namusonge, 2021). Figure 2.6 shows that SMM has significant impact on consumer trust and purchasing decisions of customers. The anticipation of “social penetration theory” empowers brands to significantly improve their relationships with customers, which provides long-term value to the brand. The feeling, experiences and others are used to interact with brand though SM platforms which increases emotional attachment with the brand. Research by Natiqa, Kusumawati and Aprilianty (2022) solidifies that social media platforms help improve brand equity. The improved brand equity significantly impacts the customers’ purchasing behaviour of fashion products. 
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[bookmark: _Toc178079430]Figure 2.6: Impact of SMM on purchasing intentions 
(Source: Manzoor et al. 2020)
The opportunities for fashion brands have been developed through social media platforms to offer in-depth insights about the brand. The expert information circulated through social media platforms efficiently impacts purchasing decision-making. According to Kim, Kang and Lee (2020), YouTube is the most significant social media platform because it helps markets build substantial customer relationships. This social media platform has efficiently developed more interactive relationships with the brand. Online contests and polling are interactive social media activities which improves relationships and evoke interest, which enhances sales (Apsari and Aruan, 2024). However, according to research by Irshad, Ahmad, and Malik (2020), customers' trust is significantly affected due to a lack of face-to-face communication in SMM, which influences higher performance efficiency. The lower trust of consumers in SMM activities enhances fashion brands' communication challenges. However, research by Ihzaturrahma and Kusumawati (2021) has mentioned that SMM is significant in reinforcing awareness of fashion brands. This reinforcement increases brand loyalty and brand trust to a considerable level. 
The UK fashion brands have used content appraisal, increasing marketing operations' efficiency to enhance customers’ awareness about brands. As per the opinion of Britt et al. (2020), the prioritisation of practical content used in SMM which has been significant for the fashion industry. This is mainly because social media influences perceptions about the brand by showcasing attractive features and benefits. After all, this allows brands to have a substantial comprehension of consumers. Further, the degree of the valuable content significantly impacts the development of positive trust in consumers. Research by Manzoor et al. (2020) states that social media platforms have improved experiences and knowledge, because consumers' content creation has significantly increased. Further, research by Zhao et al. (2022) solidifies that social media helps brands gain in-depth insights about the target audience. This helps brands in developing personalised communication, interaction and engagement which enhances reliability on brand. The in-depth insights about the customers have benefited the customers, and the fashion industry has been offering more sustainable products as demands for sustainable fashion products have increased. Thus, social media platforms significantly contribute to developing customer relationships and engagement.
[bookmark: _Toc178079378]2.7. Strategies for SMM to develop brand loyalty and Trust in the UK fashion industry 
The UK fashion industry has employed SMM strategies to develop efficiency of branding. According to Muniesa and Giménez (2020), brand experiences are used for marketing through social media platforms. This positive interaction of customers through social media platforms enhances brand loyalty and trust in the fashion industry. Further research by Jung, Kim and Kim (2020) shows that the brand image of fashion brands plays a vital role in influencing consumers' purchasing intentions. The brand image and functions are significantly communicated to the customers, which helps shape customers' purchasing behaviour. Further, research by Nobar, Kalejahi and Rostamzadeh (2020) argued that social media are used as significant interactive platforms, through contests, polls, comments, review and others. The brands pursue positive interactions. Social media polls are effective for UK fashion brands to enhance ownerships in consumers to generate insightful ideas and contents for marketing (Brüns and Meißner, 2024). 
The information output produced by SMM is easily accessible by the customers. Easy access to social media platforms has significantly influenced brand perception. According to Khoa and Huynh (2023), cutting-edge methods to overcome online presence of brands have been used in marketing activities through social media, and this helps fashion brands reach larger customers. Interactive contents, personalisation, collaboration with influencers and other cutting-edge technologies are used to influence consumers trust and loyalty. Personalised positive brand experiences are provided through SMM, increasing opportunities for brands to enhance customer satisfaction. Research by Heskiano, Syah and Hilmy (2020) solidifies the argument, stating that fashion brands utilise efficient content that meets individual customers' requirements. Appealing content through multiple social media platforms has been significant for the brand. Further, research by Dülek and Aydın (2020) stated that user-generated content improves WOM, substantially influencing brand loyalty. Trust in the brand operations and products is used to mediate marketing operations and strengthen brand loyalty. Zara has used user-generated contents which helped this fashion brand in humanising the brand in greater extent (Popović et al. 2021).
SEO and SEM are significant strategies used in marketing tactics of social media by the fashion industry because these tools have been identified as effective in enhancing brand awareness. According to Drummond, O'Toole, and McGrath (2020), personalised messages through different social media platforms have been most effective tactics to promote brand loyalty and trust. This tactics is used by Nike which helps brands in determining seamless customer experiences (Champaneri and Jain, 2021). This significantly impacts the development of personalised customer experiences, which prompts them to be loyal customers. The fashion industry, therefore, has enhanced social media's commercial functions, which has been identified as a significant tool that enhances opportunities to achieve success (Gornostaeva, 2023). But, research by Sharma et al. (2020) argued that SMM operations strengthen brand value and brand awareness to engage customers. Efficient SMM operations have a significant impact on the motivation of consumers, which results in an influx of consumer purchasing intentions. 
[bookmark: _Toc178079379]2.8. Theoretical underpinnings  
“Social Penetration Theory”
This theory illustrates that along with the development of relationships, communication becomes shallower to more intimate communication. Regarding SMM activities (Huber and Martinaitytė, 2022), the “Social Penetration Theory” is necessary because it highlights the impacts of marketing activities of social media on interpersonal communication with consumers. The consumers make communication about their feeling, experiences, relationships and others. Further, research by Macharia and Namusonge (2021) has highlighted that this theory progresses through step by step, which are significant for developing customer relationships. This theory would be effective to understand the significant process of developing loyal and satisfied customers in UK fashion industry, because UK fashion companies used SMM to interact and engage with customers through valuable information (Gornostaeva, 2023). The outer superficial level determines lack of interaction and share of limited information. The self-discloser of customers about their likes, dislikes and personal and intimate information sharing and communication helps in developing trust, loyalty and strengthened relationships (Pearce, 2020). This theory gradually develops trustworthy relationships and each stages of the onion would be significant to elaborate the gradual impact of SMM by UK fashion industry in building trust and loyal customers. These stages would be effective for UK fashion industry to make significant SMM to develop customer satisfaction and loyalty. 
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Figure 2.7: Social Penetration Theory 
(Source: Pearce, 2020)
[bookmark: _Toc178079380]2.9. Literature gap 
Critical analysis of the literature has been practical in understanding the significant gap in the literature on social marketing to influence brand loyalty and trust. The research in this literature by Ebrahim (2020), lower sample size and inefficient demographic representation are raises concern to generalise impact of SMM on developing brand trust, Further, the study by Park, Im, and Kim (2020) conduct study only considering impact of influencer and brand trust with significant emotional attachments. Further, Puspaningrum (2020) illustrated that social media communication has no significant relationship with brand trust and loyalty. Research by Sohail, Hasan and Sohail, (2020), has limited discussion about how the interaction of SMM develops brand trust and loyalty. Thus, the existing study has demographic issues, lower sample size, lack of clearer picture of how SMM develops brands trust and loyalty and existing study contrasts that SMM has not impact on brand trust and loyalty. This study bridges the literature gap by collecting data from particular demographics, ade data, process of how SMM develops brand trust and loyalty and analyses efficiency of SMM on developing brand trust and loyalty by UK fashion industry. 
[bookmark: _Toc178079381]2.10. Conceptual Framework
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[bookmark: _Toc178079431]Figure 2.8: Conceptual framework
(Source: Developed by researcher)
Figure 2.7 of conceptual framework highlighted the relationships among independent and independent variables. The brand trust and brand loyalty are dependent variable which are influenced by independent variables. The framework highlights the significant relationships between brand trust and brand loyalty. In the literature, the hypothesis developments have been interpreted which are analysed in this study. Thus, hypothesis are H1 has been designed as “SMM of UK fashion brands have a significant impact on the brand loyalty” and H2 is “SMM of UK fashion brands have no significant impact on the brand trust”. The hypothesises shows the major areas of this study which has been investigated by the researcher. 
[bookmark: _Toc178079382]2.11. Summary 
Brand trust is the commitment of consumers to continue purchasing without considering competitors. The efficiency of the brand operations and products significantly increases loyalty to the brand. UK fashion brands like Louis Vuitton, Zara, Next Plc, ASOS, Marks and Spencer, and other famous brands have integrated SMM strategies. This has increased the significance of SMM strategies to directly engage, communicate, interact, engage and develop brand perceptions. SMM has been playing a significant role in creating a positive brand perception, and considerable band experiences have enhanced the brand's opportunities to build marketing operations. Social media platforms, personalised offerings, messages, and other things have allowed UK fashion brands to improve their brand experiences and positive perceptions. The "social penetration theory" has been influential in understanding the process of how social media develops high-quality relationships with consumers. The use of creative and engaging content and marketing through Facebook, Instagram, Twitter, YouTube and others have been effective in developing brand perceptions.


