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[bookmark: _Toc222142463]1. Introduction / Background / Research Problem  
The increasing growth of digital technologies has massively transformed the retail fashion industry, with social media emerging as an important marketing tool to engage customers and shape the image of the brand. Fashion brands currently depend on social media platforms for communicating brand values, promoting products, and developing long-term relationships with the consumers (Choi and Ahn, 2023, p. 386). In the United Kingdom retail fashion industry, where the competition is higher as well as the choices of the customers change rapidly, proper social media marketing strategies also play an important role to manage and maintain the competitiveness and relevance of the brand. In this context, ASOS UK was founded in the year of 2000 and has grown into one of the most leading online fashion retailers in the UK and in the international market. The company is especially popular among the young customers aged between 18 to 34 years, who are hugely active on the social and digital media platforms. ASOS has also built its overall business model around digital engagement and e-commerce that makes social media an important component of its main marketing strategy (Ologunebi and Taiwo, 2023, p. 2). Through various platforms including Instagram, TikTok, and Facebook, ASOS promotes its products, collaborates with the influencers as well as engages directly with its target audiences that reinforces its image as an inclusive, trendy and youth-based brand. 
Social media has revolutionized fashion marketing through providing a two-way communication between brands and the consumers. In contrast to conventional marketing tools, social media provides users with an opportunity to engage with the brands in likes, comments, shares, and user-generated content. Visual channels such as Instagram and Tik Tok have specifically been a strong means in the industry of fashion because brands can creatively present their products using visual aids in the form of pictures, videos and even inspiration on how to dress (Nguyen, 2024, p. 3). The concept of influencer marketing as well as interactive campaigns and content created by communities has become instrumental in improving brand image and consumer engagement. Although many fashion retailers such as ASOS have used social media marketing, the exact effects of social media marketing on brand image have not been fully investigated in scholarly work. There is an agreement in existing studies that social media usage can impact on consumer attitudes, empirical research is limited to discuss how particular techniques including influencer partnerships, interactive content, and engagement-based campaigns develop consumer perceptions of brand image and loyalty, especially within the UK fashion retail environment. The research aims at filling this knowledge gap by focusing on answering the question of how social media marketing strategies relate to brand image using ASOS UK as a case study. Knowledge of the most effective strategies could assist ASOS to optimize its social media strategy, reinforce brand equity and preserve its competitive stance. Along with that, this research adds to the body of academia by offering quantitative and qualitative information regarding the impact of social media use on brand image in the UK retail fashion sector.
[bookmark: _Toc222142464]2. Research Aim, Objectives, and Questions 
[bookmark: _Toc222142465]2.1 Aim
To examine the impact of social media marketing strategies on brand image of ASOS in the UK retail fashion market.
[bookmark: _Toc222142466]2.2 Objectives
1. To identify the key social media marketing strategies used by ASOS across major platforms such as Instagram, TikTok, and Facebook.
2. To analyse how ASOS’s social media marketing strategies influence consumers’ perception of the brand image.
3. To evaluate the relationship between social media engagement and brand image of ASOS.
[bookmark: _Toc222142467]2.3 Questions 
· What key social media marketing strategies does ASOS use across major platforms such as Instagram, TikTok, and Facebook?
· How do ASOS’s social media marketing strategies influence consumers’ perceptions of the brand image in the UK fashion retail market?
· What is the relationship between social media engagement and the brand image of ASOS?
[bookmark: _Toc222142468]3: Preliminary Literature Search 
This review of literature is designed to respond directly to the three research objectives in line with the objectives of the study. It will first analyze the available literature on social media marketing in the fashion retail industry to find out the main strategies applicable to ASOS in Instagram, Tik Tok, and Facebook (Objective 1). Second, it critically evaluates literature that has been identified with these strategies, in the context of consumer perceptions and brand image formation (Objective 2). Third, it examines empirical research on the measures of engagement and their connection with the brand image outcomes (Objective 3). Such goal-based structure provides theoretical consistency and definite correspondence between the literature base and the research topic of ASOS UK.
[bookmark: _Toc222142469]3.1 Social Media Marketing and Brand Visibility in Fashion Retail 
Social media marketing has now become an important tool in terms of improving the brand visibility in the fashion retail industry. With the rise of various digital media platforms, fashion brands are depending on social media to reach large audiences, communicate brand values, and also remain competitive in the fast-moving markets (Yuefei et al. 2024, p. 3). In addition, platforms including Instagram, Facebook, and TikTok help brands to represent products in visually appealing ways that makes them especially effective for fashion marketing. Current literature points out that the main advantage of social media is that it enhances brand awareness by creating exposure and brand recall among consumers. Social media helps the brand transcend the one-way communication approach and instead have a two-way interaction with the consumer. 
This communication in the fashion retail environment helps brands to be always visible and relevant, particularly among the young generation who spend a significant amount of time on social media. Photographs, videos, and styling inspiration are rather important visual information that attracts attention, enhances brand recognition (Prihatmoko and Setiyadi, 2024, p. 179). On the other hand, influencers-based campaigns, hashtags, and user-generated content are marketing tools that facilitate increased brand awareness through social media. 
