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[bookmark: _Toc210631617]1. Introduction / Background / Research Problem
The concept of social media marketing has become a critical tool to companies in the food and beverage (F&B) industry as it helps businesses to attract, connect, and maintain customers in a highly efficient manner than before (Nkpurukwe et al., 2024). The spread of such platforms as Instagram, Facebook, and Tik Tok has changed radically the way of communicating of brands and their audience and has made them be able to interact in real-time and display their products visually and build communities around the offerings. The strategic use of social media marketing in the United Kingdom, in which the Food and beverage sector is excessively competitive and consumers change their preferences far too fast, has become a necessity to stay in the media spotlight and remain a relevant brand.

Despite the widely used social media marketing by the F&B companies, the empirical knowledge on the effectiveness of the strategies in creating brand building is still scarce (Aldabous.,2024). To facilitate more effective paid influencer campaigns and targeted online ads, whereas smaller businesses must make better use of organic interactions and user-generated materials. The deviation also poses meaningful questions about the uniformity and success of the different social media marketing strategies on the achievement of brand awareness and customer loyalty in the UK market.

As a result, this paper also absorbed a research into the application of social media marketing within the UK F&B industry, its bridging effects on brand awareness growth as well as to provide evidence-based guidance to improve marketing prowess.
[bookmark: _Toc210631618]2. Research Aim, Objectives, and Questions
Aim:
To examine the impact of social media marketing in developing brand awareness within the UK food and beverage sector.
Objectives:
1. To assess the way social media marketing is being used by food and beverage businesses in the UK 
2. To assess the way social media marketing is helping UK food and beverage businesses to develop awareness of customers 
3. To recommend strategies that food and beverage companies can use to develop brand awareness among customers more prominently through social media marketing in the UK.

Research Questions:
· What are the operational practices of UK food and beverage enterprises to social media marketing in the promotional models?  
· How far has the social media marketing use made it relatively easy to develop brand awareness among the consumers?  
· What are the strategic moves that can help develop the brand recognition via the social media marketing in the food and beverage industry in the United Kingdom?
[bookmark: _Toc210631619]3. Preliminary Literature Review
[bookmark: _Toc210631620]Definition of developing brand awareness 
Developing brand awareness is defined as the gradual process of increasing consumer awareness and recognition of the products and services of a firm (Zulfikar, 2022). The authors have also stated that it involves building an eye catching and easily recognizable brand name that separates an organization clearly in the eyes of its competitors. The use of visual branding consistently, constructing the narrative, and engaging multiple customers on a variety of platforms are all part of the plans. As per Bardukova (2023), when it comes to the hospitality industry, brand awareness is something that is cultivated to attract new customers, foster loyalty, and build trust. High brand recognition means that when consumers make a purchase decision, they easily remember the brand, and that it is linked to positive experiences, fundamental values and reliability, thus consolidating sustainable business prosperity and market status. 
[bookmark: _Toc210631621]Definition of social media marketing 
By considering the viewpoint of Grębowiec (2025), it can be stated that social media marketing is a marketing process where customers are reached and attracted through social media platforms-based advertisements. It is centred on the interaction with audiences to discover the targeted content, visual narratives, and the interactive communication. This channel allows companies to access large and diverse groups of people in real-time, causing a relationship process and generating loyalty to the brand. In hospitality sector social media marketing is inevitable in sharing consumer experience, advertising special offers and in nurturing online persona. 
[bookmark: _Toc210631622]Definition of food and beverages 
Food and Beverage (F&B) refers to that part of the industry that involves the preparation, service, sale of food and beverages to customers in different settings, such as restaurants, hotels, cafes, and in catering services (Das, 2025). It is one of the infrastructures of the hospitality industry that plays a significant role in customer satisfaction and revenue generation. To support the consumer preferences, the F&B industry focuses on the quality of services, menu creativity, and high levels of hygiene. 
[bookmark: _Toc210631623]Overall Discussion 
In this current era, digital platforms are being used in businesses in a considerable way. Mangold and dos et al., (2025) have stated that digital platforms are playing a vital role in ensuring proper connection between the customers and buyers and that’s why all industries are needed to be aware of the process of using the digital marketing tools. Collected more recently (Yang et al., 2021), the author mentions that using social-media marketing helps to build both emotional connectivity and brand authenticity whose rise on core stages of brand recognition and consumer confidence becomes one of the key elements of consumer engagement.  