[bookmark: _Toc178079383]Chapter 3: Research Methodology 
[bookmark: _Toc178079384]3.1. Introduction 
The selection of appropriate research methods, mechanisms, and tools is essential in conducting research. Applying research methods and procedures is significant for researchers to enhance the reliability and efficiency of research outcomes. This section of this study evaluates and justifies selected research methods to ensure the reliability and efficiency of the research outcomes. 
[bookmark: _Toc178079385]3.2. Research Onion 
“Saunders’ Research onion” works as a research design model that is helpful for researchers in developing empirical approaches to conduct research. Figure 3.1 shows each layer of this onion, which helps produce significant research methodology for conducting the research. According to Abdelhakim (2021), this research onion is an essential tool for the researchers because it guides research in each choice to ensure significant research approaches. 
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[bookmark: _Toc178079432]Figure 3.1: Saunders’ Research Onion
(Source: Abdelhakim, 2021)
[bookmark: _Toc178079386]3.3. Research Philosophy 
The first layer of the onion shows four research philosophies used in conducting the research. “Positivism” helps to make objective observations and observations of significant areas to improve experiences, but assumptions affect the reliability of the research outcomes (Park, Konge, and Artino, 2020). Interpretivism helps in understanding experiences, but the outcomes of this philosophy are unreliable (Alharahsheh and Pius, 2020). Further, realism helps understand the essence but does not consider imagination and emotions. On the other hand, pragmatism effectively comprehends actions within a situation, and data discrepancies raise complications when analysing and evaluating data. 
Justification 
The analysis helped the researcher follow “Positivism” because this approach helped the researcher make objective data observations. The critical objective observation of collected data has been helpful for researchers who want to make significant improvements in their assumptions. The data has been aligned with empirical measurements, which developed the efficiency of the research methods. This philosophy has helped determine more reliable research outcomes, which would not have been possible with Interpretivism for higher dependability on participants (Alharahsheh and Pius, 2020). The objective observation has benefited the researcher in identifying the role of SMM, brand trust, brand loyalty, impacts and relationships with the UK fashion industry. The controlled experimentation has practically aligned the observation to answer research questions.
[bookmark: _Toc178079387]3.4. Research Approach 
The second layer of the onion shows three research approaches used in conducting the research. The “Deductive approach” follows a logical flow in interpreting and reaching a conclusion. However, incorrect use of statistical research methods results in erroneous conclusions (Casula, Rangarajan, and Shields, 2021). The “inductive research approach” develops a new theory with a correct contextual explanation, but immediate application results in chaos. The “abductive approach” combines deductive and inductive reasoning, which is helpful for surprising observations but is also a limitation to conducting the studies. 
Justification 
The analysis of the research approaches has been helpful for the researcher in selecting the “Inductive research approach.” This reasoning has been practical for the researcher in identifying patterns from collected data and has benefited the researcher in determining generic research outcomes from specific observations (Vears and Gillam, 2022). The identification of particular observations of the data has been helpful for the researcher in developing an understanding of the significance of SMM for creating brand loyalty and trust in the UK fashion industry. The development of specific undertakings of the role and importance has helped the researcher develop generalised research outcomes about the role, impacts, and relationships of SMM with brand loyalty and trust. 
[bookmark: _Toc178079388]3.5. Research Method 
The third layer of this onion shows three significant methods, which have been further divided into two segments. Mono-methods are more accessible, and researchers can conduct studies from single sources, but they need more reliability and validity. Mixed methods are more complex and require sample size, requiring more research skills and resources (Eichsteller, 2022). Further, qualitative research is not statistically represented as a quantitative method. The qualitative method enabled the collection of new beliefs and approaches, which is less practical than the quantitative method (Kandel, 2020). 
Justification 
Evaluating the methods has helped the researchers approach with “mono-method quantitative”. This scientific and relatable method has been significant for researchers in collecting reliable and specific data. This study's objectives and research questions have been used to collect specific quantitative data, and statistical analysis has helped to identify the role and impacts of relationships of SMM with brand loyalty and trust in UK fashion industry. The use of the Internet and Google Forms has been effective in conducting the survey, which helped in collecting most appropriate quantitative data as a result of this selected research method (Kaur and Bansal, 2022). Analysing the existing literature and identifying the research questions has helped apply this research method. 
[bookmark: _Toc178079389]3.6. Research Strategy 
The fourth layer of the research onion shows different research strategies. Experimental strategies are used to understand effects and causes, and manipulating variables results in unethical practices (Gopalan, Rosinger, and Ahn, 2020). Archival strategy collection uses different resources to validate in-depth comprehensions, but identification of sources is crucial. The case study strategy collects data from different sources, but one's feelings significantly influence research outcomes (Schoch, 2020). Action research is used in ongoing procedures, and research outcomes are crucial to replicate. Grounded theory uses interviews to direct real-world research, but data analysis is complicated (Cullen and Brennan, 2021). 
Justification
The researcher used the “Archival research strategy,” which helped the researcher to gain an in-depth comprehension of the role, impact, and relationships of SMM with brand trust and loyalty in the UK fashion industry (Jo and Gebru, 2020). The researcher has selected consumers of UK fashion industry because consumers are suitable sources to identify the impacts of SMM on their brand loyalty and trust in UK fashion industry. The selection of natural archives has been useful for the research in this study to guide the data collection. This has helped to make an in-depth study about the role, impacts and relationships of SMM with brand trust and loyalty in UK fashion industry. 
[bookmark: _Toc178079390]3.7. Questionnaire Development 
The researcher used a closed-ended survey questionnaire to ensure structured responses, which helped reduce difficulties (Taherdoost, 2022). The questionnaire was developed using a focused group, and pilot testing was conducted to develop questionnaire (Aithal and Aithal, 2020). The open-ended questions have been encouraged to have insights which have been used in formulating clear and concise questionnaire to conduct the survey. The literature review has helped decide the focus of this study and identify research questions that have been used in developing the research. Each research question and objective was used to create the research questions. In order to ensure a significant source of data collection, the researcher used one qualifying question and four demographic questions [Refer to Appendix 1]. 
[bookmark: _Toc178079391]3.8. Inclusion and Exclusion Criteria 
	Criteria
	Inclusion
	Exclusion

	Purchased from UK fashion brands 
	Consumers purchased from UK fashion brands
	Consumes did not purchase from UK fashion brands

	Geographic location 
	UK 
	UK 

	Age
	More than 18
	Less than 18

	Knowledge about SMM 
	Consumers know and are experienced in SMM
	Consumers have no knowledge and experience about SMM