Influencers are opinion leaders, and they can contribute to connecting a greater number of people with fashion brands on an authentic and relatable level by marketing products. User-generated content also maximizes visibility through exposure of consumers to provide their experiences in increasing organic reach and credibility. Research indicates that consumers tend to pay more attention to and recall those brands that are more interactive and richly illustrated and provided with more engaging content (Jia et al. 2024, p. 1703). On the other hand, even though prior studies provide a strong argument in the use of social media to raise brand awareness, most of the literature concentrates on brand awareness and reach as opposed to in-depth brand-related consequences. The research on the relationship between exposure to increase positive brand image and consumer perceptions is limited; furthermore, there is a need to explore the impacts of elevated visibility using social media in relation to the fashion retailing industry in the UK. In addition, there are few studies that are brand-specific including those of ASOS UK.
[bookmark: _Toc222142470]3.2 Influencer Marketing Strategies of ASOS UK 
The social media strategy of ASOS UK involves the use of influencer marketing that allows the brand to create a sense of authenticity and relatability with the target audience. According to Pioneergroup.co.uk. (2025), ASOS is also partnered with fashion influencers, content creators and micro-influencers that are representative of a wide range of styles, body shapes and cultural groups. This broad swaying strategy is congruent with the brand positioning of ASOS as being available, fashion-oriented and customer-focused. Influencers do not receive explicit instructions to make their content more promotional but to organize it in the lifestyle-related manner, which contributes to higher perceived credibility and trust among the followers.
The consistency and recognition of brand continuity and recognition are further enhanced by the use of long-term influencer relationships, including recurring relationships and ambassador-like relationships by ASOS. The partnerships enable influencers to incorporate ASOS products into their daily fashion stories in a natural way and create an emotional bond with the customers. It can be noted that such platforms as Instagram and Tik Tok can be especially effective in this strategy since visual storytelling and short-form video can serve the purpose of outfit demonstration, tips on how to style and becoming a part of the trend (Fatimah and Nasir, 2025, p. 16).
Available literature indicates that influencer authenticity, perceived expertise and alignment with the audience play a major role in influencing the attitude of the consumer to brand image. The strategic choice of influencers by ASOS thus contributes significantly to the positive brand perspectives and the strengthening of the brand in the market of competitive fashion retailing in the UK.
[bookmark: _Toc222142471]3.3 Consumer Engagement Metrics on ASOS UK Social Media 
The metrics of consumer engagement are highly applicable to determine the success of the social media marketing strategies and their influence on the brand image. The likes, shares, views, comments, saves and follower growth are some of the engagement metrics in the context of ASOS UK that would reveal the extent of interaction with brand content among consumers on the platforms. When the engagement is high, it is commonly concluded to be a sign of consumer interest, emotional attachment and brand relevancy (Sánchez-Fernández and Jiménez-Castillo, 2021, p. 1123). Studies indicate that engagement is not a passive exposure but an active participation in brand communication. In the case of ASOS, two-way communication between the brand and consumers is promoted by interactive content such as #AsSeenOnMe campaign, polls, challenges, user-generated content and comment-driven conversations (Arı, 2025, p. 187). The interaction also helps in enhancing brand image because it makes the consumers feel represented and engaged. Engagement-based tools including reels, stories and short-form video on Instagram and TikTok promote visibility and algorithmic coverage that increase the brand presence even more.
From a brand image perspective, the current involvement might solidify the attitudes towards ASOS as a fashionable, responsive and digitally progressive brand. Nevertheless, the metrics of engagement cannot be smoothly interpreted since the high level of engagement does not necessarily imply the positive brand perception. Bad reviews or superficial communication can lead to interpretation distortion. Hence, qualitative analysis of engagement metrics plays a vital role in comprehending how the interaction in social media can affect consumer perception of the brand image of ASOS in the UK fashion market.  
[bookmark: _Toc222142472]3.4 Use of Emerging Platforms by ASOS UK 
ASOS UK has been keen to adopt social media to ensure that it does not become irrelevant in a fast-changing digital environment. Social media platforms such as TikTok have gained special importance as they have attracted more younger shoppers and focus their video content on short and popular trends (Bray, 2024, p. 32). ASOS uses these platforms to be involved in viral challenges, feature styling concepts and embrace inclusiveness and creativity using informal and relatable content. ASOS can use the emerging platforms to employ a more natural and less polished brand voice that is the opposite of traditional advertising and appeals to digitally native people. Live streams and short videos as well as interactive features will allow real-time interaction and a feeling of community. It has been reported that the initial use of new platforms has the potential to strengthen the brand image because it generates a sense of innovation and cultural sensitivity (Kanumuri, 2025, p. 69). Nevertheless, it is still difficult to handle platform-related content efficiently and coordinate brand image and users’ expectations which are changing.