In the food and beverage industry in United Kingdom, the companies like Greggs, Costa Coffee, and Innocent Drink have been witness to the use of humour, storytelling, and user engagement in an innovative manner in the consolidation of brand identity through the internet. However, empirical research (Drivas et al.,2022) has shown that even though metrics of engagement (likes and shares as well as comments) are indicative of visibility, they do not necessarily translate into an increased brand recall or preference. Moreover, small companies often have no timetable as to how they plan to use social-media analytics in order to maximize campaign results.  

One of the interesting gaps in the available literature is related to the conceptual understanding of the social-media-based strategies by the F&B brands to create awareness, especially within a UK framework. Most past studies have utilized quantitative approaches where they focus on statistical correlations between social-media variables and sales data and do not take into consideration thematic facets of online relationships between brands and consumers.  
This research, therefore, settled on a qualitative secondary analysis, where I will aim at interpreting insights to ascertain the required answers thematically using the existing research, industry reports, and case studies carried out.
[bookmark: _Toc210631624]4. Research Methodology
[bookmark: _Toc210631625]Research Design
The research will be designed as qualitative descriptive research, which only used secondary information as its resources. Seeing that there was no primary data gathering, the research will be based on a methodical review of the existing academic sources, industry reports, brand case solutions, and research concerning social media marketing efforts relevant in the United Kingdom food and beverage business.
[bookmark: _Toc210631626]Data Collection
Peer-reviewed journals, governmental and industrial (e.g., Mintel, Statista, IBISWorld) sources, and publicly accessible marketing case studies will be used as sources of data. Inclusion criteria involved that (a) the research had to have been published in the last decade (b) it had to deal with (a) the practices of social media marketing or (b) how brand awareness was created within the United Kingdom food-and-beverage industry.
[bookmark: _Toc210631627]Data Analysis
A thematic analysis approach will be used in the study to determine repeated patterns, strategies, and problems. The most important themes such as consumer engagement, influencer marketing, content creativity, and authenticity were obtained with the help of structural coding of the reviewed literature. This process of analysis will help in the synthesis of the findings in several other studies, thus coming up with an integrated result of how social media marketing affects brand awareness.
[bookmark: _Toc210631628]Ethical Considerations
The use of the secondary data and the absence of direct participants also implies that no personal and sensitive information will be gathered since no primary participants had ever been used in the research. References to all the sources will be used appropriately to uphold academic integrity. The issue of ethical approval was taken to verify adherence to the guidelines the university used to approve secondary research.
[bookmark: _Toc210631629]5. Risks and Limitations
[bookmark: _Toc210631630]Anticipated risk from the ethics form 
Full risk assessment completed and appended:
Yes, a full risk assessment has been completed and appended.
Risks to participants:
There are no risks to participants because the study is based on secondary research.
Mitigation: Not applicable, as there is no such risk.
Sensitive or upsetting topics:
Any sensitive, embarrassing, or upsetting topics such as sexual activity or drug use is not included. Issues likely to disclose information requiring further action, such as criminal activity is not involved.  Therefore, there is no need for any special procedures or support measures.
Statement: No such risk applies.
Risks to the investigator:
There are no anticipated risks to the investigator involved in this study.
Mitigation: Not applicable, as there is no such risk.
University or institutional risks:
There are no anticipated risks to the University, such as adverse publicity, financial loss, or data protection issues.
Mitigation: Not applicable, as there is no such risk.
Environmental risks:
There are no environmental risks associated with this research.
Mitigation: Not applicable, as there is no such risk.
Disclosure and Barring Service (DBS)

Requirement for a DBS Certificate:
 “Not Applicable” 

DBS Certificate number:
This section is not applicable, and no DBS certificate number is required AS the research does not involve children or vulnerable adults

[bookmark: _Toc210631631]Limitations 
The main shortcoming of this study will be its reliance on secondary evidence, which limited the ability to capture up to date or impaneling social media processes as they took their course. The thematic analysis will be dependent on the methodological strictness and scope of the chosen literature, parts of which could be limited by the narrowness of the sample or the outdated frames of understanding. Another weakness related to industry reporting will be  the possibility of bias namely overemphasizing positive marketing outcomes. Despite these limitations, the introduction of triangulation among multiple sources of data will be used in supporting the credibility of the study.
[bookmark: _Toc210631632]6. Timeline 
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Table 1: Gantt Chart
(Source: Self-created)
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