[bookmark: _Toc178079460]Table 3.1: Inclusion and exclusion
(Source: Developed by researcher)
Table 3.1 shows the criteria which has been used by the researcher to select the participants for conducting the survey. The inclusion criteria shows that survey participants would consumer of fashion brands only from UK. The age of consumers needed to be more than 18 and the consumer needed to have experience about SMM. The exclusion criteria are completely opposite to inclusion criteria. 
[bookmark: _Toc178079392]3.9. Sample size 
Using a significant sampling method and the sample size is crucial for the researchers conducting the research. The sample size enables the researchers to determine the true representative of the selected groups (Rahman, 2023). In order to be sure about true representatives, in this study, the research has collected responses from 81 consumers of UK fashion industry. Initially, responses were collected from 90 participants and applying excluding and including criteria, this study collected selected responses from 81 participants. A sample size has been used in this study to determine powerful statistical representation. On the other hand, using a sample size has helped avoid possible errors. The lower errors enhance the reliability and validity of the research outcomes, which leads to significant research conclusions about the role, impacts and relationships of SMM with brand loyalty and trust in UK fashion industry.
[bookmark: _Toc178079393]3.10. Sampling Technique 
The researcher in this study used the “purposive sampling technique”, which has helped select the most relevant participants. The purpose, research questions, and objectives were used to develop criteria for selecting survey participants (Andrade, 2021). This has helped the researcher to ensure rich and reliable research outcomes, which have been crucial for the researcher in collecting the research to a significantly higher level. The focused findings have empowered the researcher to identify the role, impacts and relationships of SMM with brand trust and loyalty in UK fashion industry. 
[bookmark: _Toc178079394]3.11. Data collection method 
The researcher has used “Primary data collection method” because access to authentic data helps researchers enhance the research outcomes' reliability and validity. The source has been selected to collect rich and efficient primary data to explore the role and effects of SMM on consumers’ brand loyalty and trust (Schuurman, 2020). Primary data collection has been used in this study to conduct this study with recent data and information about SMM in UK fashion industry. The survey was conducted to collect primary quantitative data, and this tool helped collect primary data from a sample size. The internet in the survey has been effective for direct communication with consumers and gathering raw data regarding the impacts, tole and relationships of SMM with brand loyalty and trust in UK fashion industry (Shatrı, 2020). This tool has helped collect valid and specific information with pre-developed close-ended questionnaires. This has helped the researcher collect vast data to answer the research questions. 
[bookmark: _Toc178079395]3.12. Data analysis technique 
The researcher has used the “quantitative data analysis technique”, and selecting this technique has benefited quantitively measuring the impacts, role and relationships of SMM with brand trust and loyalty in UK fashion industry. Using quantitative analysis through SPSS software has effectively enhanced statistical data analysis with greater emphasis on the research outcomes and approaches (Hassan, Poon and Alisa, 2023). Descriptive, Correlation and Regression statistics have been used to identify the impacts and relationships and test the research hypothesis. The statistical measurement of the quantitative data has helped to investigate the impacts, role and relationships of SMM with consumers’ brand loyalty and brand trust to a significantly higher level. 
[bookmark: _Toc178079396]3.13. Reliability and Trustworthiness 
The researcher in this study considered objective data collection and interpretation to ensure the effectiveness of the research outcomes. The personal biases and subjective interpretations of collected data have benefited the research in concluding the research according to the collected data. Further, the research has collected data from a sample size, which is true representatives of the selected consumer groups ((Rahman, 2023). This has also effectively investigated SMM's overall impacts, role and relationships in the fashion industry. The research methods and mechanisms have been significantly followed to reach efficient research outcomes. 
[bookmark: _Toc178079397]3.14. Ethical considerations 
The researcher followed the institute's guidelines, and the ethics form was helpful in determining ethical considerations for conducting the research. The consent form was used to instruct participants on the purpose, use of data, and value condition of their responses. The “Data Protection Act 2018” has been applied and followed by the researcher in this study to ensure the safety of consumers, and the researcher has not used identifiable information to ensure privacy and security (Almeida, Shmarko and Lomas, 2022). Further, this study has followed significant measures in applying primary research methods and tools. This study has not been used commercially, and no other institutes have published it. 
[bookmark: _Toc178079398]3.15. Summary 
The following Sauders’ framework in selecting the research mechanisms and tools has significantly helped the research develop the empirical research method. The selection of Positivism has directed the researcher at a significant level from the first layer in conducting this study. Further, inductive reasoning has been helpful for the researcher to reach from specific observation to generalise research outcomes. Mono-method quantitative has the benefit of allowing the researcher to concentrate on answering research questions. The archival strategy helped to understand SMM's role, impacts, and relationships with brand loyalty and trust. A closed-ended survey questionnaire was used to collect quantitative data, and SPP software was used to interpret and analyse statistical data. The data was collected from 81 consumers using a purposive sampling method to enhance the reliability and validity of the research outcomes.


[bookmark: _Toc178079399]Chapter 4: Results 
[bookmark: _Toc178079400]4.1. Introduction 
The result section interprets the findings, and the implications are analysed in the next chapter. The findings of this study are presented to ensure that the context of this study is according to the research objectives and questions. In this section, the research logically presents the findings without biased interpretation. The survey questions and the responses collected from the survey have been presented in this study, and the research hypotheses have been measured. 
[bookmark: _Toc178079401]4.2. Findings 
Question 1. Have you purchased fashion items from any UK fashion brand in the past 12 months?
In the survey, around 95.1% of respondents mentioned purchasing fashion products in the UK fashion industry in the last 12 months. However, 3.7% of participants mentioned buying products within the previous 12 months.
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[bookmark: _Toc178079433]Figure 4.1: Purchased from UK fashion brands 
(Source: Developed by researcher)
Question 2. What is your gender?
Figure 4.2 shows that 53.1% of respondents in the survey were male, and this group had a higher percentage of male respondents than female respondents (38.3%). Further, 8.6% of respondents stated they prefer not to disclose their gender identity. 
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[bookmark: _Toc178079434]Figure 4.2: Gender of participants
(Source: Developed by researcher)
Question 3. What is your age range?
In this survey, 21% of respondents belong to the 18- 24 age group, 61.7% of participants belong to the 25- 34 age group, 9.9% of participants belong to the 35- 44 age group, 3.7% of participants belong to the 45- 54 age group, and 3.7% of participants belong to the 55-above age group. 
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[bookmark: _Toc178079435]Figure 4.3: Age groups of participants
(Source: Developed by researcher)
Question 4. What is your highest level of education?
Figure 4.4 shows that 11.1% of participants have high school diplomas, 4.9% have associate degrees, 32.1% have bachelor's degrees, 40.7% have master's degrees, 7.4% have doctoral degrees, and 3.7% have not disclosed their educational degrees. 
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[bookmark: _Toc178079436]Figure 4.4: Level of education 
(Source: Developed by researcher)
Question 5. What is your approximate monthly spending on fashion items?
In the survey, 25.9% of participants mentioned their monthly expenses in the fashion industry are £0-£50, 34.6% of participants stated £51-£100, 25.9% of participants mentioned £101-£200, 9.9% of participants mentioned £201-£500 and 3.7% of participants have mentioned £501 and above expenses. 
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[bookmark: _Toc178079437]Figure 4.5: Monthly spending on the fashion industry 
(Source: Developed by researcher)
Objective 1: To analyse the role of SMM in developing brand loyalty and trust in the UK fashion industry
	Research questions
	Intent to measure
	Referred to the objective

	Question 6
	Measures efficiency of SMM
	Define role of SMM information

	Question 7
	Measures effectiveness of SMM
	Identify role of SMM in defining loyalty and trust 

	Question 8
	Measure role of SMM in interaction 
	Shows role of SMM in determining trust and loyalty

	Question 9
	Measures usefulness of contents used in SMM
	Highlights role of contents in defining loyalty and trust 