[bookmark: _Toc222142473]3.5 Research Gap 
Although many studies are done regarding social media marketing and brand image, little qualitative research is available to examine the ASOS UK particularly. Current literature is usually broad, quantitative and fails to assess the impact consumers have on the content and engagement cues of an influencer on brand image. Moreover, the new platforms including TikTok have been insufficiently considered in the context of fashion in the UK. This paper fills these gaps by providing a secondary qualitative review of social media marketing practices of ASOS and the impact that they have on consumer brand image perception.
[bookmark: _Toc222142474]4. Research Methodology 
[bookmark: _Toc222142475]4.1 Research Design
In this research, the secondary qualitative research design is applied with the focus on ASOS UK. The design is the exploratory type that seeks to establish a deep comprehension of the role of the strategies of social media marketing on the brand image in the UK fashion retailing industry. The research will allow a thorough and context-specific analysis of the social media practices of ASOS without collecting primary data through the study of the available scholarly articles, industry reports and available case evidence. 
[bookmark: _Toc222142476]4.2 Research philosophy
The interpretivist philosophy of research guides the research and focuses on interpretations and perceptions of meanings alongside interpretations of reality instead of quantifying it. Interpretivism will be appropriate in this research because brand image and consumer perception are socially constructed phenomena influenced by the interaction in social media sites. This philosophical approach justifies the qualitative explanation of the secondary data and is able to examine the perceptions and meaning of the strategies of social media marketing in the UK fashion industry.
[bookmark: _Toc222142477]4.3 Research Approach 
The proposed study will take an inductive research approach as the study will focus on coming up with insights and patterns of observations available, instead of testing fixed hypotheses. The inductive research method will enable the study to examine the relationship between social media marketing strategies and brand image within the context of ASOS UK through the investigation of the existing scholarly literature, industry reports and secondary data on this subject. Through the study of observed trends and meanings, the study will come up with meaningful conclusions about the relationship between social media engagement and brand perception. This method will be appropriate in the interpretation of complex marketing phenomena whose theoretical explanations would be observed through the interpretation of data.
[bookmark: _Toc222142478]4.4 Data Collection Methods
The secondary qualitative data collection methods will be employed in the research. The data will be collected through peer-reviewed academic journals, books, marketing reports, company publications, and reliable on-line databases on social media marketing and brand image topic. There will also be an examination of other pieces of information such as the official social media pages of ASOS UK, sustainability reports and marketing communications. To guarantee methodological rigour and consistency, the present study is going to analyse precisely 50 academic journal articles published in peer-reviewed journals but will be identified using predefined inclusion and exclusion criteria in accordance with the systematic literature review (SLR) design. Primary data collection methods will not be used to understand the perceptions of consumers but secondary data will be used to have a comprehensive picture of the current strategy and the existing one of consumers. This will ensure that it is efficient, reliable, and has a vast access to relevant information.
[bookmark: _Toc222142479]4.5 Data Analysis Techniques 
This will be carried out using systematic literature review (SLR) approach, supplemented with the PRISMA (Preferred Reporting Items to Systematic Reviews and Meta-Analyses) framework support that will enable the researcher to attain transparency, rigour, and replicability. The PRISMA process will be organized into certain stages, including the identification stage, screening, eligibility assessment, and the incorporation of the final number of articles (50) in the form of peer-reviewed scholarly articles. The inclusion and exclusion criteria will be made clear so that relevant studies that touch on the topic of social media marketing strategies and brand image are selected given the fashion retail setting. The selected articles will then be synthesised systematically through comparative analysis with the view of identifying patterns, theoretical perspectives as well as empirical finding with regards to ASOS UK. Such a systematic SLR will give the methodological similarity and will strengthen the validity and reliability of the research findings.
[bookmark: _Toc222142480]4.6 Ethical Considerations 
The proposed research will uphold the ethical considerations. All information will be gathered through publicly accessible and credible secondary sources that will guarantee transparency and academic excellence. All the sources will be properly credited and referenced to prevent plagiarism. The research will not entail any manipulations, misrepresentations, or biased interpretations of results. No personal, confidential and sensitive information will be employed, and no commercial interest will influence the results of the research. The study will be conducted according to the standards of academic ethics, and it will be objective, honest, and responsible in reporting its findings.
[bookmark: _Toc222142481]5. Risks 
The possible risks of the proposed study will be mainly connected with the data availability and the bias of how the data will be interpreted. Since the research will use secondary data only, it is possible that the latest or company-specific internal marketing research would be limited. Moreover, they might affect results because of subjective interpretation in the course of thematic analysis. In order to alleviate such risks, the study will be based on several reputable academic and industry sources in order to provide balance. They will be reduced by using clear analytical frameworks and uniform coding procedures to increase the credibility and strength of the findings.
[bookmark: _Toc222142482]6. Timeline (Gantt Chart)
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Figure 1: Research timeline
(Source: Self-developed)
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