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[bookmark: _Toc238609932][bookmark: _Toc238609333][bookmark: _Toc238818381]Introduction
Social media is embedded in contemporary marketing because it enables two-way communication among brands and consumers through posts, reviews, recommendations, short videos and influencer content. This is particularly relevant to food and beverage products, where visual, social and experiential cues can shape awareness, information search, comparison and purchase-related decisions (Mangold and Faulds, 2009; Rini et al., 2024). The dissertation therefore examines social media marketing and consumer buying behaviour through a systematic literature review and thematic synthesis rather than a primary survey or statistical model.
[bookmark: _Toc238609933][bookmark: _Toc238609334][bookmark: _Toc238818382]Research Background
Marketing communication has undergone substantial change through the development of digital platforms. Traditional promotion was mainly one-way, with businesses sending messages through television, print, outdoor advertising and other mass media. Social media enables consumers to respond, share, comment, review and produce their own brand-related content. It therefore combines communication from firms with communication among consumers, allowing brand messages, peer recommendations and electronic word-of-mouth to interact within the same marketing environment (Mangold and Faulds, 2009).
Social media marketing may be defined as the deliberate use of social media to raise awareness, offer information, engage and influence consumer reactions. Appel et al. (2020) state that social media still has an impact on marketing due to the ways consumers interact with brands, the ways that firms gain market insight and the ways consumers form opinions. Social media marketing is not just about posting promotional content in this way. It also includes interaction, brand personality, responsiveness, building a digital community, product storytelling and encouraging electronic word-of-mouth.
Prior research links social media marketing with purchase intention, brand awareness, image, loyalty, perceived value, satisfaction, engagement and brand knowledge (Alalwan, 2018; Bilgin, 2018; Chen and Lin, 2019; Cheung, Pires and Rosenberger, 2020). However, these outcomes do not always represent the wider buying process or actual purchase, creating a need for sector-specific synthesis.
The food and beverage context is important because consumer choices can reflect functional considerations such as price, availability, convenience and quality as well as sensory, social and emotional cues. Social media can present these cues through product images, short videos, restaurant content, customer reviews, influencer recommendations and limited-time promotions. Rini et al. (2024) reviewed 377 studies and found that social media operates as a research tool, a determinant of food-related outcomes and a source of consumer-generated food content, while its precise role in shaping food consumer behaviour remains only partly understood.
[bookmark: _Toc238609934][bookmark: _Toc238609335][bookmark: _Toc238818383]UK Food and Beverage Industry Context
The UK food and beverage sector is a suitable background for this study as it is of commercial importance and is very sensitive to consumer behaviour. The Food and Drink Federation (2025) state that the UK food and drink manufacturing industry accounts for nearly a quarter of the UK manufacturing industry's turnover and makes a £37 billion impact on the UK economy. This is an indication that food and beverage is not a small consumer market. It is a significant area in which shifts in consumer decision making can have real implications on the performance of companies, marketers and the industry as a whole.
The topic is also relevant in the digital environment in the UK. Online platforms and apps are also a key part of how people spend their time online and have become integral to everyday life, as evidenced by Ofcom (2024). This is significant for food and beverage brands because consumers can see content about products when they are on platforms like Instagram, TikTok, Facebook, YouTube and X. Therefore, the path to purchase can start before a consumer step into a store, restaurant, delivery app or a brand's website. A social media post can introduce a product, build interest, spark a craving, offer social proof or support comparison with other products.
The market includes supermarkets, restaurants, cafes, delivery services and packaged food and beverage brands competing for attention and spending. Social media enables rapid promotion and interaction, but engagement is not equivalent to sales. Liadeli, Sotgiu and Verlegh (2023) found that owned-social-media effects vary by content, platform, country and industry, supporting the need to distinguish online reactions from buying behaviour.
[bookmark: _Toc238609935][bookmark: _Toc238609336][bookmark: _Toc238818384]Research Problem
The practical research problem is that firms often monitor likes, shares, comments, followers and views, although these indicators measure attention or engagement rather than whether consumers search, compare, purchase or repurchase. Variation between social-media engagement and sales makes the commercial meaning of platform metrics difficult to interpret (Liadeli, Sotgiu and Verlegh, 2023).
There is also an academic problem. A substantial strand of social media marketing research examines purchase intention, brand awareness, brand image, loyalty, satisfaction, engagement and brand knowledge rather than the wider buying process (Alalwan, 2018; Bilgin, 2018; Chen and Lin, 2019; Cheung, Pires and Rosenberger, 2020). These outcomes are important, but consumer buying behaviour can include need recognition, information search, evaluation of alternatives, purchase and post-purchase responses. Digital participation can reshape each of these stages because consumers encounter brand content, reviews and peer contributions throughout the decision process (Ashman, Solomon and Wolny, 2015).
The problem is especially relevant to food and beverage purchases because decisions may combine price, convenience, quality and availability with visual appeal, social proof, brand personality, reviews and recommendations. Existing research shows that social media can be connected with food attitudes, consumption and other behavioural outcomes, but findings differ according to the platform, content, method and context studied (Rini et al., 2024). The present study therefore responds to the problem by critically reviewing and synthesising published evidence rather than assuming that social media attention automatically produces buying behaviour.
[bookmark: _Toc238609936][bookmark: _Toc238609337][bookmark: _Toc238818385]Research Gap
The first gap is contextual. Food and beverage studies have been conducted across different countries and product categories, including ready-to-drink tea in Indonesia (Aji, Nadhila and Sanny, 2020). Their findings are relevant but cannot be assumed to represent the UK market. Other studies focus on broader outcomes such as awareness, image, loyalty, perceived value and satisfaction (Bilgin, 2018; Chen and Lin, 2019), leaving limited direct UK food-and-beverage evidence.
The second gap concerns outcomes. Many studies use purchase intention or brand responses rather than the wider decision process. Intention reflects willingness to buy, whereas buying behaviour also involves search, comparison, selection, purchase and post-purchase response. Price, availability, habit and alternatives can prevent intention from becoming action (Ashman, Solomon and Wolny, 2015; Alalwan, 2018).
The third gap concerns fragmented and context-dependent evidence. Social-media food research uses varied platforms, methods and outcomes, and the role of social media remains only partly integrated (Rini et al., 2024). Effects of owned social media also vary across content, industry and country (Liadeli, Sotgiu and Verlegh, 2023). A focused synthesis is therefore needed to identify the main buying-related factors and assess their relevance to the UK.
[bookmark: _Toc238609937][bookmark: _Toc238609338][bookmark: _Toc238818386]Research Aim
The aim of this research is to examine the influence of social media marketing on consumer buying behaviour in the UK food and beverage industry.
[bookmark: _Toc238609938][bookmark: _Toc238609339][bookmark: _Toc238818387]Research Objectives
The objectives of the study are:
1. To review relevant academic literature on social media marketing and consumer buying behaviour.
2. To identify how published studies explain consumer responses to social media marketing in food and beverage contexts.
3. To synthesise the main social media marketing factors reported to influence consumer buying behaviour in food and beverage contexts and assess their relevance to the UK industry.
4. To critically examine the evidence on the influence of social media marketing on consumer buying behaviour through thematic synthesis.
5. To provide practical recommendations for food and beverage marketers based on the reviewed evidence.
[bookmark: _Toc238609939][bookmark: _Toc238609340][bookmark: _Toc238818388]Research Questions
The study will answer the following research questions:
1. RQ1. How is social media marketing in food and beverage contexts discussed in existing literature?
2. RQ2. What social media marketing factors are reported to influence consumer buying behaviour in food and beverage contexts, and how are these factors relevant to the UK industry?
3. RQ3. What themes and research gaps emerge from existing evidence on social media marketing and consumer buying behaviour in the UK food and beverage industry?
[bookmark: _Toc238609940][bookmark: _Toc238609341][bookmark: _Toc238818389]Research Proposition
Because the dissertation uses a secondary qualitative systematic review rather than primary quantitative testing, it does not formulate or test a statistical hypothesis. The study is guided by one literature-based proposition concerning the relationship between its two core concepts:
1. P1: Published evidence indicates that social media marketing can shape consumer buying behaviour in food and beverage contexts through brand communication, visual content, online engagement, peer interaction, reviews and recommendations, with the form and strength of this influence depending on context.
[bookmark: _Toc238609941][bookmark: _Toc238609342][bookmark: _Toc238818390]Conceptual Framework
The conceptual framework is based on the consumer decision-making process as adapted to participatory digital culture. The traditional process includes need recognition, information search, evaluation of alternatives, purchase and post-purchase responses. Ashman, Solomon and Wolny (2015) explain that digital participation makes this process less controlled by marketers and more socially connected because consumers can obtain, create and exchange information throughout the journey. This framework is suitable for the dissertation because it provides a recognised basis for examining where and how social media marketing may enter food and beverage purchase decisions.
Within the framework, social media marketing refers to brand-generated and consumer-related content encountered through social platforms, including informative posts, promotions, visual product content, influencer communication, customer reviews and brand interaction. Consumer buying behaviour refers to the reported responses occurring across the decision process, including awareness, information search, evaluation, selection, purchase and post-purchase behaviour. The framework guides article selection, data extraction and thematic coding rather than treating the concepts as statistically measured constructs. It also allows themes such as trust, engagement, electronic word-of-mouth and emotional appeal to be interpreted as explanations emerging from the literature (Mangold and Faulds, 2009; Rini et al., 2024).
[bookmark: _Toc238609942][bookmark: _Toc238609343][bookmark: _Toc238818391]Significance of the Study
Academically, the study is significant because it applies a consumer decision-making perspective to the relationship between social media marketing and buying behaviour in the UK food and beverage context. Existing research often separates awareness, engagement, intention, sales and food-related behaviour into different outcomes. Bringing this evidence together can show how social media may influence different stages of the decision process and where findings remain uncertain or context-dependent (Ashman, Solomon and Wolny, 2015; Rini et al., 2024).
Practically, the synthesis can help food and beverage marketers distinguish social-media activity that attracts attention from activity associated with evaluation and purchasing. This is important because the commercial value of visible engagement varies across content types and outcomes (Liadeli, Sotgiu and Verlegh, 2023).
[bookmark: _Toc238609943][bookmark: _Toc238609344][bookmark: _Toc238818392]Scope and Delimitations
The study is restricted to secondary sources examining social media marketing, food and beverage marketing and consumer buying behaviour. Priority will be given to studies conducted in the UK. Where direct UK evidence is limited, relevant international food and beverage studies will be included and their transferability to the UK context will be assessed critically alongside official and industry evidence. The review will focus mainly on peer-reviewed journal articles, systematic reviews and selected credible official or industry reports. It will not collect new consumer responses, analyse confidential company sales data, examine platform algorithms or assess the financial performance of individual food and beverage companies.
The qualitative secondary design is intended to interpret and synthesise evidence rather than test variables statistically. Trust, perceived value, engagement, electronic word-of-mouth and emotional appeal may emerge as explanatory themes, but they are not predetermined survey variables or tested mediators.
[bookmark: _Toc238609944][bookmark: _Toc238609345][bookmark: _Toc238818393]Brief Methodological Overview
The dissertation adopts a secondary qualitative research approach using a systematic literature review and thematic synthesis. A systematic review is suitable because it provides a transparent process for identifying, screening, selecting and reporting existing studies, while PRISMA 2020 supports clear documentation of the review flow (Page et al., 2021). Thematic synthesis is appropriate because it enables findings from diverse studies to be coded, compared and developed into descriptive and analytical themes (Thomas and Harden, 2008). This is consistent with the research questions as the research aims to assess the explanation of influence in published research, not to compute a new statistical effect.
Search terms and eligibility criteria are predefined and evidence is collected from peer-reviewed articles and selected credible official and/or industry reports. The information is recorded in a structured extraction table (context of the study, method, sample, findings, limitations, relevance). Findings are coded and then analysed thematically (thematic synthesis) with the principles of thematic analysis (Braun and Clarke, 2006; Thomas and Harden, 2008).
Research will be carried out in an ethical way. There will be no direct risks associated with the consent, anonymity or personal survey responses of participants as the study is based on secondary published sources and no primary data is being collected from human participants. However, the dissertation will still follow academic integrity by citing all sources accurately, avoiding misrepresentation of authors' findings and using evidence responsibly. The study will not collect personal data, which is consistent with the principle of data minimisation in UK data protection guidance (Information Commissioner's Office, 2026).
[bookmark: _Toc238609945][bookmark: _Toc238609346][bookmark: _Toc238818394]Structure of the Dissertation
The dissertation has five chapters. Chapter 1 establishes the problem, aim, questions, significance and approach. Chapter 2 critically reviews the literature and conceptual framework. Chapter 3 explains the systematic-review methodology. Chapter 4 presents and discusses the findings. Chapter 5 provides conclusions, recommendations, limitations and priorities for future research.
[bookmark: _Toc238609946][bookmark: _Toc238609347][bookmark: _Toc238818395]Chapter Summary
This chapter established the research problem, aim, questions and scope. It showed that social media can shape awareness, evaluation and buying-related responses, while engagement should not be treated as purchase. The main gaps concern limited UK-specific evidence, the intention-behaviour distinction and uncertain transferability across contexts, providing the rationale for the systematic review.