[bookmark: _Toc178079461]Table 4.1: Findings for objective 1
(Source: Developed by researcher)
Table 4.1 indicates that question 6, 7, 8 and 9 helps in interpreting role of SMM information and contents in developing brand loyalty and brand trust of consumers in UK fashion industry. 
Question 6. Social media content by UK fashion brands is informative and engaging.
Figure 4.6 shows that 37% of participants agree, and 13.6% strongly agree, that SMM is informative and engaging. However, 9.9% strongly disagreed, and 7.4% disagreed about the efficiency of SMM by UK fashion brands in being informative and engaging. Further, 32.1% of participants in this survey have remained neutral and have not answered this survey question. 
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[bookmark: _Toc178079438]Figure 4.6: SMM is engaging and informative 
(Source: Developed by researcher)
Question 7. Social media marketing by UK fashion brands enhances my trust in these brands.
The SMM is significant for UK fashion retailers because it improves consumers’ brand trust. 39.5% of participants agreed, and 8.6% strongly agreed with this statement. However, 7.4% of participants in this survey strongly disagreed, and 11.1% disagreed with this statement. On the other hand, 33.3% of participants did not answer this survey question and remained neutral. 
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[bookmark: _Toc178079439]Figure 4.7: SMM enhance trust
(Source: Developed by researcher)
Question 8. Interactions with UK fashion brands on social media increase my loyalty to these brands.
Figure 4.8 indicates that 32.1% of survey respondents agreed, and 9.9% of respondents strongly agreed that interaction of consumers with UK fashion brands through SMM improves their loyalty. However, 44.4% of respondents in the survey have yet to answer this survey question. However, 3.7% of respondents in the survey disagreed, and 9.9% strongly disagreed about the effectiveness of SMM interaction in developing brand loyalty for UK fashion brands. 
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[bookmark: _Toc178079440]Figure 4.8: SMM interaction develops loyalty 
(Source: Developed by researcher)
Question 9. The visual content UK fashion brands share on social media influences my purchasing decisions.
Appealing to visual consent marketing through SMM by UK fashion brands has a significant impact on developing brand perception and purchasing decisions. Figure 4.9 shows that 33.3% of survey respondents agree, and 16% strongly agree with the statement. However, 6.52% of survey respondents disagreed, and 4.9% strongly disagreed with this statement. However, 39.5% of survey respondents have yet to answer this question and remain neutral. 
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[bookmark: _Toc178079441]Figure 4.9: Influence of Visual Content on purchasing decisions 
(Source: Developed by researcher)
Objective 2 
Objective 2: To develop a critical comprehension of the role of SMM, brand loyalty, and trust with reference to the UK fashion industry
	Research questions
	Intent to measure
	Referred to the objective

	Question 10
	Measure efficiency of SMM in managing relationships
	Develops knowledge about role of SMM in developing relationships 

	Question 11
	Analyse role of engagement on brand loyalty 
	Highlights effectiveness of SMM in building loyalty and engagement

	Question 12
	Measure role of SMM in determining brand value
	Evaluates significance of SMM to showcase brand value of UK fashion brands 

	Question 13
	Measure role of SMM in building trust 
	Showcase role of SMM in building trust


[bookmark: _Toc178079462]Table 4.2: Findings for objective 2
(Source: Developed by researcher)
Table 4.2 indicates that question 10, 11, 12 and 13 measures the role of SMM in developing the brand loyalty and brand trust in consumers for UK fashion brands. 
Question 10. Social media interactions with fashion brands make me feel more connected to the brand.
In the survey, 40.7% of respondents agreed, and 16% strongly agreed that SMM has significantly influenced their connectedness with UK fashion brands. However, 8.6% of respondents disagreed, and 6.2% strongly disagreed about the effectiveness of SMM in developing connectedness with UK fashion brands. On the other hand, 28.4% of consumers remained neutral when answering this survey question. 
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[bookmark: _Toc178079442]Figure 4.10: Influence of SMM on Connectedness
(Source: Developed by researcher)
Question 11. I am more likely to remain loyal to a UK fashion brand that actively engages with customers on social media.
Figure 4.11 shows that 37% of survey participants have agreed, and 14.8% have strongly agreed that they remain loyal to UK fashion brands actively engaged with SMM. However, 3.7% of survey respondents strongly disagreed, and 8.6% disagreed about SMM's role in determining loyalty towards UK fashion brands. Further, 5.8% of participants have remained neutral and have yet to answer this survey question. 
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[bookmark: _Toc178079443]Figure 4.11: Influence of SMM on loyalty
(Source: Developed by researcher)
Question 12. Social media marketing helps me understand the values and commitments of UK fashion brands.
In the survey, 42% of respondents agreed, and 12.3% strongly agreed that SMM helps understand UK fashion brands' brand values and commitments. However, 4.9% strongly disagreed, and 7.4% disagreed about the efficiency of SMM in understanding brand values and organisational commitments through SMM communication. However, 33.3% of survey respondents remained neutral and did not answer this question. 
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[bookmark: _Toc178079444]Figure 4.12: Impact of SMM on developing brand value 
(Source: Developed by researcher)
Question 13. I trust fashion brands with a solid social media presence more than those without.
Figure 4.13 shows that 32.1% of survey respondents agreed, and 18.5% strongly agreed, that using SMM helps UK fashion brands build brand trust. However, 35.8% of survey respondents have remained neutral in answering this survey question. However, 7.4% of survey respondents disagreed, and 6.2% strongly disagreed about the role of SMM in building brand trust. 
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[bookmark: _Toc178079445]Figure 4.13: Impact of SMM on developing brand trust 
(Source: Developed by researcher)
Objective 3 
Objective 3: To analyse the relationships between brand loyalty and brand trust triggered by SMM
	Research questions
	Intent to measure
	Referred to the objective

	Question 14
	Measure efficiency of SMM in building confidence 
	Shows relationship between SMM in developing trust and purchasing intensions

	Question 15
	Measures strong SMM position on consumer trust
	Highlights effectiveness of SMM in building trust

	Question 16
	Measures efficiency of SMM to recommend brand to others 
	Shows relation of SMM to trigger brand loyalty and brand trust


[bookmark: _Toc178079463]Table 4.3: Findings for objective 3
(Source: Developed by researcher)
Table 4.3 indicates that question 14, 15 and 16 shows significance of SMM I building trust and loyalty of consumers which influence intentions of consumers to recommend to others. 
Question 14. Social media marketing by UK fashion brands makes me more confident in my purchasing decisions.
In the survey, 38.3% of participants agreed, and 16% strongly agreed that SMM significantly impacts developing consumers’ confidence in purchasing decisions. However, 9.9% of participants disagreed, and 4.9% strongly disagreed with the role of SMM in building confidence while making purchasing decisions. 
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[bookmark: _Toc178079446]Figure 4.14: SMM enhances confidence
(Source: Developed by researcher)
Question 15. My trust in a UK fashion brand grows stronger with positive experiences on social media.
Consumers' positive experiences in SMM help UK fashion brands enhance brand trust. Figure 4.15 shows that 42% of participants agreed, and 16% strongly agreed with the statement. On the other hand, 29.6% of respondents did not answer this survey question and remained neutral. However, 8.6% of participants disagreed, and 3.7% of participants strongly disagreed with the statement. 
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[bookmark: _Toc178079447]Figure 4.15: SMM enhances confidence
(Source: Developed by researcher)
Question 16. I would like to recommend a UK fashion brand to others if I have positively interacted with them on social media.
Figure 1.16 shows that 40.7% of survey respondents agreed and 13.6% strongly agreed that SMM positive interaction influences the likeliness to recommend UK fashion brands to others. However, 3.7% strongly disagreed, and 8.6% disagreed with this statement. On the other hand, 33.3% of respondents remained neutral and did not answer this research question. 
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[bookmark: _Toc178079448]Figure 4.16: SMM positive interaction helps in developing brand recommendations
(Source: Developed by researcher)
[bookmark: _Toc178079402]4.3. Correlation, regression, descriptive statistics
[bookmark: _Toc178079403]4.3.1. Reliability test 
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[bookmark: _Toc178079464]Table 4.4: Reliability Statistics
(Source: Developed by researcher)
table 4.4 shows the value of Cronbach’s Alpha value is 0.879 which is close to 1. This indicates 16 questions of the survey used is valid and reliable. 
[bookmark: _Toc178079404]4.3.2. Descriptive Statistics 
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[bookmark: _Toc178079465]Table 4.5: Descriptive statistics
(Source: Developed by the researcher)
The value of N is 81, which indicates no missing data. The average response of the variables is 1, which is higher than the maximum values. The Std values are high, which suggests that the collected data are widely spread from the mean value. 
[bookmark: _Toc178079405]4.3.3. Correlations Statistics
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[bookmark: _Toc178079466]Table 4.6: Correlations
(Source: Developed by researcher)
Table 4.6 shows Pearson correlation values of 1 and 2-tailed values of 0.45, 0.98, and 0.52, which are close to 0.05. This indicates positive relationships between the variables. The question 6, 7, 8 and 9 role of SMM in developing brand trust and loyalty. 
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[bookmark: _Toc178079467]Table 4.7: Correlations
(Source: Developed by researcher)
The Pearson correlation values are one, and the 2-tailed sig values are 0.56, 0.61, 0.52, and 0.64, which are close to 0.05. This indicates that the variables in these statistics have positive relationships. The question 10, 11, 12 and 13 measures role of SMM for UK fashion brands in building brand trust and loyalty. 
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[bookmark: _Toc178079468]Table 4.8: Correlations
(Source: Developed by the researcher)
Table 4.8 shows the Pearson correlation values of the variable 1. The 2-tailed sig values are 043, 0.45, and 0.97, close to 0.05, indicating the positive relationship between the variables. The positive relationships of the variables indicate that the SMM used by UK fashion brands have a significant positive impact on developing brand loyalty and trust of consumers. Question 14, 15 and 16 measures the influence of SMM on brand loyalty and brand trust.
[bookmark: _Toc178079406]4.3.4. Regression analysis 
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[bookmark: _Toc178079469]Table 4.9: Model Summary 
(Source: Developed by researcher)
Table 4.9 shows that R is 0.62, which is higher than 0.4. This indicates that the variables SMM, brand loyalty, and brand trust in the UK fashion industry have significant relationships with each other. 
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[bookmark: _Toc178079470]Table 4.10: ANOVA
(Source: Developed by researcher)
This regression model has been identified as effective because Table 4.10 shows that the value of F is 16, greater than 1. The more excellent value of F indicates the model's significance. 
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[bookmark: _Toc178079471]Table 4.11: Coefficients 
(Source: Developed by researcher)
The sig value of the dependent variable 11 is 0.94, which indicates higher than 0.05. This suggests that the independent variable significantly impacts the dependent variable. As the sig value is higher than 0.05 in with 95% confidence interval, this helps the researcher in rejecting the null hypotheses. The null hypotheses are “H01: The SMM of UK fashion brands have no significant impact on brand loyalty” has been rejected and “H02: SMM of UK fashion brands have no significant impact on brand trust” alternative hypothesis has been accepted. Further, this helped the researcher accept the alternative hypotheses “H1: The SMM of UK fashion brands has a significant impact on brand loyalty” and “H2: SMM of UK fashion brands has a significant impact on brand trust”. 
[bookmark: _Toc178079407]4.4. Summary 
The results of this study indicate that SMM of UK fashion industry is engaging and informative. The positive interaction of consumers with UK fashion brands has effectively developed brand trust and loyalty. The visually appealing SMM has a significant impact on consumers' purchasing decisions. The use of SMM has enhanced the abilities of UK fashion brands to develop connectedness with consumers. On the other side, active engagement of UK fashion brands in SMM has potential impacts to ensure the loyalty of consumers. The active engagement of UK fashion brands positively affects leveraging brand loyalty and trust. Further, SMM enhances consumer confidence and trust, influencing their purchasing decisions. The positive brand experience through SMM builds trust, and significant positive experiences help brands recommend UK fashion brands to others. Conversely, quantitative measures through statistics have helped reject the null hypothesis and accept the alternative hypothesis.


[bookmark: _Toc178079408]Chapter 5: Discussion 
[bookmark: _Toc178079409]5.1. Introduction 
This study has analysed and interpreted the results' implications. The interpretation was practical for the researcher in determining the significance of this study. Findings of this study is compared and contrast against the findings of literature review.  
[bookmark: _Toc178079410]5.2. Implications of findings 
Research question 1: What is the importance of SMM for developing brand loyalty and trust in the UK fashion industry?
The SMM has significantly developed relationships, loyalty, and trust in the UK fashion industry. In question 6, 37% of consumers mentioned that the content of SMM has been adequate for UK fashion brands in developing engagement with more informative SMM content. In section 2.5.1 of the literature review (LR), Wibowo et al. (2020) agreed that SMM helps fashion brands by providing in-depth visibility of the products and services. This helps determine the positive effects of determining relationships with consumers. Further, the findings of Lim and Rasul (2022) showed that social media content helps develop desired customer engagement. The content related to brands helps communicate effectively, which engages customers. In the survey, 13.6% of customers strongly agreed that SMM content is informative and engages customers with fashion brands in UK. Similarly, Arustamyan, Taj and Nasir (2020), in section 2.4 of LR, stated that Marks and Spencer’s focuses more on customer engagements. 
The quality of content plays a crucial role in developing customer engagement through SMM. In the survey, 7.4% of consumers in question 5 disagreed about the role of SMM content in engaging customers with UK fashion brands. Similarly, research by Shahbaznezhad, Dolan, and Rashidirad (2021) outlined that lower-quality SMM content negatively impacts customer engagement. However, Jayasuriya (2022), in section 2.5.1 of LR, argued that SMM plays a significant role in the fashion industry in building significant brand perceptions. However, 9.9% of consumers in the survey stated that SMM content could be more informative and engaging.  Research by Champaneri and Jain (2021) contrasted that Nike uses SMM to reach untapped markets with efficient SMM content, and significant application of SMM enhances opportunities for fashion brands to reach targeted consumers. Further, Wibowo et al. (2020) agreed that SMM uses creative marketing content which attracts or engages customers. Further, research by Zhao et al. (2022) states that Twitter, Facebook, YouTube and others are primary networking tools used to engage customers. However, research by Shen (2021) argued that the WOM of influencers on social media plays a significant role in developing customer engagement in the fashion industry. 
SMM is vital for UK fashion retailers to communicate effectively and directly interact with customers. In the findings, 39.5% of customers agreed that SMM has a significant role in developing trust in UK fashion companies. Dewi, Herlina, and Boetar (2022), in 2.5.3 of LR, elaborated that positive reviews influence brand perception and trust. However, 11.1% of consumers in the findings did not agree about the role of SMM in building confidence in UK fashion brands. Similarly, research by Yaacob, Gan and Yusuf (2021) stated that negative reviews of customers on SMM are essential in reducing customers’ trust in brands. However, Wibowo et al. (2020), in section 2.5.1 of LR, argued that SMM resolves customers’ issues, enhancing customer trust. Further, 7.4% of customers in the findings strongly disagreed about the importance of SMM in building customer trust in UK fashion brands. Research by Rienda, Ruiz-Fernandez, and Carey (2021) highlighted the significance of SMM, which is challenging in achieving the best strategic outcomes. 
The role of SMM is significant in developing brand presence and customer interaction. In the findings, 32.1% of consumers have agreed that SMM interaction with UK fashion brands plays a substantial role in creating customer loyalty. Dewi, Herlina, and Boetar (2022), in section 2.5.3 of LR, agreed by stating that SMM activities interact and build awareness of customers. Forming positive brand perception has a significant role in building brand loyalty. Further, 9.9% of consumers in the findings strongly agreed with this statement. Molina-Prados et al. (2022), in section 2.5.3 of LR, agreed by showing that SMM conducted by fashion brands have played a significant role in managing positive brand perception, which is crucial for organisations in managing performances to a considerable level. But, 9.9% of consumers strongly disagreed about the role of SMM in building brand loyalty. Yaacob, Gan and Yusuf (2021), in section 2.5.3 of LR, stated that negative perceptions of customers from negative feedback affect customer satisfaction. 
The contents and communication used in SMM have played a significant role in building customer satisfaction. The developed customer satisfaction with SMM enhanced the ability of UK fashion companies to influence customers’ purchasing decisions. In the findings, 33.3% of customers agreed that visually appealing SMMs have positive relationships with customers’ purchasing decision-making. Jayasuriya (2022), in section 2.5.1 of LR, agreed that SMM plays a significant role in building positive perceptions of the brands, and this positive brand perception plays a considerable role in customers' purchasing decisions. However, Alatawy (2022), in section 2.5.2 of LR, argued that SMM has a significant role in developing overall organisational performances to a greater extent. On the other side, in the findings, 16% of customers agreed about the role of SMM in creating positive brand attitudes, and this positive brand attitude has a significant role in building trust. Tőkés (2022), in LR, stated that in SMM, Zara uses images, videos and other visually appealing content to influence customers' purchasing decisions. The positive experiences are provided by significant SMM, which is crucial for UK fashion brands in developing trust and loyalty. 
Research question 2: How does SMM impact brand loyalty and trust in the UK fashion industry?
SMM used by UK fashion companies have a significant role in building customer loyalty and trust. SMM have a substantial impact on creating positive emotional attachment with the customers. In the findings, 40.7% of customers agreed that SM has significant implications in developing a positive emotional connection with the customers. Research by Natiqa, Kusumawati and Aprilianty (2022), in section 2.6 of LR, agreed that positive interactions between consumers with brands through SMM have effectively built emotional connections and developed brand equity. The higher brands quietly have a significant positive impact on creating positive brand attitudes, which influences the purchasing decision-making of customers. Further, Rathnayake and Lakshika (2022),  in section 2.6 of LR, stated that SMM has a significant impact on developing the trust of consumers in the brand, and the developed brand trust influences the purchasing of the customers. The development of emotional connections helps UK fashion brands build long-term brand relationships. In the findings of question 10, 16% of customers strongly agreed that positive interaction with brands significantly impacts building long-term emotional connections UK fashion brands. 
The development of SMM participation by UK fashion brands has a significant positive impact on building customer relationships. In the findings of question 11,  37% of customers mentioned that active engagement with UK fashion brands through SMM positively affects long-term loyalty. The positive brand attitudes throughout SMM play a significant role in building solid personalities and customer efficiency and building a significantly higher level of trust. Further, an investigation by Kong, Witmaier and Ko (2021), in section 2.6 of LR, argued that SMM is essential in catering to customers' preferences, and a higher understanding of customers helps brands develop loyalty. SMM empowers UK fashion brands to manage the preferences and needs of customers, which has a significant impact on enhancing brand loyalty. On the other hand, 14.8% of customers in the findings strongly agreed that utilising SMM has empowered UK fashion brands to develop efforts to engage customers, which enhances the potential chances of creating brand loyalty. 
The engagement effort in SMM gradually develops, as mentioned in “social penetration theory”. The value of interactions with customers gradually develops, and at the core level, the interactions have a significant positive impact on building long-term relationships with the customers. In question 11, most participants agreed that the impact of SMM and the significant SMM conducted by UK fashion brands enabled them to retain customers for a more extended period. Macharia and Namusonge (2021), in section 2.6 of LR, agreed that at the core level of SPT, they developed customer relationships and retained the customer even during brand vulnerabilities. On the other hand, Kong, Witmaier and Ko (2021), in section 2.6 of LR, agreed that using SMM enhances communication effectiveness. The consideration of the customers’ preferences in SMM communication builds trust in brands, and brand trust significantly impacts the development and determination of long-term brand loyalty. This indicates that UK fashion brands improved communication through integrating SMM, and effective SMM communication enhances the possibility of making adequate considerations at a significantly higher level. However, in finding question 11, 8.6% of customers disagreed with the impact of SMM in developing engagement with brands to build long-term loyalty. However, Manzoor et al. (2020), in section 2.6 of LR, stated that efficient SMM develops customers’ trust, which significantly impacts their purchasing intentions. 