[bookmark: _Toc238609947][bookmark: _Toc238609348][bookmark: _Toc238818396]Literature Review
[bookmark: _Toc238609948][bookmark: _Toc238609349][bookmark: _Toc238818397]Introduction
This chapter is a literature review to understand the nature of social media marketing and consumer buying behaviour (related to the UK food and beverage sector) with a critical perspective. The aim is to find out the evolution of social media marketing; discuss the process a consumer goes through to make a decision and consider the key ways that digital content can impact food and beverage decisions. The review also separates consumer engagement and purchase intention from buying behaviour – as likes/comments in the online environment do not necessarily show a purchase decision.
The Stimulus-Organism-Response model is used to organise the discussion. The content of social media is translated as external stimuli, evaluation of the consumers' cognitive and emotional response as the organism, and buying-related behaviour as the response. This enables the literature to be compared between content quality, credibility, influencers, EWOM, UGC and promotions and emotional appeal. The chapter then considers the context in the UK, draws out elements of agreement and disagreement and identifies gaps in the context, behaviour and methodology which warrant the dissertation.
[bookmark: _Toc238609949][bookmark: _Toc238609350][bookmark: _Toc238818398]Social Media Marketing: Concept and Development
Social media are applications that allow users to share, interact with and create content and communities on the internet. These platforms differ from websites of the past in that “User-Generated Content and Networked participation are at the heart of these sites” (Kaplan and Haenlein, 2010, p. 119). Social media marketing is thus more than just advertising on the web. It comprises of brand communications, community engagement, individualised content, consumer feedback, social commerce, influencer relationships and facilitating electronic word of mouth.
This environment changes marketing from predominantly firm-controlled communication to interaction among brands and consumers. Mangold and Faulds (2009) describe social media as a hybrid promotion element because firms communicate with consumers while consumers also communicate with each other. Reviews, comments and user posts can therefore reinforce or contradict official brand messages.
Social media marketing has also evolved from an experimental page management to an activity that is data-driven and an integral part of business. Brands can share short video, live streams, product showcases, stories, polls and links to buy products and monitor reach, clicks and engagement. Appel et al. (2020) state that social media has now become a part of the social context in which customers develop preferences, the market intelligence and the relationship with customers. But there's a disconnect between visibility and interaction, and behavioural effectiveness, as platform metrics are easier to measure than purchases.
Common social-media marketing dimensions include entertainment, interaction, trendiness, customisation, informativeness and word-of-mouth. Alalwan (2018) found that interactivity, informativeness, relevance and entertainment were associated with purchase intention to different degrees, while Alves, Fernandes and Raposo (2016) highlight fragmentation across platforms and outcomes. This supports context-sensitive synthesis.
[bookmark: _Toc238609950][bookmark: _Toc238609351][bookmark: _Toc238818399]Consumer Buying Behaviour
Consumer Buying Behaviour relates to the activities, which the consumers perform during their buying process, they need to recognise a need, search for information, evaluate alternatives, make a choice, use the product and respond. It's more than at the time of payment; it's more than purchase intent. Solomon (2020) points out that consumption choices are not only a reflection of the functional attributes of the product, but also psychological, social and cultural meanings. For food and beverage, price, convenience and availability can co-exist with appetite and health beliefs, habit, identity and social influence.
The decision-making process widely used has five stages namely: Need recognition, Information search, Evaluation of alternatives, Purchase decision and Post purchase behaviour. However, consumers don't always follow these steps in order, especially when purchasing low-involvement/habitual products, Kotler and Keller (2016) say. Some choices of foods and beverages might be quickly made and be repeated, whereas eating at restaurants, buying gourmet drinks or trying new foods or products might require a deeper information search and comparison process.
Purchase intention expresses willingness or likelihood to buy but does not guarantee action. A consumer may respond positively to social-media content yet not purchase because of price, location, availability, dietary restrictions or alternatives. This distinction is central because actual trial and repeat-purchase evidence is less common than intention measures.
Food/beverage selections have planned and spontaneous components as well. Repeated purchases could be a habit and familiarity, and scarcity messages and social proof can instandantaneously create an unmet want. Food research conducted on social media, as illustrated by Rini et al., (2024) spans all these three areas regarding food attitudes, information, intentions and consumption, however, with evidence found in various populations, product types and platforms. Thus the general idea of buying behaviour can be applied to the pre-purchase evaluation, purchase related response and post purchase outcomes.
[bookmark: _Toc238818483]Table 2.1. Core concepts adopted in the literature review
	Concept
	Working meaning
	Main implication for this dissertation

	Social media marketing
	Planned brand activity on social platforms that informs, promotes, interacts and encourages consumer-to-consumer communication.
	Examined through content quality, credibility, influencers, eWOM, engagement, promotions and emotional appeal.

	Consumer buying behaviour
	Need recognition, information search, evaluation, purchase-related choice and post-purchase response.
	Keeps the review broader than purchase intention alone.

	Engagement
	Cognitive, emotional and behavioural interaction with brand or community content.
	Treated as an intermediate response, not automatic evidence of purchase.

	Purchase intention
	A stated likelihood or willingness to buy.
	Considered relevant evidence but separated from actual buying behaviour.


Source: Developed from Kaplan and Haenlein (2010), Kotler and Keller (2016), Dessart (2017) and Solomon (2020).
[bookmark: _Toc238609951][bookmark: _Toc238609352][bookmark: _Toc238818400]Theoretical Foundation
The main theoretical model on which it is based is Stimulus-Organism-Response developed by Mehrabian and Russell (1974). The theory suggests that approach/avoidance responses are regulated by the internal cognitive/emotional process that is caused by the environmental stimulus. It was first used in environmental psychology, but subsequently it has been widely used in the field of retail and online consumption since it distinguishes between external stimuli provided by the marketer and the internal assessment of the stimuli by the consumer and their actions.
Social media marketing activities will be considered as stimulus in this dissertation. These include visual and informational content, promotional messages, influencers endorsing and users reviewing brands, brand interaction and user-generated content. The organism is a representation of inner responses like attention, perceived relevance, trust and credibility, emotional arousal and product evaluation. Response involves additional information search, purchase intent, product selection, sampling and re-purchasing or recommending/avoiding.
This is helpful because it does not state that there will be an immediate sale based upon an exposure. Consumers' involvement, past experience and perceived authenticity and situational constraints can lead to different reactions to the same stimulus. The framework was used in sustainable food promotion by Wu, Yang and Liu (2023) and they found that the influencer characteristics were mediated by consumer value before impacting purchase intention. This confirms the perspective that internal evaluation stage is vital to comprehend why the similar content might persuade one consumer, while it might not persuade different.
The consumer decision process complements SOR by showing where social media may influence need recognition, search, comparison, purchase and post-purchase sharing. SOR explains the movement from cue to internal evaluation to response, while the decision process locates that movement within the buying journey. The framework is used analytically rather than as a statistical mediation model.
[bookmark: _Toc238609952][bookmark: _Toc238609353][bookmark: _Toc238818401]Social Media and Consumer Decision-Making
By introducing consumers to brands they haven't heard of, brands that are limited release, recipes, photos of restaurant dining and lifestyle photos, the social media can affect the need recognition process. Multiple exposures could lead to greater familiarity and strong pictures or videos of food could trigger an immediate response that leads to an appetite for food. The branded social content tends to be experiential, image and exclusivity oriented, Ashley and Tuten (2015) discovered. This material can consequently create a need that wasn't required prior to viewing, especially for deal with snacks, beverages and dining establishments.
When in the information search stage, the consumers can view a brand page, menus, prices, comments, ratings, as well as creator reviews and peer-created photos. Electronic word-of-mouth is influential because it seems to be information beyond the firm's control that is based on experience. Erkan and Evans (2016) results showed that there was a relationship between information quality, credibility, usefulness and adoption with purchase intention. This means that the number of facts or facts inapposite as significant as consumers deem them relevant and credible.
Social media also supports evaluation of alternatives through comparisons of appearance, size, ingredients, value and service. Ratings, comments and follower numbers can act as social proof, but popularity is not equivalent to credibility. De Veirman, Cauberghe and Hudders (2017) found that follower numbers increased perceived popularity without necessarily establishing opinion leadership.
At purchase and post-purchase stages, promotional codes, delivery links and limited-time offers can shorten the path from exposure to transaction. After purchase, reviews, photographs and complaints create new information for other consumers. Social media therefore forms a recursive rather than one-way decision environment.
[bookmark: _Toc238609953][bookmark: _Toc238609354][bookmark: _Toc238818402]Social Media Marketing in the Food and Beverage Industry
Food and beverage marketing is a very visual, sensory and social product, making it a very compatible product to market via social media. Close ups of the brand, recipes, video prep, tasting reactions, menu releases, behind-the-scenes stories, competitions and seasonal promotions are all used by brands. For restaurants and cafes, such can include atmosphere and experience of service, for packaged brands, this can include a link between product and health, convenience or indulge or lifestyle identity.
The evidence suggest that content can impact on evaluation as well as consumption, when related to food. Based on Aji, Nadhila and Sanny (2020) results shows that the activities conducted in Instagram were related to purchase intention in the ready to drink tea industry and Hanaysha (2022) results indicated that the interactivity, informativeness, perceived relevance and entertainment influenced fast food purchasing intention via brand trust. These studies are of commercial interest but neither was carried out in the UK and both included particular consumer samples which were not necessarily transferable.
This is a more important aspect and the reason why influencer content is coming more to the fore as food is easy to show and replicate. Luong and Ho (2023) discovered that the value of the content, the expertise, attractiveness and similarity of the food-vlogger influenced the attitude and social-commerce intention of the viewers. The findings of the studies on healthy and sustainable food are similar: source credibility, involvement and consumer attitudes can enhance purchase intention, and Instagram referrals and social-commerce trust can foster organic food purchasing behaviour (Añaña and Barbosa, 2023; Poureisa, Aziz and Ng, 2024).
A concern there is also on the Public Interest front in the industry. Experimental and review evidence with children indicates that promotion of unhealthy foods by an influencer can impact intake and preferences, and promotion of healthy foods can not always have the same impact. Coates et al. (2019) have identified an increase in children's consumption after exposure to unhealthy food via an influencer brand marketing and Packer et al. (2022) found an overall dietary effect in the studies of celebrity and influencer marketing. While this dissertation will not restrict the reader to children, evidence uncovered reveals that the marketing of food might influence behaviour in addition to just brand attitudes.
[bookmark: _Toc238609954][bookmark: _Toc238609355][bookmark: _Toc238818403]Key Social Media Marketing Factors Influencing Buying Behaviour
[bookmark: _Toc238609955][bookmark: _Toc238818404]Content Quality and Informativeness
Content Quality – The extent information in a message is considered useful, clear, relevant, accurate and presented. In the food & beverage industry, it can be the price, ingredients, availabilities, nutrition, preparation or nothing more than a realistic representation of the product. While entertainment may grab the attention of consumers, information will be key in determining whether the offer is a good fit. Informativeness and perceived relevance were proven to play a role in purchase intention by Alalwan (2018) which indicates that suitable media product that can reduce uncertainty is more persuasive if it is visually attractive.
Creative presentation can determine whether users stop, process or share content. Berger and Milkman (2012) link emotional arousal with sharing, while de Vries, Gensler and Leeflang (2012) show that post characteristics affect likes and comments differently. Engagement metrics therefore cannot be treated as direct measures of purchase effectiveness.
[bookmark: _Toc238609956][bookmark: _Toc238818405]Brand Trust and Credibility
Trust lowers the perceived risk if the consumers are unable to perform inspection of a product before buying. It may be caused by ongoing communication and correct statements, reactive service, and congruent online and real-world experience. Chen and Lin (2019) discovered that social media marketing activities had an impact on perceived value and satisfaction and Bilgin (2018) connected social media marketing activities with brand awareness, brand image and brand loyalty. In combination, these studies suggest that the impact of marketing can be cumulative – evidenced not just as a direct purchase – but also in overall brand perceptions.
Credibility is especially important for health, sustainability and quality claims. Hanaysha (2022) identified brand trust as a mechanism linking social-media features with fast-food purchase decisions. In the UK, paid influencer communication must also be clearly identifiable as advertising, making transparency relevant to long-term trust (Advertising Standards Authority, 2025).
[bookmark: _Toc238609957][bookmark: _Toc238818406]Influencer Marketing
Influencers not only have access to an audience, but are seen as experts, similar or personally connected to them. Lou and Yuan (2019) identified the factors that influenced the trust in the influencers' content as informative value, entertainment value, trustworthiness, attractiveness and similarity. Sokolova and Kefi (2020) also demonstrated that credibility and parasocial interaction were factors that led to purchase intention. The results will illustrate how followers can feel like they are being communicated to as a friend instead of in the more traditional manner of an advertisement.
Influences are dependent – not universal. Djafarova and Rushworth (2017) indicated that some non-traditional online personalities would be considered credible due to their rel тә, and Schouten, Janssen and Verspaget (2020) revealed that identification and fit with the product endorser influenced the responses of influencers and celebrities. For brands in the food and beverage sector, an influencer who matches the lifestyle, domain of an expertise, and audience could turn out to be more compelling than one that's just chosen as a result of they have the overall audience.
Limits are also determined from food specific studies. In drawing inferences from the self-disclosure, Wu, Yang and Liu (2023) determined that sustainable-food purchase intention was the dependent variable of how consumers interpreted an influencer's self-disclosure and environmental concern and spending self-control. Qin et al. (2024) correlated the activity of influencers on their platforms with the intention and behaviour to purchase light-meals, in a specific product category and cultural context. The evidence suggests that influencer marketing is a useful stimulus and examined how credibility and the fit between the product and the consumer values affects the impact of this marketing.
[bookmark: _Toc238609958][bookmark: _Toc238818407]Electronic Word-of-Mouth and User-Generated Content
WOM Rep. or "Electronic WOM" is composed of reviews, recommendations, comments and user-generated material that convey their product experience. It can make it less unclear as it offers information from other users, but it will also come out with false or extremely subjective claims. Erkan and Evans (2016) demonstrate that the information found on social media is more adoptable by consumers if they are credible and useful. It is, therefore, more important to have positive comments, but to have them from the right source and be of good quality.
UGC can appear authentic because it is produced outside formal brand advertising. Consumer photographs, restaurant videos and product tastings can help buyers visualise experiences and compare alternatives. However, incentives and paid advocacy blur the boundary between spontaneous and managed content, making disclosure and persuasive awareness important (De Veirman, Hudders and Nelson, 2019).
[bookmark: _Toc238609959][bookmark: _Toc238818408]Consumer Engagement
Engagement relates to the cognitive, emotional and behavioural aspects. Dessart (2017) defines it as a multi-dimensional reaction which can reinforce the trust, commitment and loyalty. Likes, comments and sharing are easily measurable behaviours but are only pieces of the puzzle to tell the overall picture of engagement, and are not necessarily indicators of purchase.
Cheung, Pires and Rosenberger (2020) link perceived social-media marketing elements with consumer-brand engagement and brand knowledge. Engagement can therefore support awareness and information search, but consumers may interact without buying or purchase without visible engagement. It is better treated as a pathway than as a stand-alone measure of buying behaviour.
[bookmark: _Toc238609960][bookmark: _Toc238818409]Promotions, Scarcity and Emotional Appeal
Promotions can be a definitely instant economic motive to act. Discounts, giveaways, contests, and free shipping offers can cut out the time that is traditionally allotted for researching and decisions, and add urgency. Aji, Nadhila and Sanny (2020) discovered the influence of promotion and interactive activities on Instagram for purchasing products, applied to beverages. Once scarcity messages seem credible, it may work, but messages regarding urgency can be repeated, and this may also induce scepticism and/or promotion dependence.
Food imagery can communicate pleasure, freshness, indulgence and social experience. Berger and Milkman (2012) show that arousal influences content sharing, while Kucharczuk, Oliver and Dowdell (2022) identify visual and peer-based social-media influences on food choices. Emotional appeal can attract attention and desire but should be considered alongside transparency, nutrition and long-term trust.
[bookmark: _Toc238609961][bookmark: _Toc238609356][bookmark: _Toc238818410]Consumer Responses to Social Media Marketing
Positive responses are: awareness, interest, favourable attitudes, trial, trust, loyalty and recommendation. Bilgin (2018) associates the social media marketing with awareness, image and loyalty; and Chen and Lin (2019) suggest perceived value and satisfaction due to social media marketing. The results indicate that this impact can be indirect, as a so-called ‘relational accumulation', in addition to being direct.
Negative responses are equally important. Advertising fatigue, information overload, privacy concerns, sponsorship distrust and mismatch between online presentation and actual products can weaken persuasion. De Veirman, Cauberghe and Hudders (2017) show that follower numbers can signal popularity without guaranteeing opinion leadership, illustrating why visibility should not be equated with credibility.
There are also tensions arising from food marketing as this can encourage good and less healthy food uptake. Favorable results of packer et al (2022) revealed that celebrity and influencer marketing of unhealthy products had an impact on dietary outcomes amongst children. However, this is not to suggest that all foody social media is bad, it does show however that there can be ethical and public-health implications to behavioural effects of social media. Therefore, persuasion elements need to be considered as well, along with consumer autonomy and credibility of health claims, in a balanced review.
[bookmark: _Toc238609962][bookmark: _Toc238609357][bookmark: _Toc238818411]The UK Food and Beverage Context
In the UK the context is commercially important and is digitally rich. According to The Food and Drink Federation (2026), food and drink manufacturing accounts for around £42 billion in the economies of the UK, and almost half a million employment opportunities. There are also other brands such as manufacturers, supermarkets, restaurants, cafes, delivery and specialist brands in the wider market which have a challenge in obtaining the consumer's attention and repetition.
They can be exposed to online environment frequently. In the UK, social networks and video-sharing platforms are significant in the reach of adults; especially younger adults according to Ofcom (2025). Food and beverage brands can thus connect with consumers prior to their store, restaurant or delivery app experience. Visual demo on Instagram, TikTok and YouTube, plus influencer content, and reviews and community discussion on Facebook, are factors.
UK consumers also respond to cost, convenience, health and sustainability, which can strengthen or weaken social-media effects. International evidence on sustainable and healthy food highlights credibility and perceived value, but much of it comes from China, Portugal, Malaysia and Indonesia rather than the UK (Aji, Nadhila and Sanny, 2020; Añaña and Barbosa, 2023; Wu, Yang and Liu, 2023; Poureisa, Aziz and Ng, 2024).
Additionally, practice is influenced by the regulatory context. The use of social media advertising and paid-for social-media content must be obvious and there are general advertising rules to follow for food claims in the UK. The Advertising Standards Authority (2025) highlight the need for prominent disclosure – this is important because transparency will help to build credibility, whereas hidden commercial relationships will damage trust.
A detailed synthesis of selected food and beverage studies supporting the literature review is provided in Appendix A.
[bookmark: _Toc238609963][bookmark: _Toc238609358][bookmark: _Toc238818412]Critical Synthesis and Research Gap
Literature shows the following consistent effects of social media marketing: Awareness, Attitude, Trust, Engagement and Purchase intention. Content value, credibility, social proof and influencer fit all feature again and again as a significant factor. There are also indications of connections between the studies and food-specific purchase decisions and consumption from the food-specific studies. But there is no evidence that higher exposure or involvement necessarily leads to buying behaviour. Product context, difference between intention and action, and consumer characteristics all influence effects, which are also dependent on the quality of information.
There is a contextual gap as much of the empirical evidence is drawn from Asian or other non-UK markets, and from quite limited segments of the market like ready to drink tea, light meals, sustainable food or fast food. It is important to note that these settings have different features in terms of platform usage, regulatory frameworks, culture, income and retail structure. Rini et al. (2024) agree that the research is wide-spread and diverse regarding the social media that currently exists and the research on food-consumer research in the UK is not yet sufficiently integrated across manufacturers, restaurants, retail food and beverages.
Outcome gap is also evident. Purchase intention, engagement, brand knowledge or loyalty are many of the common end points of many studies. While these outcomes are relevant, they do not completely reflect information search, information comparison, product choice, actual trial, repeat purchase and post-purchase recommendation. This is significant because there's a possibility that the intention is not translated into action due to price, convenience, availability or habit. The literature thus needs to be synthesized in the context of the broader buying process and not another stand-alone intention model.
The methodological and synthesis gap is a result of the differences in samples, platforms, measures and theoretical models. Some studies target brand posts, others target influencers, reviews or social commerce and many studies adopt complex mediation models, which can't be compared directly. Any negative reaction like scepticism, advertising fatigue and dissatisfaction is less talked about than positive results. This dissertation aims at filling these gaps by systematically reviewing and thematically synthesising the reported relationship between social media marketing and consumer buying behaviour in the context of food and beverage in the UK.
An additional analysis can be carried out when one takes into account the evidence from each stage of the buying process as opposed to by marketing technique. The quality and presentation of the content seems to be most important in the attention and information-search stages; credibility, eWOM and trust in the alternatives evaluation stage are also more important. Although there is the potential that promotions and social-commerce capabilities can "shorten the path to purchase," the literature does not indicate that these are necessarily effective at eliminating real-world obstacles like price or out of habit. The scriptural interpretation involved here is a "staged" one which aims at reconciling seemingly conflicting results. An effective intention or attention study may not show an effective completed-buying. It also provides an understanding of the need to consider engagement as a 'final behavioural outcome' rather than as an engagement. This SOR-decision-process framework is thus a better foundation for synthesis than considering the variables in each social-media category as separate.
The literature further indicates that credibility is its own multi-faceted attributes. Brand trust, influencer credibility, peer credibility and confidences in influencing information on the platform are based on related, but distinct judgements. Lou and Yuan (2019) highlight the significance of message value and credibility of source, Erkan and Evans (2016) demonstrate the importance of useful and credible eWOM and Hanaysha (2022) show the importance of brand trust in fast-food purchases. The results suggest one communication source will be received whereas the other received communication source may be doubted by consumers. When considering disclosure requirements, it is important to understand the context in the UK as the level of transparency in commercial messages can affect how consumers view influencer marketing (Advertising Standards Authority, 2025). Thus the research is defined not just to determine if social media enhances the purchase behavior, but what mix of content, creator and consumer evaluation can bridge the credibility gap and motivate the consumer to move past merely paying attention, to actually taking action.
[bookmark: _Toc238609964][bookmark: _Toc238609359][bookmark: _Toc238818413]Conceptual Framework
Conceptual framework combines SOR model and the consumer decision process. The social media marketing stimuli are content quality, credibility, influencers, electronic word-of-mouth, user-generated content, engagement features and promotions and emotional appeal. These stimuli are processed in terms of attention, trust, value, emotion, search and comparison of information. The outcome of the response can be purchasing intent, trial, product selection, repeat purchase, loyalty, or recommendation/avoidance.
The model of the framework does not include a statistical mediation model. Rather it offers an organising structure for the systematic review. It will help direct the search words and data-extraction categories and thematic coding in later chapters. It also allows for contradictory results to be maintained: the same marketing factor can lead to buying in one situation and to scepticism in another. This is suitable for a secondary qualitative dissertation, which aims to assess the extent to which, and how, social media marketing is said to impact buying behaviour..
[image: Conceptual framework showing social media marketing stimuli, consumer internal evaluation and buying-behaviour response within the Stimulus-Organism-Response structure.]
[bookmark: _Toc238818496]Figure 2.1. Literature-based conceptual framework
Source: Developed from Mehrabian and Russell (1974), Kotler and Keller (2016), Wu, Yang and Liu (2023) and Rini et al. (2024).
[bookmark: _Toc238609965][bookmark: _Toc238609360][bookmark: _Toc238818414]Chapter Summary
Overall, social media has developed into an interactive marketing environment involving brands, influencers and consumers. The literature links content quality, credibility, eWOM, engagement, promotions and emotional appeal with buying-related responses, but much evidence remains intention-based and non-UK. SOR and the consumer decision process provide a coherent basis for the systematic review and its contextual, outcome and methodological gaps.