The SMM has helped develop interactive communication models for the fashion industry. This interaction enhances the communication's visibility and efficiency, producing significantly higher customer satisfaction. In question 12, 42% of customers agreed that SMM properly develops communication efficiency. The developed communication has been practical to understand commitments and brand messages. Kim, Kang, and Lee (2020), in section 2.6 of LR, agreed that SMM significantly impacts the development of brands' capabilities to meet community values and goals. Customers' higher understanding and positive attitudes are adequate for organisations to build customer trust and loyalty to a significant level. Further, Apsari and Aruan (2024), in section 2.6 of LR, agreed that effective SMM communication helps brands evoke customers' interests. The developed interests of customers have a significant impact on developing trust in the brands. However, research by Puspaningrum (2020) argued that the quality of products also has a considerable effect on developing relationships with customers to ensure brand trust and loyalty. 
The effectiveness of SMM communication significantly impacts building positive brand perceptions among customers. The developed positive perception through efficient communication enhances the likelihood of determining long-term brand loyalty, which has been agreed by  12.3% of customers in question 12. Burt, Irshad, Ahmad, and Malik (2020), in section 2.6 of LR, disagreed that in SMM communication, customers lack face-to-face interaction, which significantly impacts the development of customer trust. Similarly, in the findings of question 12, 7.4% of customers disagreed about the effectiveness of SMM communication in developing underlying customer perceptions of UK fashion brands. In section 2.6 of LR, Kusumawati (2021) disagreed with the findings that SMM communication has a significant positive impact because it enhances brand awareness. The lower scale of disagreement shows that SMM has been a substantial tool for customers to understand UK fashion brands, influencing brand loyalty and trust. Britt et al. (2020), in section 2.6 of R, mentioned that using practical content helps brands develop practical brand perception and understanding. 
The creation of content by customers significantly impacts the efficiency of the content used in communication. In question 13 of the survey, 32.1% of customers' greed and 18.5% of customers strongly agreed that presence and brand presence through social networking sites have a positive impact and likelihood of customers being loyal customers of UK fashion brands. Zhao et al. (2022), in section 2.6 of LR, agreed that social networking sites with significant marketing content help target customers to have in-depth insights about the brand. The developed quality of content and SMM endeavours initiated by UK fashion brands positively impact building customer loyalty and trust. Further, Manzoor et al. (2020), in section 2.6 of LR, agreed that SMM is a valuable tool for customers because it enhances their knowledge and experience. The positive interaction and quality experience in SMM of UK fashion brands affect brand perception and likelihood to be loyal towards particular fashion brands. 
Research question 3: What is the relationship between SMM, brand loyalty and trust referring to UK fashion industry?
The endeavours developed by the UK fashion industry have significantly improved to enhance brand loyalty and trust. In survey question 14, 38.3% of customers agreed, and  16% of customers strongly agreed that SMM plays a significant role in developing trust for UK fashion brands, and subsequently, this brand trust leads to loyalty. The higher trust in the brand results in the purchase from the fashion brands, which also directs customers towards brand loyalty. However, Wantini and Yudiana (2021), in section 2.3.2 of LR, argued that the interaction of customers with brands through SMM plays a significant role in developing trust. Adidas has been responding significantly to the queries on SM sites to determine significant positive customer experiences. The developed customer experiences have been related to resolving customers’ trust and loyalty. The positive experiences in SMM build confidence in customers, which helps develop their purchasing attitudes and allows the brands to create positive attitudes, significantly related to developing trust and loyalty. 
The SMM needs to constantly develop positive customer experiences and confidence. In survey question 14, 9.9% of customers disagreed about SMM's relationships in building confidence in UK fashion brands, which generates trust and subsequently develops brand loyalty. Ebrahim (2020), in section  2.3.2 of LR, agreed with the statement that lac of effective communication through SMM and the use of unreliable information in SMM reduces customers' confidence in brands. Brand trust is a crucial factor for UK fashion brands because confidence generates trust, which leads to the loyalty of the customers. As mentioned by Khoirunnisa and Astini (2021), SMM is effective in building trust in the customers, and the developed trust enhances repurchasing customers' intentions. The continuous repurchasing intentions build long-term loyalty in customers towards the fashion brands. Further, Fetais et al. (2023) argued that positive customer experiences enhance positive WOM, and this positive WOM is a significant tool to improve the loyalty of the customers. 
Brand experiences play a significant role in developing customers' trust and loyalty. The SMM has a substantial impact on developing consumers' trust. In question 15, 42% of customers agreed, and 16% strongly agreed that positive SMM experiences build trust and loyalty significantly. A consistently positive experience through SMM is necessary for developing customer experiences. Primark, a UK fashion brand, has been paying significant attention to creating positive customer experiences, which has been effective for the organisations in developing loyalty and trust in the brand (Ologunebi, 2023). Further, research by Chavadi et al. (2023) stated that customers' positive experiences are developed through online experiences. The developed online experiences are practical for organisations in developing brand trust. However, research by Persada, Jati and Nadlifatin (2022), in section 2.3.2 of LR, argued that online presence and SMM significantly impact customer relationships and attitudes. Positive attitudes determine brand trust and significant brand trust improves customers' loyalty to UK fashion brands. 
The developed organisational trust and loyalty of the customers have a significant impact on building truss on the brand to a significantly higher level. The developed endeavours in SMM help make potential customers recommend the brand to others. In question 16, 40.7% of customers agreed, and 13.6% strongly agreed that positive interaction of customers with the brand has a positive impact on developing the customer experiences to a significantly higher level. The positive experiences developed through SMM have a significant effect on building customer trust. The developed brand trust increases opportunities for the brands to build customer relationships. Budiman (2021), in section 2.3.1 of LR, stated that the developed endeavours of SMM help create a positive brand image, and a significant positive brand image plays a crucial role in UK fashion brands' developing trust and loyalty. 
The developed customer experiences through the SMM have a significant positive impact on developing organisational performances and attitudes to a significantly higher level. As per the opinion of Khoirunnisa and Astini (2021), brand trust plays a moderating role for fashion companies in building loyalty or repurchase intentions of customers. The developed repurchase intentions have a significant positive impact on growing the brand performances because repurchasing intentions determine long-term relationships with the customers. Further, research by Persada, Jati and Nadlifatin (2022) outlined that SMM plays a crucial role in developing customer brand experiences. Developed brand experiences play a vital role in building trust and loyal customers for business organisations. 
The findings have highlighted that the customers' positive experiences are significantly influenced by the customers' positive experiences through SMM. The developed customer experiences have a significant role in building trust in UK fashion brands. The SMM has empowered fashion brands to create effective communication and interaction. This positive interaction communication play helps the UK fashion industry develop trust in the UK fashion industry. The developed communication enhances confidence in the customers, and developed customers’ confidence has a significant positive impact on developing relationships with the customers. Brand trust plays a moderating role in the fashion industry in creating loyalty. On the other hand, higher brand loyalty and trust help fashion brands build long-term relationships with customers. 
[bookmark: _Toc178079411]5.3. Summary 
The UK fashion brands have been developing the efficiency of SMM to connect with customers effectively. The developed interaction with the customers plays a significant role in building customer confidence to make purchasing decisions. Trust in the brand helps customers develop their repurchasing intentions. The interaction of customers through SMM has been effective for UK fashion brands in building significant customer relationships. The developed relationships with the customers have enhanced the efficiency of UK fashion brands in determining the power to influence customers' purchasing decisions. The developed relationships with SMM have improved its efficiency as a significant marketing tool for UK fashion brands to build the trust and loyalty of customers. 