[bookmark: _Toc238609966][bookmark: _Toc238609361][bookmark: _Toc238818415]Research Methodology
[bookmark: _Toc238609967][bookmark: _Toc238609362][bookmark: _Toc238818416]Introduction
This chapter explains the methodological decisions used to examine how social media marketing is reported to influence consumer buying behaviour in the UK food and beverage industry. The dissertation does not collect primary data through questionnaires, interviews or experiments. Instead, published empirical evidence is treated as secondary data. The research strategy is a systematic literature review, and the selected findings are integrated through qualitative thematic synthesis. The chapter explains the Research Onion alignment, research philosophy, approach to theory development, methodological choice, strategy, time horizon, search and selection procedures, data extraction, quality appraisal, analysis, rigour, ethics, data management and limitations.
The methodology is designed for a single-researcher MBA dissertation while maintaining a transparent and auditable evidence trail. The analytical data is from peer-reviewed empirical journal articles. There are no review articles or official UK reports or credible industry publications included in the thematic synthesis, although they are used for contextual interpretation and citation searching. There is less double counting, and it allows the source and strength of each type of evidence to be known.
[bookmark: _Toc238818417]Research Philosophy
A study is grounded in an interpretivist philosophy as it aims to elucidate the meanings, evaluations and behavioural responses of consumers as described in published studies in various settings. Consumers' engagement with the content online affects their reaction to arguments of such audiences, which makes context, such as the platform and product category, culture, trust, price, convenience and previous experiences (Saunders, Lewis and Thornhill, 2019), significant determinants of its effects. The review thus does not only read into models proffered for understanding such responses but also what makes the findings of these studies converge or diverge.
Although hypothesis testing, and standardised measurement would would fit better within the positivists frame work, this dissertation does not analyse one homogenous data set or test one causal model. Critical realism could examine underlying mechanisms, but varied constructs and contexts limit claims about one stable mechanism. Interpretivism therefore provides the strongest fit for comparing reported meanings and explanations while critically considering quantitative evidence (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc238609969][bookmark: _Toc238609364][bookmark: _Toc238818418]Research Approach
An abductive approach is used to move between existing theory and empirical evidence (Saunders, Lewis and Thornhill, 2019). SOR and the consumer decision process provide sensitising concepts for social-media stimuli, internal evaluation and buying-related responses, but they are not treated as fixed survey variables.
Coding combines deductive and inductive reasoning. Initial concepts such as content quality, influencer credibility, eWOM, engagement, trust and purchase intention are informed by Chapter 2, while new mechanisms, negative responses and contextual conditions can emerge from the data. The final themes are then compared with the theoretical framework and retained only when they address the research questions.
[bookmark: _Toc238609970][bookmark: _Toc238609365][bookmark: _Toc238818419]Research Strategy
The research strategy is a systematic literature review. Systematic review procedures provide a structured, transparent and reproducible method for identifying, appraising and integrating existing research, and they have been adapted for management and business research to generate context-sensitive evidence (Tranfield, Denyer and Smart, 2003). This strategy is appropriate because the topic spans marketing, consumer behaviour, social media, hospitality, food retail and digital commerce.
PRISMA 2020 is used as a reporting framework rather than the review strategy itself (Page et al., 2021). A predefined protocol covers databases, search concepts, dates, eligibility criteria, screening, appraisal and synthesis, while a dated log records search strings, filters, retrieval totals, duplicate removal and exclusion reasons.
[bookmark: _Toc238609971][bookmark: _Toc238609366][bookmark: _Toc238818420]Research Design and Research Onion Integration
The methodological choice is a mono-method qualitative secondary synthesis that draws on mixed-study evidence. Eligible empirical articles may use qualitative, quantitative or mixed methods, but the synthesis remains qualitative because the unit of analysis is the reported finding, explanation or interpretation rather than a pooled numerical effect (Creswell and Creswell, 2018). The design is therefore described as a systematic mixed-studies literature review with thematic synthesis.
The time horizon is cross-sectional because the review examines literature available up to the stated search cut-off date. The design is also explanatory and interpretive because it considers how, why and under what conditions social media marketing is associated with buying-related responses. Direct causal claims will be made only when an included study uses a design capable of supporting such an inference.
[bookmark: _Toc238818484]Table 3.1. Research Onion alignment
	Research Onion layer
	Selected position
	Application in this dissertation

	Research philosophy
	Interpretivism
	Interprets reported consumer meanings, mechanisms and contextual differences; selected after comparison with positivism and critical realism.

	Approach to theory development
	Abductive
	Moves between SOR and consumer decision theory, deductive starting codes and inductively emerging evidence.

	Methodological choice
	Mono-method qualitative secondary synthesis
	Uses qualitative thematic synthesis while drawing on empirical studies with qualitative, quantitative and mixed designs.

	Research strategy
	Systematic literature review
	Uses planned searching, screening, appraisal and synthesis; PRISMA supports reporting only.

	Time horizon
	Cross-sectional
	Reviews evidence available up to the search cut-off date of 12 July 2026.

	Techniques and procedures
	Secondary data extraction, MMAT appraisal and thematic synthesis
	Uses Zotero and Excel to maintain a traceable audit trail from record identification to final themes.


Source: Developed from Saunders, Lewis and Thornhill (2019), Tranfield, Denyer and Smart (2003), Page et al. (2021) and Thomas and Harden (2008).
The layers of the Research Onion form a unified framework whereby interpretivism helps to interpret contextually, abduction links theory and emerging themes, the systematic review helps to lay the foundations for an evidence base, the cross-sectional horizon lays the groundwork for a cut-off, and extraction, MMAT appraisal and thematic discussion circumscribe the research selected during the research process.
[bookmark: _Toc238818421]Justification for the Chosen Methods
Since the aim is to incorporate current explanations from across the countries, platforms, product categories and outcomes, a survey is not necessary but actually a hindrance; thus, a systematic review is preferred. It also allows for consideration of the transferability within the UK of international evidence – rather than another stand-alone association.
The systematic approach to search and exclusion of sources is more transparent than so could be a narrative review, and lessens selective source use. Constructs, measures and designs are too diverse to go into a meta-analysis. With the help of the thematic synthesis, it is possible to maintain contextual findings and contradictions but also shape higher level explanations (Thomas and Harden, 2008).
The chosen method is commensurate to the time frame for the dissertation and available resources. It does not involve recruiting participants; conducting surveys or interviewing; transcription. Zotero will be used for reference management, screening, extracting and quality appraisal and coding will be done on Microsoft Excel. These tools can provide good levels of auditability for the level of evidence to be collected.
[bookmark: _Toc238818422]Review Protocol and Literature Search Strategy
[bookmark: _Toc238818423]Review Scope
A formal search until 12 July 2026 has been conducted on peer-reviewed empirical study publications from 1 January 2015 in order to capture mobile social media, and the current times of influencer marketing and social commerce. The focus of analytical use is adults or general consumer samples in a food, beverage, restaurant / cafe and/or grocery or delivery context. International studies can be used where they are market context is possible to assess UK transferability.
[bookmark: _Toc238818424]Information Sources
Three major database sources including Scopus, Web of Science Core Collection and Business Source Complete are selected as the three main databases. Google Scholar has the facility of forward and backward citation searching; it also finds available manuscripts and uncovers any missing studies. There is a search of reference lists of pertinent reviews or influential empirical papers, as well.
Market conditions and regulation may be described in terms of official UK and/or industry sources, including Ofcom, Advertising Standards Authority and the Food and Drink Federation. They will not be merged in with the peer reviewed analytical data set, unless they provide a report on a transparent empirical consumer study meeting all of the eligibility criteria.
[bookmark: _Toc238818425]Search Concepts and Boolean Logic
The search is a combination of three groups of concepts: social media marketing (SMM), buying related consumer outcomes, and food or beverage contexts. The same conceptual string is given in the field syntax for each database. Searching done in titles, abstracts and keywords (if permitted by the database). A supplementary UK focused search is also carried out however a UK filter to all searches is not applied as this will not pick up evidence from other countries that may be relevant to the UK.
[bookmark: _Toc238818485]Table 3.2. Search concepts and Boolean logic
	Concept group
	Terms

	Social media marketing
	"social media marketing" OR "social media advertising" OR "influencer marketing" OR influencer* OR "electronic word of mouth" OR eWOM OR "user-generated content" OR "social commerce"

	Consumer outcome
	"consumer buying behavior" OR "consumer buying behaviour" OR "purchase behavior" OR "purchase behaviour" OR "purchase decision*" OR "purchase intention*" OR "impulse buying" OR "actual purchase" OR "repeat purchase"

	Industry context
	food OR beverage* OR restaurant* OR cafe* OR "fast food" OR grocery OR "food delivery" OR "ready-to-drink"

	Combined master string
	("social media marketing" OR "social media advertising" OR "influencer marketing" OR influencer* OR "electronic word of mouth" OR eWOM OR "user-generated content" OR "social commerce") AND ("consumer buying behavior" OR "consumer buying behaviour" OR "purchase behavior" OR "purchase behaviour" OR "purchase decision*" OR "purchase intention*" OR "impulse buying" OR "actual purchase" OR "repeat purchase") AND (food OR beverage* OR restaurant* OR cafe* OR "fast food" OR grocery OR "food delivery" OR "ready-to-drink")

	UK supplementary string
	("social media marketing" OR "influencer marketing") AND ("consumer buying behavior" OR "consumer buying behaviour" OR "purchase decision*") AND ("United Kingdom" OR UK) AND (food OR beverage*)


Source: Developed from the research aim, questions and conceptual framework.
Additional details on the execution of the database, such as syntax code used for fields, date and filters for each data source queried, can be found in Appendix B (Table B1). Retrieval totals are considered and reported as a retrieval result as part of the completed study-selection record, so are not estimated.
[bookmark: _Toc238818426]Search Management and Supplementary Searching
Abstracts and identifiers (where available) are exported to Zotero using database records. In the process, duplicates are automatically removed and manually checked, and the searching and screening of decisions recorded in Excel. Backwards and forwards citation search are given the same eligibility search and appraisal.
[bookmark: _Toc238818427]Eligibility Criteria and Study Selection
[bookmark: _Toc238818428]Inclusion and Exclusion Criteria
Eligibility criteria will be applied uniformly to ensure that the end product "evidence base" will address the dissertation aim and research questions. Selection is not quota-based, but based on selection criteria. Initial scouting suggests that there are maybe 25-35 manipulative experiments that could be done, but each paper will be kept and no paper will be added just to meet a certain number.
The full inclusion and exclusion matrix is provided in Appendix B (Table B2).
[bookmark: _Toc238609980][bookmark: _Toc238818429]Screening Process
Screening occurs in two stages. Titles and abstracts are assessed first, with uncertain records retained for full-text review. Full texts are then checked against the eligibility criteria and one principal exclusion reason recorded. Borderline cases are logged and reconsidered together to improve consistency.
The review is conducted by one researcher, so independent dual screening and inter-rater reliability cannot be claimed. To strengthen decision consistency, a random 10 per cent of excluded title-and-abstract records and all borderline full texts will be screened again after at least seven days. If a decision changes, records excluded for similar reasons will be re-examined. The initial decision, repeat decision and final justification will be preserved in the audit trail.
[bookmark: _Toc238609981][bookmark: _Toc238818430]PRISMA Reporting
Study selection is reported using PRISMA 2020. The completed flow records identification, duplicate removal, screening, full-text assessment, exclusion reasons and included studies using figures taken directly from the search and screening log rather than estimates. Figure 3.1 shows the reporting sequence, with final numerical results presented in Chapter 4.
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[bookmark: _Toc238818497]Figure 3.1. PRISMA-guided study selection process
Source: Adapted from Page et al. (2021).
[bookmark: _Toc238609982][bookmark: _Toc238609370][bookmark: _Toc238818431]Data Collection and Extraction
For this review, data collection refers to the systematic extraction of relevant information from included publications. A structured Excel form will be pilot-tested on three studies and refined before full extraction. Bibliographic details will be checked against each original article. Where the article differentiates between authors' interpretation and/or findings, results will be recorded from results or findings sections, respectively.
The extraction matrix will include information about the study context, design, sample, platform, marketing exposure, consumer outcome, main findings, limitations, and quality appraisal and relevance to the research questions. Numerical results will NOT be reworked. If the statistical result is significant, the direction of relationship, statistical support will be noted along with its interpretation by the author(s). Qualitative findings will be accurately paraphrased keeping the page numbers in the working matrix for the purposes of traceability.
The complete extraction framework is provided in Appendix B (Table B3).
The extraction form was pilot-tested on three empirical studies selected to represent different social media mechanisms and food-related contexts. The pilot confirmed that the form could distinguish study design, marketing exposure, internal consumer evaluation and buying-related outcomes. It also led to separate fields for direct findings, authors' interpretations and relevance to each research question.
Illustrative pilot extraction records are provided in Appendix B (Table B4).
[bookmark: _Toc238609983][bookmark: _Toc238609371][bookmark: _Toc238818432]Quality Appraisal
Methodological quality will be appraised using the Mixed Methods Appraisal Tool, version 2018. The MMAT is appropriate because it provides design-specific criteria for qualitative, randomised, non-randomised, quantitative descriptive and mixed-method studies within one framework (Hong et al., 2018). Each study will first be assessed using the two screening questions concerning a clear research question and data capable of addressing it. The five criteria relevant to the study design will then be applied.
No overall percentage score is calculated because it could hide different weaknesses. Criteria are recorded as yes, no or cannot tell with brief justification. Appraisal informs interpretive weighting in Chapter 4: stronger designs receive greater confidence for claims they can support, while weaker or poorly reported evidence is interpreted cautiously.
[bookmark: _Toc238609984][bookmark: _Toc238609372][bookmark: _Toc238818433]Data Analysis and Theme Development
0. [bookmark: _Toc238609985][bookmark: _Toc238818434]Coding Process
The analysis follows thematic synthesis: coding relevant findings, developing descriptive themes and generating analytical themes (Thomas and Harden, 2008). Braun and Clarke's (2006) phases support familiarisation, coding, theme review and reporting. Together, these frameworks provide a systematic but reflexive synthesis process.
Each included article will be read in full and its relevant evidence statements coded in Excel. First-cycle codes will remain close to the source material. A codebook will record each code, definition, inclusion boundary and example. Twenty per cent of included studies will be recoded after at least seven days to check whether coding decisions remain stable. Any inconsistency will be documented and the affected code definitions refined before the final synthesis.
The three pilot studies generated 16 non-duplicated codes, grouped into four provisional categories: marketing content and platform features; credibility and internal evaluation; social transmission; and buying-related outcomes. These pilot outputs refined the codebook but were not treated as final review themes.
Examples showing the movement from extracted evidence to provisional analytical themes are provided in Appendix B (Table B5).
[bookmark: _Toc238609986][bookmark: _Toc238818435]Theme Development
Related initial codes will be grouped into descriptive categories that summarise recurring evidence. These categories may concern content quality, influencer credibility, electronic word-of-mouth, trust, engagement, promotions, emotional appeal or resistant responses. Analytical themes will then explain how these factors operate across the consumer decision process and under what conditions they are associated with buying behaviour. Themes will be revised when they overlap, lack sufficient support or conceal important contradictions.
Negative and disconfirming evidence will be retained. A factor associated with purchase intention in one market may create scepticism in another. Purchase intention will be distinguished from completed purchase and repeat behaviour so that a favourable attitude is not automatically interpreted as buying action. Meta-analysis will not be attempted because the studies are expected to vary substantially in constructs, measures and designs.
[bookmark: _Toc238609987][bookmark: _Toc238818436]Relationship to the Research Questions and Conceptual Framework
RQ1 will be addressed by describing how the literature defines and applies social media marketing in food and beverage contexts, including platforms, content forms and consumer outcomes. RQ2 will be addressed by comparing the marketing factors reported to influence buying-related behaviour and identifying conditions under which their influence becomes stronger, weaker or negative. RQ3 will be addressed through cross-study analytical themes, contradictions, methodological limitations and gaps in UK-specific evidence.
The Stimulus-Organism-Response framework and the consumer decision process will be used as interpretive lenses rather than as a predetermined causal model. Marketing activity will be considered as a potential stimulus, consumer evaluation as the internal interpretive process, and buying-related outcomes as responses. Evidence that does not fit this sequence will not be discarded. It may indicate feedback loops, contextual influences or limitations in the framework.
[bookmark: _Toc238609988][bookmark: _Toc238609373][bookmark: _Toc238818437]Research Rigour and Trustworthiness
Research rigour will be assessed through credibility, dependability, confirmability and transferability. These criteria are appropriate for evaluating the trustworthiness of thematic analysis and require a transparent connection between the source evidence, analytical decisions and reported themes (Nowell et al., 2017).
The operational safeguards used for credibility, dependability, confirmability and transferability are summarised in Appendix B (Table B6).
As the review is completed by one researcher, complete independence of interpretation cannot be claimed. It is important this is then properly dated and that repeat checks and reflexive notes are held and delayed. Supervisory feedback might be utilized to question unclear readings of criteria and theme boundaries but will stay accountable for all decisions in screening/coding.
[bookmark: _Toc238818438]Ethical Considerations and Data Management
Published secondary material has been used in this project, and no personal information nor human subject has been collected. It still has to be approved by the University ethics and academic integrity requirements. Findings from the authors are represented accurately, quotations are limited and cited correctly, contradictory evidence is not left out because it undermines the growing argument. Where articles are copyrighted, they will be made available via the University's legitimate subscription, open repository or an authorized manuscript from the author.
The records will be saved in the researcher's university OneDrive account. The full texts, database exports, screening log, quality appraisals, extraction matrix, and coding file/version-controlled drafts will all be housed in their own folders. A database or Zotero will be used to store bibliographic information and the Excel files will be dated and version controlled. Adequate access restrictions will be imposed where necessary to the researcher and authorised appropriate University staff. The dataset will not be at the participant level so confidentiality risks are low.
[bookmark: _Toc238818439]Methodological Limitations
The methodology is subject to a number of limitations. There is a risk of bias through language or publication bias and by using only English language journal articles. Citation searching has also been supplemented and that this may not identify all eligible studies due to problems with indexing in the databases. Further, there is a potential for variability in screening and interpretation with a single-reviewer design, though this potential is purported to be reduced by delayed repeat checks and audit trail.
The evidence base may contain few UK-specific studies. International findings will therefore be interpreted cautiously rather than presented as direct evidence of UK behaviour. Many social media studies rely on cross-sectional surveys and self-reported purchase intention, which limits causal inference and may not reflect completed purchases. Platform features and consumer practices also change rapidly, reducing the transferability of older studies. Finally, heterogeneity in constructs and measures prevents statistical pooling. These limitations will be considered when the themes and recommendations are developed.
[bookmark: _Toc238609991][bookmark: _Toc238609376][bookmark: _Toc238818440]Chapter Summary
This chapter established an integrated methodology combining interpretivism, abduction, a qualitative secondary design, systematic review, a cross-sectional time horizon and thematic synthesis. Defined databases, Boolean searches, eligibility criteria, PRISMA reporting, structured extraction, MMAT appraisal and documented coding provide the evidence trail. Chapter 4 reports the final selection, quality and themes.


[bookmark: _Toc238609992][bookmark: _Toc238609377][bookmark: _Toc238818441]Findings, Analysis and Discussion
[bookmark: _Toc238609993][bookmark: _Toc238609378][bookmark: _Toc238818442]Introduction
This chapter presents the systematic-review findings on social media marketing and buying-related responses in food and beverage contexts. It reports study selection, characteristics, quality, coding and themes before answering the research questions and discussing results. Because studies differ in design, sample, platform, measures and market context, findings are described mainly as associations, with experimental effects identified separately.
Outcome labels are kept distinct. Purchase intention is stated willingness to buy; purchase probability is stated likelihood following a stimulus; purchasing decision is a reported buying choice; self-reported purchasing behaviour is a reported action rather than a transaction record; and repeat-purchase intention is willingness to buy again. No included study verified transactions, so self-reported behaviour is not treated as observed purchasing.
The synthesis is thematic rather than statistical and focuses on convergence, divergence, boundary conditions and outcome validity rather than a pooled effect size.
[bookmark: _Toc238609994][bookmark: _Toc238609379][bookmark: _Toc238818443]Study Selection and Final Evidence Base
The auditable full-text corpus contained 23 PDF records. One exact duplicate was removed, leaving 22 unique full texts for screening. All 22 were assessed against the inclusion and exclusion criteria in Chapter 3. Four were excluded at full-text stage and 18 empirical reports were retained for thematic synthesis. The screening equation was therefore 23 records - 1 duplicate = 22 unique full texts; 22 screened - 4 excluded = 18 included reports.
Exclusions were criteria-based: Adaba, Frimpong and Mwainyekule (2025) was not food-and-beverage specific; Alwafi et al. (2022) and Nandwani et al. (2025) measured food consumption or dietary choice without a qualifying buying outcome; and You, Jong and Wiangin (2020) focused primarily on platform continuance. These papers were not coded as data studies.
No second reviewer was used. All four full-text exclusions were rechecked against the same criteria, with one principal reason retained for each. This improved consistency but did not create inter-rater reliability.
Two retained papers by the same Suzhou research team reported a sample of 654 light-meal consumers and highly similar recruitment characteristics (Chen et al., 2024; Qin et al., 2024). They addressed different analytical questions and were therefore retained as separate reports, but they were treated as one potentially overlapping evidence set when judging corroboration. The 18 reports consequently represented 17 independent evidence sets.
[image: Adapted PRISMA 2020 flow diagram showing 23 records, one duplicate removed, 22 full texts assessed, four exclusions and 18 included reports.]
[bookmark: _Toc238818498]Figure 4.1. Adapted PRISMA 2020 flow diagram for the assembled full-text corpus
Source: Adapted from Page et al. (2021) using the final screening record.
[bookmark: _Toc238818486]Table 4.1. Full-text exclusions
	Excluded study/studies
	n
	Primary reason
	Decision rationale

	Adaba, Frimpong and Mwainyekule (2025)
	1
	Outside food and beverage context
	General consumer products; useful UK contextual evidence but outside the sector criterion.

	Alwafi et al. (2022); Nandwani et al. (2025)
	2
	Dietary or food-consumption outcome only
	Measured food consumption, dietary choice or health-related response rather than purchase intention, decision or buying behaviour.

	You, Jong and Wiangin (2020)
	1
	Platform continuance rather than buying outcome
	Central operational outcome concerned continued use of social-media information rather than a directly measured buying response.