[bookmark: _Toc178079412]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc178079413]6.1. Conclusion 
This brings to light the impact of SMM on brand trust and brand loyalty in the UK fashion industry, uncovering some fundamental principles persuading contemporary consumer behaviour through extensive research into SMM. The conclusion combines the implications of these findings into three points related to SMM and brand loyalty, SMM is a direct influence on trust. The indirect relationship between meaningful social media strategies leading towards achieving fashion-related UK brand authenticity. These results highlight that social media marketing is essential to developing brand loyalty and trust in UK fashion. Consumers spend more time on Instagram, Twitter, and other social media platforms, so their interactions with brands have become increasingly frequent. This includes not only positive engagement but also complaints and feedback. Therefore, SMM is crucial for building two core elements of the brand-consumer relationship: loyalty and trust. How brands stay active, engage meaningfully and be authentic on social media is a substantial contributing factor to their reputation as credible. Fashion brands use social media as a communication tool to convey their brand values and share behind-the-scenes content. This direct engagement helps develop a sense of community and connection with consumers. This interaction not only increases brand awareness but also augments consumer loyalty and trust. 
Brands who can offer thoughtful, relevant and personalised content on social media day in and out are more likely to cultivate a loyal customer base over time. This is what makes SMM important, its ability to create a working and interactive space in which brands can also build deeper connections with the audience providing high class brand loyalty and trust. SMM directly influences brand loyalty and trust. This study suggests that SMM strategies ultimately result in high brand loyalty and trust among UK fashion consumers. Brands that use social media channels to answer customer questions and address negative sentiments demonstrate their commitment to consumer care. This active management of issues and feedback helps to boost trust levels among consumers. Additionally, positive engagement and personalised replies on social media create a good brand image, leading to customer loyalty. This impact is further enhanced by user-generated content, influencer partnerships and targeting ads to reach the right audience, creating a relatable brand experience. Social media enables two-way interaction in real time, allowing brands to quickly sense and adapt to consumer needs. This dynamic engagement helps build trust by following consumer preferences closely. Fashion brands that effectively utilise these digital platforms experience increased engagement and consistent consumer commitment. Thus, there is a clear relationship between SMM and brand loyalty and trust development. 
The social media marketing relates to both brand loyalty and brand trust is complex in the UK fashion industry. This research illustrates that SMM is the most critical pipe for brand loyalty and trust building. Not only does a great social media strategy increase brand visibility, but it also establishes the foundation for trust and loyalty. With SMM, brands can maintain continuous interaction with their audience, ensuring they remain relevant while spending time on the platform, allowing for an emotionally closer brand. This process of interacting with a brand is coupled with how consumers perceive its credibility, reliability, and meaning with loyalty. The relationship between SMM and brand loyalty and trust is reciprocal. Effective SMM can enhance brand loyalty and trust, while solid brand loyalty and trust can improve consumer responsiveness to the company’s social media activities. This reciprocal relationship highlights the need for a strategic approach to social media marketing. Building brand loyalty and trust depends on consistency, authenticity, and engagement. Leveraging these features across key platforms forms the foundational strategies for your business’s social media efforts. 
[bookmark: _8n6km0oomxqt][bookmark: _Toc178079414]6.2. Linking with Objectives 
[bookmark: _kd0nwa6mx64w]Objective 1: To analyse the role of SMM in developing brand loyalty and trust in the UK fashion industry
The role of SMM in developing brand loyalty and trust in the UK fashion industry is primarily recognised by determining how organisations facilitate communication and customer engagement. The facilitation of communication and customer engagement is an essential factor in achieving a proactive business competitive advantage and sustainability, which is largely identified for the company concerned as Marks and Spencer. The SMM role in developing brand loyalty and trust in the UK fashion industry is also visible in measuring positive customer relationships and a detailed observation of products and services facilitated by organisations on regular intervals. The linking of this research with the objective of brand loyalty also includes content provided through SMM, which is why a high level of brand loyalty exists if special priority is offered to produce reliable and favourable content. Social media channels are also critical to facilitate direct communication and help build customer trust and confidence in fashion trends and brands. The role of SMM also includes consumer rights protection, due to which malignant information, products, or services are often discharged to ensure integrity and enable the preservation of brand loyalty.
[bookmark: _vzzzhqnvjyu3]Objective 2: To develop a critical comprehension of the role of SMM, brand loyalty and trust referring to UK fashion industry
The second objective of developing a critical comprehension of SMM's role in brand loyalty and trust, referring to the UK fashion industry, is primarily observed based on how organisations complement emotional connections with customers. The trend of emotional connection is essential for resolving generic and complex customer queries, which is why better fashion products can be offered on a short- or long-term basis. Additional aspects include its potential impact, where the customer retention ratio is a significant demerit if continuous modification and innovation are not processed in the fashion industry. As a result of this, a high level of competition is observed in the fashion industry, due to which customer monopoly can impact the non-financial and financial gains of an organisation. The role of SMM in a critical, comprehensive manner is also considered to be filled with challenges where content efficiency and originality are often subject to umpteen questions. Usually, organisations follow a more accessible blueprint or a pathway where false information is communicated through advertisements, which causes adverse impacts on brand perception from a customer’s perspective. Additionally, impacts include a lack of quality in customer relationship development or management, due to which brand awareness and knowledge often lack pro-bono attributes. 
[bookmark: _pqcyfzr37qqc]Objective 3: To analyse the relationships between brand loyalty and brand trust triggered by SMM
The relationship between land loyalty and brand trust triggered primarily by SMM is a complex area of study identified in this research where customer interaction and communication and higher availability of products are directly related to the brand valuation of a company. Positive experiences and business-customer relationships are part of the SMM referendum in which a higher emphasis and stress are likely to generate higher brand loyalty in favour of long-term customers. In this research, positive online and offline shopping experiences for customers are also identified to be the main trigger points in which a favourable and direct brand loyalty and brain trust relationship can be fostered by an organisation. Favourable customer experience and constant adaptation of organisations to make subtle product and service variations are also correlated with developing high brand loyalty and trust, which remains durable for a prolonged period.
[bookmark: _Toc178079415]6.3. Recommendations 
Recommendation 1: UK fashion brands needed to effectively design SMM for significant interaction
The interaction with the brands through SMM has been playing a significant role in increasing opportunities for UK fashion companies to build trust to a higher level. As per opinion of Muniesa and Giménez (2020), the interaction of customers through SMM helps in defining positive experiences. The positive experiences would be practical for UK fashion bands in building confidence in their customers to make purchases of fashion items. Further, the positive experiences in online platforms would also help develop the value of the brands to the customers. However, Fetais et al. (2023) mentioned that the nature of interaction needed to be understood by the fashion brands while making interaction. The developed SMM activities would be practical in determining significant customer experiences, which would be effective for the customers in developing trust in the organisations to a considerably higher level. The each SMM activities needed to add value in SMM which would be practical application of SMM which would be effective in building trust nd loyalty. 