[bookmark: _Toc238609995][bookmark: _Toc238609380][bookmark: _Toc238818444]Characteristics of the Included Studies
The 18 included reports were published between 2020 and 2026. Fourteen used cross-sectional questionnaire designs, generally analysed with structural equation modelling, regression or related multivariate techniques. Four used experimental or quasi-experimental approaches, including multi-study experiments, controlled smartphone exposure and eye tracking. Sample sizes ranged from 35 participants in the eye-tracking study to 1,099 adults in the Polish food-choice survey. Sample size was considered together with design quality and outcome validity rather than being treated as a stand-alone indicator of evidence strength.
Evidence came from multiple international markets, including Europe, Asia, the Middle East and Mexico, but no included study used UK food-and-beverage consumers. All included 2026 studies were published before the 12 July 2026 cut-off.
Transferability to the UK was judged from market similarity, platform similarity, product and service context, consumer characteristics and the extent to which a finding depended on local culture or infrastructure. European evidence may offer closer contextual relevance than some other markets, but no international study is assumed to estimate a UK effect directly. The absence of UK evidence therefore creates uncertainty about effect size and prevalence rather than demonstrating that UK consumers behave differently.
Detailed study-design, sample, social-media exposure and outcome classifications are provided in Appendix C (Tables C1 and C2).
[bookmark: _Toc238609996][bookmark: _Toc238609381][bookmark: _Toc238818445]Quality Appraisal Results
All 18 reports passed the two initial MMAT screening questions. Criterion-level appraisal then identified design-specific strengths and weaknesses without creating a single percentage score, because sampling, measurement, design and causal-inference limitations should remain visible.
Interpretive weighting distinguished methodological confidence from contextual relevance. Controlled experiments received greater confidence for the specific manipulated stimulus, but not automatically for population generalisation. Cross-sectional surveys were useful for identifying reported associations but were not treated as causal evidence. Small, non-probability or geographically narrow samples received greater contextual caution. The two Suzhou reports were overlap-adjusted so that a shared sample did not count as independent confirmation.
Quality appraisal informed the thematic interpretation. Experimental studies were used cautiously for stimulus effects, survey relationships were described as associations, and self-reported purchase outcomes were labelled explicitly because no study verified transactions.
The study-level MMAT-informed interpretive weighting is provided in Appendix C (Table C3).
[bookmark: _Toc238609997][bookmark: _Toc238609382][bookmark: _Toc238818446]Coding and Theme Development
The unit of analysis was a discrete empirical finding or author interpretation relevant to a social-media marketing factor and a buying-related response. Each evidence statement was coded in Excel and could receive more than one code when it contained distinct mechanisms. A codebook was used to record the code name, operational meaning, inclusion boundary and examples. Thirty-two initial codes were reviewed for duplication and conceptual overlap, consolidated into 11 descriptive categories, and then organised into five analytical themes.
The process was abductive. SOR and the consumer decision process provided the initial stimulus, organism/evaluation and response structure, while negative, non-significant and contextual findings were retained as boundary conditions. Credibility, trust, perceived value, attitude, engagement and purchase outcomes were kept distinct rather than merged for convenience.
Themes overlap because a study can contribute to more than one stage. Report counts therefore indicate the presence of relevant evidence, not effect magnitude, statistical significance or methodological strength.
The detailed SOR-aligned coding structure is provided in Appendix C (Table C4).
[bookmark: _Toc238818487]Table 4.2. Final analytical themes and evidence pattern
	Theme
	Title
	Reports contributing
	Evidence pattern
	Main outcome emphasis

	Theme 1
	Content quality and presentation
	17 of 18
	14 predominantly positive; 3 mixed/conditional
	Attention, attitudes and intention

	Theme 2
	Credibility, influencers and digital social proof
	10 of 18
	8 predominantly positive; 2 mixed/conditional
	Trust and purchase/social-commerce intention

	Theme 3
	Engagement, trust and consumer evaluation
	16 of 18
	14 predominantly positive; 2 conditional/mixed
	Evaluation, intention and self-reported behaviour

	Theme 4
	Intention-behaviour gap and outcome measurement
	18 of 18
	13 intention/probability/WTP focused; 5 included self-reported decision/behaviour; 0 verified purchases
	Outcome hierarchy

	Theme 5
	Context, resistance and uneven effects
	12 of 18
	12 contained at least one boundary, mixed, non-significant or negative result
	Conditional effects across outcomes


Note: Theme counts overlap because one report could contribute to several themes. Direction counts are descriptive summaries of the coded evidence and are not effect-size estimates.
[bookmark: _Toc238609998][bookmark: _Toc238609383][bookmark: _Toc238818447]Thematic Findings
[bookmark: _Toc238609999][bookmark: _Toc238818448]Theme 1: Content Quality and Presentation
The evidence showed a conditional content-quality pattern: useful information and appealing presentation were commonly associated with favourable responses, but creative treatments were not uniformly effective. Most evidence remained cross-sectional or intention-based.
4.6.1.1 Informational Value
Kwon et al. (2021) reported that usefulness was the most important of four restaurant-content characteristics for cognitive and affective responses. Leong, Loi and Woon (2022) likewise found that information quality, credibility and task-fit were associated with perceived usefulness of eWOM, which in turn was associated with information adoption and purchase intention. These studies distinguish decision-useful information from simple exposure: the consumer first evaluates whether the content helps with a choice.
4.6.1.2 Visual and Sensory Appeal
Food and beverage content also produced attention through visual presentation. Riswanto et al. (2025) objectively observed attention to food type, influencer presence, branding and marketing cues in simulated Instagram posts, although the small student sample limits generalisation from attention to buying. Bushara et al. (2023) associated customization, entertainment, trendiness and interaction with perceived value and behavioural intentions. The combined evidence therefore links visual and sensory presentation most clearly with attention and evaluation, with a weaker evidential basis for completed purchasing.
4.6.1.3 Creative Execution and Message-Product Fit
Creative execution was not uniformly beneficial. Reijnen et al. (2024) found that humour did not consistently increase willingness to buy healthy food and that one humour condition reduced purchase probability. Bläuer et al. (2026) found that visual features of social-norm poll results changed the direction or presence of effects on purchase intention. The best interpretation of these experimental results is as boundary-condition evidence: informative and attractive content can play a facilitating role regarding the evaluation, the tone and the visual treatment should match the product, message and consumer context.
[bookmark: _Toc238818449]Theme 2: Credibility, Influencers and Digital Social Proof
The second theme is based on the difference between Influencer/Celebrity credibility and product-source congruence and peer eWOM. In all studies, credibility and/or fit were smaller and more consistent in relation to positive response, as were measures and markets of visibility and attractiveness alone.
4.6.2.1 Influencer and Celebrity Credibility
In the study conducted by Añaña and Barbosa (2023), positive correlation between perceived credibility of an influencer and the intention to purchase healthy foods was found. Luong and Ho (2023) separated the role of source characteristics: Attractiveness had directly impacts on attitude to the video; Expertise and similarity had direct impacts on attitude to the featured brand. Based on these findings, it is suggested that credibility, expertise and similarity are not synonymous concepts.
4.6.2.2 Product-Source Congruence
The results provided by Calvo-Porral, Rivaroli and Orosa-González (2021) showed an association between celebrity credibility, trustworthiness, congruent with the food product, attraction, and purchase intention and willingness to pay. So the evidence indicates that the concept of product-source fit has more consistent applicability than just popularity or attractiveness, but subjective only to the extent that research varies in sources used, sample and product environments.
4.6.2.3 Peer-Generated Social Proof
When credible, task relevant eWOM became helpful information which consumer willingness to use the information and adopt characterized (Leong, Loi and Woon, 2022). Aji, Nadhila and Sanny (2020) and Poureisa, Aziz and Ng (2024) also linked eWOM, ratings, reviews or referrals with intention, trust or self-reported purchasing. Taken together, these findings support the interpretation that peer information can reduce pre-purchase uncertainty, but they do not show that every review or recommendation produces a purchase.
[bookmark: _Toc238610001][bookmark: _Toc238818450]Theme 3: Engagement, Trust and Consumer Evaluation
Theme 3 concerns the SOR organism or evaluation stage. Engagement reflects involvement with brand or social-media activity, trust reflects confidence in a source, brand or platform, perceived value concerns judged benefits relative to costs, and attitude captures favourable or unfavourable evaluation. These mechanisms were related but analytically distinct.
Pervin and Khan (2025) reported associations between trustworthiness, engagement and self-reported restaurant purchasing behaviour. Bushara et al. (2023) formally tested perceived value within an SOR-based model and linked it with purchase intention, eWOM and willingness to pay. Poureisa, Aziz and Ng (2024) associated social-commerce trust with self-reported organic-food purchasing behaviour. These findings support trust and value as potential explanatory pathways, while their cross-sectional designs limit causal interpretation.
Other studies operationalised evaluation through attitude, cognition or inspiration. Kwon et al. (2021) linked content characteristics with cognitive and affective attitudes; Luong and Ho (2023) linked attitudes towards vlogger content and the brand with social-commerce intention; and Li, Wang and Yang (2022) experimentally tested cognitive fluency, inspiration and perceived risk. The organism stage is therefore best represented as a flexible group of evaluative mechanisms rather than one universal mediator. Where mediation was formally tested, it is described as such; elsewhere, the sequence is treated as an analytical interpretation of reported associations.
[bookmark: _Toc238610002][bookmark: _Toc238818451]Theme 4: Intention-Behaviour Gap and Outcome Measurement
Outcome validity formed a cross-cutting theme. Thirteen of 18 reports mainly measured intention, probability, social-commerce intention or willingness to pay. Five included purchasing decisions or behaviour, but these were predominantly self-reported, and no study verified transactions. Evidence is therefore stronger for movement towards purchase than for completed behaviour.
[bookmark: _Toc238818488]Table 4.3. Hierarchy of buying-related outcomes used in the review
	Outcome type
	Definition
	Examples
	Validity qualification

	Purchase intention
	Stated likelihood or willingness to buy
	Aji et al. (2020); Añaña and Barbosa (2023)
	Most common; not a completed purchase

	Purchase probability / willingness to pay
	Stated probability or monetary willingness after exposure
	Reijnen et al. (2024); Bushara et al. (2023)
	Behaviour-proximate but still stated

	Self-reported purchasing decision
	Participant reports a purchase-related choice
	Godlewska et al. (2025)
	Closer to action but not transaction-verified

	Self-reported purchasing behaviour
	Participant reports buying action
	Pervin and Khan (2025); Poureisa, Aziz and Ng (2024); Qin et al. (2024); Venugopal and Baskaran (2026)
	Behavioural evidence, but self-report bias remains

	Verified/observed purchase
	Transaction or directly recorded purchase
	None in the included corpus
	Evidence gap

	Repeat purchase
	Verified repeated transaction
	None; repeat intention appeared in some studies
	Evidence gap beyond stated repeat intention


Godlewska, Mazurek-Kusiak and Soroka (2025), Pervin and Khan (2025), Poureisa, Aziz and Ng (2024), Qin et al. (2024), and Venugopal and Baskaran (2026) provide the most behaviour-proximate evidence. Qin et al. (2024) formally tested mediation and reported a significant indirect path from influencer-marketing-platform intervention to self-reported purchasing behaviour through purchase intention. This is stronger evidence for an intention-behaviour pathway than a simple cross-sectional association, but the purchase measure remained self-reported. The review therefore does not claim verified transaction effects.
[bookmark: _Toc238610003][bookmark: _Toc238818452]Theme 5: Context, Resistance and Uneven Effects
Theme 5 captures conditions that strengthened, weakened, reversed or failed to change reported relationships across consumer, message/product, platform and market levels.
4.6.5.1 Consumer-Level Conditions
Godlewska, Mazurek-Kusiak and Soroka (2025) reported gender differences in the use of food-related social media, while Bläuer et al. (2026) identified differences associated with prior diet. Li, Wang and Yang (2022) reported that perceived risk weakened purchase intention and that brand-community identity altered the pathway. These findings indicate that consumer characteristics can strengthen or weaken a marketing association rather than produce one uniform response.
4.6.5.2 Message and Product Conditions
Reijnen et al. (2024) showed that a particular humour treatment could reduce purchase probability, and Calvo-Porral, Rivaroli and Orosa-González (2021) found attractiveness less influential than credibility and congruence. Venugopal and Baskaran (2026) reported weaker associations for influencer-driven content and promotions than for brand engagement and paid advertising. Message design, source-product fit and perceived risk therefore operated as boundary conditions rather than universally positive drivers.
4.6.5.3 Platform and Market Conditions
Poureisa, Aziz and Ng (2024) reported that some anticipated technology-related paths were non-significant in the Iranian Instagram-commerce setting. Across the corpus, platform affordances, retail structures and market context varied substantially. No included study used UK food-and-beverage consumers. This limits transferability but does not demonstrate that UK consumers behave differently; it means the UK-specific magnitude and configuration of these relationships remain unknown.
[bookmark: _Toc238610004][bookmark: _Toc238609384][bookmark: _Toc238818453]Findings in Relation to the Research Questions
The research questions are answered below using the final themes and the quality qualifications attached to the evidence. The answers summarise reported associations and experimental effects rather than implying causal influence across the entire corpus.
[bookmark: _Toc238818489]Table 4.4. Findings in relation to the research questions
	Research question
	Concise answer
	Supporting evidence
	Qualification

	RQ1: How is social media marketing discussed in F&B contexts?
	As a connected set of brand content, paid advertising, influencers/celebrities, eWOM, reviews, social-commerce features and interactive engagement.
	Themes 1-3; evidence across restaurant, beverage, food product and social-commerce studies.
	Definitions and operational measures vary by study and platform; no UK F&B dataset.

	RQ2: What factors are reported to be associated with buying behaviour?
	Useful and appealing content, source credibility and fit, eWOM/social proof, engagement, trust and perceived value were the most consistently reported factors. Promotions and influencer presence alone were less consistent.
	Themes 1-4; positive associations dominate intention outcomes, with some controlled experimental support for content effects.
	Most evidence is cross-sectional and intention-based; self-reported behaviour is less common and verified purchase is absent.

	RQ3: What themes and gaps emerge?
	Five themes show a conditional sequence from digital stimulus to consumer evaluation and then to buying-related response, alongside substantial context and resistance.
	Themes 1-5; 13 reports were primarily intention/proxy focused and 5 included self-reported decision/behaviour.
	Key gaps are verified behaviour, stronger causal designs and direct UK food-and-beverage evidence.


[bookmark: _Toc238610005][bookmark: _Toc238609385][bookmark: _Toc238818454]Discussion of Results
0. [bookmark: _Toc238610006][bookmark: _Toc238818455]Content, Credibility and Consumer Evaluation
The findings strengthen the critical position developed in Chapter 2 that social-media effectiveness depends on the quality of the consumer response rather than exposure alone. The prominence of information value and presentation supports earlier work on creative branded content and engagement (Ashley and Tuten, 2015), but the food-and-beverage evidence adds an important qualification. Visual content can attract attention, while useful and relevant information is more closely connected with evaluation and purchase intention. The experimental results reported by Reijnen et al. (2024) and Bläuer et al. (2026) also show that humour and visual social-norm cues are conditional rather than universally persuasive. Content quality is therefore best understood as a combination of decision usefulness, sensory presentation and message-product fit.
The credibility findings also connect directly with the Chapter 2 literature on influencers and electronic word-of-mouth. Lou and Yuan (2019) emphasised message value and source credibility, while Erkan and Evans (2016) showed that useful and credible eWOM is more likely to be adopted. The present synthesis reaches a similar conclusion across food and beverage settings: credibility, expertise, similarity and product-source congruence are more consistently associated with favourable responses than visibility or attractiveness alone. Consumer experience and social proof are key in the strength of peer reviews as they do not simply resemble a formal influencer endorsement but the credibility of the review comes from the consumers' experience.
The overall results also shed light upon the reasons for not directly using engagement as a measure of marketing effectiveness. Engagement may indicate that consumers have liked something or interacted with it, but as illustrated in the studies that are included, consumers' assessment of the usefulness, credibility, value and risk precede buying behavior. That's why it's right to differentiate the two concepts, as in Dessart's (2017) multidimensions of engagement model and Cheung, Pires and Rosenberger's (2020) conclusion that, while social-media marketing can build brand knowledge and engagement, it doesn't always indicate purchase. The takeaway, to food & beverage operators, is not only platform response, but what impact and what weightage should be placed on high performing content to form part of the decision-making process. The boycott may also be important for strategic reasons: A post can be worth more for providing information on a product or generating less uncertainty, even if it doesn't get as many likes as more entertaining content.
The synthesis also makes a more accurate interpretation of the social proof. The works of influencers and celebrities, as well as eWOM created by peers, can be all more or less clumped together as ‘social influence’ but evidence shows that these messages work by different credibility cues. Expertise, similarity and perceived authenticity may be more persuasive to the influencers while congruence between the endorser and product might be more influential on the celebrities and perceived experience/Independence on the peer reviews. This may account for the lack of consistency with respect to influence being measured by the number of followers or attractiveness. The literature in Chapter 2 came to similar conclusions: Own trustworthiness of the same author(s) is highlighted by Lou and Yuan (2019); Erkan and Evans (2016); De Veirman, Cauberghe and Hudders (2017) challenged the notion of popularity being synonymous with opinion leadership. Chapter 4 findings thus further elaborate the construct of social proof by revealing that the consumers seem to consider "who is doing the talking", "why" it is talking about, and "if it looks like they can use" it to make a purchase decision.
[bookmark: _Toc238818456]Engagement, Trust and the Intention-Behaviour Gap
The use of engagement, trust, perceived value and attitude as processes that might lead to a purchase decision, but do not necessarily signify purchase was the reason in Chapter 2. The results corroborate these differences. Dessart (2017) developed a multidimensional concept of engagement and the studies reviewed also looked at different aspects of consumer evaluation, such as trust, value, attitude, cognition and inspiration; all of which are forms of engagement. This pattern fits with SOR model, as it involves several cognitive and emotional mechanisms, and not some mediator to be universal. So there is evidence that it's an interpretive pathway then an evaluative pathway and then a response that is related to buying, but again it's an association between the cross-sectional, so it's not supposed to be a causal effect.
Our most important qualification has to do with the intention-behaviour gap. The review indicates that this is important as willfulness and actual consumption are different, as pointed out in Solomon (2020). Thirteen of the 18 reports mostly assessed intention or a related proxy, five of them contained self-reported purchase decisions or behaviours and none confirmed purchases. The evidence as a result is strongest for ‘moving towards purchase’ or towards a behaviour rather than ‘behavioural conversion'. Many things can break the chain of events between a positive social-media experience and a purchase: price, convenience, availability, habit and the choice of competing items, etc.
There is a second implication in relation to the relationship between the evaluation and the behaviour. The review did not provide any evidence indicating any one social media stimulus is significantly related to a completed purchase. In that, instead, what the studies indicate is that content can capture interest, credibility/social proof can help evaluate, and trust or perception of value can inspire action. This sequence is the one that is consistent with SOR, though the last stage – the response(s) - is the least evidenced. The finding is important because it prevents the dissertation from overstating the commercial impact of social media. It also explains why future UK research should connect platform exposure with behaviourally proximate measures such as tracked clicks, basket additions, promotional-code redemption and repeat orders. Such measures would test whether the mechanisms identified in this review persist when the outcome moves from stated intention to observable action.
[bookmark: _Toc238610008][bookmark: _Toc238818457]UK Relevance and Theoretical Interpretation
The absence of a UK food-and-beverage consumer dataset means that the international findings should be transferred cautiously. The mechanisms identified in Chapter 4 are relevant to the UK because the reviewed studies repeatedly connect content, credibility, eWOM, trust and engagement with buying-related responses, but their magnitude cannot be assumed to be identical across markets. Differences in food culture, platform use, disclosure expectations and retail structure may alter consumer interpretation. The result is an evidence-informed, rather than population-representative, account of the UK context.
The UK interpretation should therefore be mechanism-based rather than effect-size based. Ofcom (2025) defines social video platforms as integral features of adult media use by adults in the UK and the Advertising Standards Authority (2025) calls for clear signposting of adult content from commercial influencers. Such context factors render the mechanisms reviewed applicable, but do not eliminate the difference of culture, retail laws and/or prices as well as platform norms between the different studies on an international scale. It is reasonable to conclude that usefulness, credibility, social proof and trust are potential mechanisms in marketing food and drinks in the UK, whose relative strength need to be determined. This separation helps to maintain the analysis from looking for an association that can be straightforwardly moved from one national market to another.
Overall the findings fit into the SOR framework used in Chapter 2, yet offer some development of it in two respects. First, the organism stage is multidimensional, including usefulness, trust, value, attitudes, inspiration and perceived risk. Second, the response stage should be treated as a hierarchy that separates intention, probability, self-reported purchase and verified behaviour. This interpretation explains why social media can shape information search and evaluation without controlling the final transaction. It also provides the basis for the conclusions and recommendations in Chapter 5.
[bookmark: _Toc238610009][bookmark: _Toc238609386][bookmark: _Toc238818458]Chapter Summary
The review retained 18 reports representing 17 independent evidence sets. Useful, well-presented content and credible sources or peer information were most consistently associated with buying-related responses, while trust, value, attitude and engagement helped explain evaluation. Experimental and mixed findings showed that message design, consumer characteristics and context can alter responses.
Behavioural evidence was weaker: only five reports included self-reported purchasing decisions or behaviour, none verified transactions, and no included study directly represented UK food-and-beverage consumers. The findings therefore support a conditional interpretation of social-media influence and provide the basis for Chapter 5.


[bookmark: _Toc238610010][bookmark: _Toc238609387][bookmark: _Toc238818459]Conclusions and Recommendations
[bookmark: _Toc238610011][bookmark: _Toc238609388][bookmark: _Toc238818460]Introduction
This chapter concludes the dissertation by summarising the main findings, answering the research questions, presenting practical and theoretical recommendations, identifying limitations and outlining future research priorities. No new empirical evidence is introduced.
[bookmark: _Toc238610012][bookmark: _Toc238609389][bookmark: _Toc238818461]Summary of Main Findings
The review retained 18 reports representing 17 independent evidence sets and identified five themes: content quality and presentation; credibility, influencers and digital social proof; engagement, trust and evaluation; the intention-behaviour gap; and context, resistance and uneven effects. Useful content, credible sources, peer information, trust, perceived value and engagement were most consistently associated with buying-related responses, but effects varied with message design, source-product fit, risk, consumer characteristics, platform and market context.
Most studies measured purchase intention or related proxies. Only five included self-reported purchasing decisions or behaviour, none verified transactions, and no included study directly represented UK food-and-beverage consumers. The review therefore supports an association with movement towards purchase rather than guaranteed conversion or a directly estimated UK effect.
[bookmark: _Toc238610013][bookmark: _Toc238609390][bookmark: _Toc238818462]Conclusions Based on the Research Questions
[bookmark: _Toc238610014][bookmark: _Toc238818463]Research Question 1
RQ1 asked how social-media marketing is discussed in food and beverage contexts. The review concludes that it is not a single promotional activity. It operates through connected forms of brand-created content, paid advertising, influencer and celebrity communication, eWOM, ratings and reviews, social-commerce functions and interactive engagement. These activities can affect different stages of the consumer decision process, particularly information search, evaluation and purchase-related intention.
[bookmark: _Toc238610015][bookmark: _Toc238818464]Research Question 2
RQ2 asked which social-media marketing factors are reported to influence consumer buying behaviour and how they are relevant to the UK industry. The most consistent factors were information value, appropriate visual presentation, source credibility and fit, useful eWOM and social proof, engagement, trust and perceived value. Presence and promotions of influencers were more one-shot. For marketers in the UK, the trends point towards a focus on credibility and decision usefulness, which should be confirmed by UK campaign and conversion results and not as established effect sizes.
[bookmark: _Toc238818465]Research Question 3
RQ3 enquired what themes and gaps in the research do the evidence indicate? The synthesis revealed 5 themes and three key gaps, namely that the quantity of observed purchasing behaviour was limited, that the overwhelming majority of designs were cross-sectional and based on self-report, and that there was an absence of UK evidence for food and beverages in the final product. These gaps suggest both implications with regard to causal inferences and generalisability, and an agenda for future research.
[bookmark: _Toc238818466]Practical and Theoretical Recommendations
[bookmark: _Toc238818467]Practical Recommendations
When food and beverage organisations want to capture the attention of a UK audience they should add appealing presentation alongside information that will convert prospects to actual sales, such as: Product information, clear, ingredients and price, availability and service information where applicable. When choosing influencers, consider their credibility, expertise, and appropriateness of the audience and product, and not just the number of followers. User-generated content and reviews should be interpreted separately from the social proof, and their reoccurring tips and gripes should be responded to, while commercial relationships should be made known.
But marketing assessment shouldn't stop there. While likes, views and comments tell you the degree to which customers are giving you attention, they shouldn't be treated as the only measures to ensure you're getting behaviour-proximate metrics like tracked links, add-to-cart rates, promotional-code redemption, completed orders and repeat purchase, if you can access those numbers. Humour, urgency and promotions are the types of formats that should be tried as the review indicates that sometimes these tactics can give mixed or negative reviews when used in some circumstances.
Recommendations should also be tied to a point along the consumer's journey when they are being targeted for implementation. Raising awareness is an important and viable focus area for awareness campaign, but at the evaluation stage it is important that product information, reviews and (proof) reduce uncertainty. The metrics delving towards behaviour such as tracked links, basket additions, redemptions and completed orders should be used to gauge conversion-stage campaigns. The overarching finding from the review, broken up into these four stages, is that social media can help address both ends of the spectrum from consideration to purchase; however, there are different metrics needed for both stages and engagement does not necessarily mean purchase.
[bookmark: _Toc238610019][bookmark: _Toc238818468]Theoretical Recommendations
The findings support continued use of the SOR framework alongside the consumer decision process, but future applications should treat the organism stage as multidimensional and the response stage as a hierarchy. Trust, perceived value, attitude, inspiration and risk should not be collapsed into one universal mediator, while purchase intention should remain distinct from self-reported and verified behaviour. This provides a more cautious basis for explaining how social-media stimuli may contribute to buying decisions.
The theoretical implication is similarly specific. SOR remains useful because it separates marketing stimuli from consumer evaluation and response, but the evidence suggests that the organism stage should not be reduced to one mediator and the response stage should not end at intention. Treating trust, value, attitude, inspiration and risk as distinguishable evaluations, followed by an outcome hierarchy from intention to verified behaviour, makes the framework better aligned with the heterogeneous evidence reviewed in this dissertation.
[bookmark: _Toc238610020][bookmark: _Toc238609392][bookmark: _Toc238818469]Limitations of the Research
The review is limited by the characteristics of both the evidence base and the review process. Most included studies used cross-sectional surveys, non-probability samples and self-reported outcomes, which restrict causal interpretation. Experimental studies offered better control of selected stimuli but often involved narrow samples. No study verified purchasing through transaction records, and two Suzhou reports appeared to use an overlapping sample. The review itself was conducted by one researcher, was limited to English-language published material and relied on an assembled full-text corpus. Finally, no included study directly examined UK food-and-beverage consumers, so transferability remains evidence-informed rather than directly demonstrated.
[bookmark: _Toc238610021][bookmark: _Toc238609393][bookmark: _Toc238818470]Recommendations for Future Work
Future research should prioritise UK food and beverage consumers and use longitudinal, experimental or mixed designs that connect social-media exposure with behaviourally proximate or verified outcomes. Studies should compare restaurants, grocery, beverages and delivery settings and examine whether TikTok, Instagram, YouTube and social-commerce environments produce different responses. Greater attention should also be given to scepticism, advertising fatigue, disclosure, misleading imagery, source-product mismatch and consumer differences in age, income, health orientation and dietary identity.
[bookmark: _Toc238610022][bookmark: _Toc238609394][bookmark: _Toc238818471]Chapter Conclusion
The dissertation concludes that social-media marketing is meaningfully associated with buying-related responses when content is useful, sources are credible and consumer evaluation is favourable. Effects remain conditional, and purchase intention is not equivalent to completed buying. The evidence identifies mechanisms relevant to the UK industry, while UK-specific behavioural effects require stronger direct research.
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[bookmark: _Toc238609410]Table A1: Synthesis of selected food and beverage studies
	Study and context
	Method
	Principal finding
	Limitation and relevance