Recommendation 2: The UK fashion bands needed to foster interactive communication
Interactive communication is two-dimensional communication that helps fashion brands actively engage customers with SMM activities. The encouragement of the interactive communication would be practical for the organisations in developing the efficiency of the UK fashion brands to respond to queries, and these queries are adequate for the organisations in building trust and efficiency in communication. According to Naeem (2020), brand-related concepts are helpful in effective communication. Using brand-related content in SMM would effectively build effective interactive communication, which would help UK fashion brands develop significant relationships with customers. Further, research by Nobar, Kalejahi and Rostamzadeh (2020), shows that using polls, responding reviews and contests are major tools of interactive communication through SMM. Applying these tools by UK fashion companies would effectively facilitate interactive communication. This would effectively develop brand trust, which would lead to brand loyalty. 
Recommendation 3: Personalised SMM to develop personal relationships with customers 
Using personalised content effectively communicates and interacts with consumers with the most relevant marketing activities. As per the opinion of Mandala et al. (2024), interactive communication has enhanced customer satisfaction. Personalised marketing activities meet the needs and requirements of the customers, which helps develop significant relationships with them. These developed customer relationships would be substantial for UK fashion companies in building customer trust and loyalty. As per the view of Khoa and Huynh (2023), cutting-edge methods are helpful for organisations in developing personalised collaboration with customers. The developed personalised interaction would benefit UK fashion retailers to retain customers by providing exclusive experiences. The preferences and needs of the customers needed to identified in developing the personalised marketing. the personalised discounts, suggestion and services would also be effective in determining significant positive experiences which would be effective in building significant brand trust. 
Recommendation 4: UK fashion companies need to incorporate user-generated content
Using user-generated content is reliable and relatable to customers, which helps brands build positive relationships with customers. The user-generated content helps UK fashion brands build potent views of the brands, which has been effective in developing customer engagement. As per the opinion by Dülek and Aydın (2020), user-generated content has a significant impact on developing potential opportunities for retailers to build trust and loyalty, improving positive WOM. the recommendation of the brand to others would be helpful for UK fashion companies in developing in attracting customers to boost sales. Further, Sadiq et al. (2023) argued that the incorporation of user-generated content is helpful for SMM because it enhances brand awareness and the potential opportunities for the brands to have a positive influence on the customers. The developed endeavours in using the user-generated content would be effective for UK fashion companies in creating engagement, and positive experiences would be adequate to build trust and loyalty. 
[bookmark: _Toc178079416]6.4. Limitations of this study 
The limitations of this study were the self-reported data which might introduce bias and may alter its finding. Furthermore, the paper emphasised large social media systems, which could not uniquely describe this brand loyalty and trust in developing markets or uninfluential subsidiaries. The findings may be corroborated only to some extent for broader populations or other industries. The sample size and demographic scope used in the study might limit the generalisability of the results. This limitation should be considered when applying the findings to different contexts. Also, social media does change; therefore, it may be based on trends and consumer behaviour that can, in evidence, outdated the study conclusions. These considerations should be taken into account when interpreting study conclusions and implications.
[bookmark: _Toc178079417]6.5. Future research scope  
Further research must expand the investigation into emerging social media platforms and their characteristics on brand loyalty and trust. In order to broaden the generalizability of the findings, the study should be expanded to include diverse demographics and industries. This research can add great value by analysing the long term impact of SSM strategies on consumer attitudes and behaviour towards brands. Moreover, a mixed research strategy would be effective with interviews or focus groups that could help gain deeper insights into consumer attitudes and experiences. On another side, focusing on the particular SM platforms and UK fashion brands would be effective in gaining a more in-depth understanding of the impact of SMM on building brand loyalty and trust.
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Introductory Paragraph
Thank you for participating in this survey. This research is designed to understand the impact of social media marketing (SMM) on brand trust and loyalty within the UK fashion industry. Your responses will provide valuable insights into how social media influences your perceptions and behaviors regarding fashion brands. This survey is intended for individuals who have purchased from UK fashion brands. It should take approximately 5-10 minutes to complete, and your responses will be kept confidential.
Qualifying Question
1. Have you purchased fashion items from any UK fashion brand in the past 12 months?
. A. Yes
. B. No
(If "No," please exit the survey as this study requires purchase experience with UK fashion brands.)
Demographic Questions
0. What is your gender?
. A. Male
. B. Female
. C. Prefer not to disclose
1. What is your age range?
. A. 18-24
. B. 25-34
. C. 35-44
. D. 45-54
. E. 55 and above
2. What is your highest level of education?
. A. High school diploma or equivalent
. B. Associate degree
. C. Bachelor’s degree
. D. Master’s degree
. E. Doctoral degree
. F. Prefer not to disclose
3. What is your approximate monthly spending on fashion items?
. A. £0-£50
. B. £51-£100
. C. £101-£200
. D. £201-£500
. E. £501 and above
Likert Scale Statements
Please indicate how strongly you agree or disagree with the following statements, where 1 = Strongly Disagree and 5 = Strongly Agree.
Objective 1: To analyze the role of SMM in developing brand loyalty and trust in the UK fashion industry
0. Social media content by UK fashion brands is informative and engaging.
. Strongly Disagree
. Disagree
. Neutral
. Agree
. Strongly Agree
1. Social media marketing by UK fashion brands enhances my trust in these brands.
a. Strongly Disagree
a. Disagree
a. Neutral
a. Agree
a. Strongly Agree
2. Interactions with UK fashion brands on social media increase my loyalty to these brands.
b. Strongly Disagree
b. Disagree
b. Neutral
b. Agree
b. Strongly Agree
3. The visual content shared by UK fashion brands on social media influences my purchasing decisions.
c. Strongly
c. +. Disagree
c. Disagree
c. Neutral
c. Agree
c. Strongly Agree
Objective 2: To develop a critical comprehension of the role of SMM, brand loyalty, and trust with reference to the UK fashion industry
0. Social media interactions with fashion brands make me feel more connected to the brand.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
1. I am more likely to remain loyal to a UK fashion brand that actively engages with customers on social media.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
2. Social media marketing helps me understand the values and commitments of UK fashion brands.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
3. I trust fashion brands that have a strong social media presence more than those that do not.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
Objective 3: To analyse the relationships between brand loyalty and brand trust triggered by SMM
0. Social media marketing by UK fashion brands makes me feel more confident in my purchasing decisions.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
1. My trust in a UK fashion brand grows stronger with positive experiences on social media.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
2. I am more likely to recommend a UK fashion brand to others if I have had positive interactions with them on social media.
1. Strongly Disagree
2. Disagree
3. Neutral
4. Agree
5. Strongly Agree
2
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Q11 81 1 5 351 976
Q12 81 1 5 349 976
Q13 81 1 5 349 1.074
Q14 81 1 5 351 1.038
Q15 81 1 5 358 986
Q16 81 1 5 352 963
Valid N (listwise) 81
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**Correlation is significant atthe 0.01 level (2-tailed).
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Adjusted R Std. Error of
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a. Predictors: (Constant), 0 16,09,Q 11
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ANOVA?

Sum of
Model Squares df Mean Square F Sig
1 Regression 32.891 3 10964 16113 <001®
Residual 52.393 7 680
Total 85.284 80

a. Dependent Variable: Q 7
b. Predictors: (Constant), 016,09, Q 11
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a. Dependent Variable: Q 7
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