	Aji, Nadhila and Sanny (2020), Indonesian ready-to-drink tea
	Survey and SEM
	Instagram marketing activities supported brand equity and purchase intention.
	Single product and non-UK context; intention rather than actual purchase.

	Hanaysha (2022), fast-food industry
	Survey and PLS-SEM
	Interactivity, informativeness, relevance and entertainment influenced purchase decision through trust.
	Convenience sample and one sector; useful evidence on trust.

	Kucharczuk, Oliver and Dowdell (2022), adolescent food choices
	Mixed-studies systematic review
	Visual content, peers and influencers were associated with food attitudes and choices.
	Youth focus; identifies behavioural and public-health implications.

	Packer et al. (2022), unhealthy-food endorsements
	Systematic review and meta-analysis
	Celebrity and influencer marketing affected children’s dietary outcomes.
	Child-focused; demonstrates effects beyond intention.

	Luong and Ho (2023), Vietnamese food vloggers
	Survey and PLS-SEM
	Content value and influencer credibility shaped attitudes and social-commerce intention.
	Non-UK and intention-based; strong evidence on credibility.

	Wu, Yang and Liu (2023), sustainable food
	Survey, SEM and ANN
	Influencer characteristics affected purchase intention through consumer value.
	Complex model and Chinese context; supports SOR pathway.

	Añaña and Barbosa (2023), healthy food on Instagram
	Survey and SEM
	Source credibility, attitudes and involvement supported purchase intention.
	Portuguese sample and healthy-food focus.

	Poureisa, Aziz and Ng (2024), organic food
	Survey and PLS-SEM
	Influencer endorsement and social-commerce trust supported purchase intention and behaviour.
	Platform-specific and Malaysian context.

	Qin et al. (2024), light meals
	Survey-based modelling
	Influencer platforms influenced intention and reported purchasing behaviour.
	Specialised category and non-UK context.

	Rini et al. (2024), food consumer behaviour
	Systematic review
	Social media affects food information, attitudes, intentions and behaviour through varied mechanisms.
	Heterogeneous evidence; confirms need for contextual synthesis.


Source: Compiled from the cited studies.


[bookmark: _Toc238610026][bookmark: _Toc238609398][bookmark: _Toc238818475]Appendix B: Methodological Detail
[bookmark: _Toc238609411]Table B1: Database search execution record
	Database and date
	Field syntax and filters
	Record reporting

	Scopus, 12 July 2026
	TITLE-ABS-KEY applied to the complete master string in Table 3.2. Filters: 2015-2026, English, journal articles; title, abstract and keywords.
	Retrieval total transferred from the dated search log to Chapter 4.

	Web of Science Core Collection, 12 July 2026
	TS= applied to the complete master string in Table 3.2. Filters: 2015-2026, English, articles; topic field.
	Retrieval total transferred from the dated search log to Chapter 4.

	Business Source Complete, 12 July 2026
	Complete master string in Table 3.2. Filters: 2015-2026, English, scholarly peer-reviewed journals; title, abstract and subject terms.
	Retrieval total transferred from the dated search log to Chapter 4.

	Google Scholar, 12 July 2026
	Forward and backward citation searching using titles of included and highly cited studies. Where applicable, the first 100 ranked results were checked.
	Additional records reported separately in Chapter 4.


Source: Developed for this dissertation from the research aim, research questions and review protocol.

[bookmark: _Toc238609412]Table B2: Eligibility criteria
	Criterion
	Include
	Exclude

	Publication type
	Peer-reviewed original empirical journal articles.
	Editorials, opinion pieces, conference abstracts, dissertations, book reviews and unsupported websites.

	Publication period
	Empirical studies published from 1 January 2015 to 12 July 2026.
	Earlier empirical studies; seminal theory and methods may be cited outside the analytical dataset.

	Language and access
	English-language full text available through lawful access.
	Non-English papers or records for which the full text cannot be obtained.

	Population
	Adults aged 18 years or older, or general consumer samples that include adults.
	Studies focused solely on children or adolescents under 18.

	Social media phenomenon
	Social media marketing or advertising, influencers, eWOM, user-generated content or social commerce.
	General internet use, website usability or digital activity without a social media marketing mechanism.

	Industry context
	Food, beverages, restaurants, cafes, grocery retail, fast food, food delivery or closely related categories.
	Unrelated product or service sectors, except where cited only for theoretical background.

	Buying-related outcome
	Information search, product evaluation, purchase intention, purchase decision, trial, impulse buying, actual purchase, repeat purchase or recommendation.
	Awareness or engagement without any stated connection to a buying-related outcome.

	Geographical relevance
	UK studies and international studies whose market context is sufficiently reported to assess transferability.
	Studies with insufficient contextual information to evaluate relevance to the UK.

	Evidence design
	Original qualitative, quantitative or mixed-method empirical research.
	Systematic reviews, meta-analyses and conceptual papers as analytical units; these may support background and citation searching.


Source: Developed for this dissertation.

[bookmark: _Toc238609413]Table B3: Data extraction framework
	Field
	Purpose

	Author, year and DOI
	Identification and reference checking.

	Country and market context
	Assessment of relevance and transferability to the UK.

	Food or beverage category
	Comparison across restaurants, packaged goods, beverages, grocery and delivery.

	Study aim and design
	Interpretation of what the study can reasonably demonstrate.

	Sample and recruitment
	Assessment of population relevance and potential bias.

	Platform or media form
	Identification of Instagram, TikTok, YouTube, Facebook, reviews, social commerce or other channels.

	Marketing factor
	Coding of content, influencers, eWOM, engagement, promotions, credibility and emotional appeal.

	Buying-related outcome
	Separation of awareness, intention, decision, actual purchase and post-purchase response.

	Main findings and negative cases
	Evidence for themes, disagreements and boundary conditions.

	Limitations and MMAT appraisal
	Weighting of evidence and cautious interpretation.

	Research-question relevance
	Direct connection between extracted evidence and RQ1, RQ2 or RQ3.


Source: Developed for this dissertation.

[bookmark: _Toc238609414]Table B4: Pilot application of the data extraction form
	Study
	Context and design
	Application of the extraction fields

	Aji, Nadhila and Sanny (2020)
	Indonesia; ready-to-drink tea; 114 Instagram users; online survey.
	Marketing factors: social media marketing activity, brand equity and eWOM. Outcome: purchase intention. Extracted finding: SMMA was associated with purchase intention directly and indirectly through brand equity and eWOM. Relevance: RQ2.

	Hanaysha (2022)
	UAE; fast-food cafes; quantitative online survey.
	Marketing factors: informativeness, perceived relevance, interactivity, entertainment and brand trust. Outcome: purchase decision. Extracted finding: informativeness, relevance and interactivity were positive; entertainment was not significant. Brand trust mediated selected relationships. Relevance: RQ2.

	Lou and Yuan (2019)
	Social media users who followed influencers; online survey.
	Marketing factors: informative value and influencer credibility. Outcomes: trust, brand awareness and purchase intention. Extracted finding: informativeness, trustworthiness, attractiveness and similarity supported trust in branded posts, which was linked with purchase intention. Relevance: RQ2.


Source: Developed from Aji, Nadhila and Sanny (2020), Lou and Yuan (2019) and Hanaysha (2022).

[bookmark: _Toc238609415]Table B5: Examples of movement from extracted evidence to provisional themes
	Extracted evidence
	Initial code
	Descriptive category
	Provisional analytical theme

	Informativeness, relevance and interactivity were positively associated with purchase decisions.
	Useful, relevant and interactive content
	Marketing content and platform features
	Content influences buying when it provides relevant decision support.

	Influencer trustworthiness, attractiveness and similarity increased trust in branded posts and purchase intention.
	Influencer credibility and follower similarity
	Credibility and internal evaluation
	Trust connects influencer exposure with buying-related responses.

	Social media marketing affected purchase intention directly and through brand equity and eWOM.
	Direct and socially transmitted influence
	Social transmission and buying outcomes
	Peer diffusion can amplify the influence of branded content.


Source: Pilot coding developed from Aji, Nadhila and Sanny (2020), Lou and Yuan (2019) and Hanaysha (2022).

[bookmark: _Toc238609416]Table B6: Strategies for research rigour
	Criterion
	Strategy

	Credibility
	Use several databases, apply explicit eligibility criteria, retain contradictory findings and compare evidence across designs and contexts.

	Dependability
	Maintain a protocol, dated search log, screening record, extraction form, codebook and repeat checks of screening and coding decisions.

	Confirmability
	Keep reflexive notes, link themes to multiple studies, record reasons for theme changes and distinguish evidence from researcher interpretation.

	Transferability
	Report country, consumer group, platform, product category and market context so readers can judge relevance to the UK.


Source: Developed from Nowell et al. (2017).
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[bookmark: _Toc238609417]Table C1: Study design and sample characteristics
	ID
	Study
	Country/context
	Design and sample
	Sample type

	S01
	Aji, Nadhila and Sanny (2020)
	Indonesia; ready-to-drink tea
	Survey/SEM; n=114
	Non-probability consumers

	S02
	Leong, Loi and Woon (2022)
	Malaysia; bubble tea
	Survey/PLS-SEM; n=222
	Purposive/experienced consumers

	S03
	Bläuer et al. (2026)
	Switzerland; healthy/unhealthy food
	Three experiments; n=227, 223, 149
	Student-based samples

	S04
	Calvo-Porral, Rivaroli and Orosa-González (2021)
	Spain; food products
	Online survey with celebrity stimuli; n=316
	Screened adult consumers

	S05
	Alfonso-Sanjul and Acosta-Gonzaga (2026)
	Mexico; restaurant choice
	Survey/SEM; n=406
	Generation Z, Mexico City

	S06
	Li, Wang and Yang (2022)
	China; plant-based meat
	Four experiments; n=180, 200, 300, 300
	Young consumer samples

	S07
	Reijnen et al. (2024)
	Switzerland; healthy food
	Smartphone experiment; n=411
	Young-skewed sample

	S08
	Venugopal and Baskaran (2026)
	UAE; fast-food chains
	Survey/regression; n=100
	Convenience sample, age 18-25

	S09
	Riswanto et al. (2025)
	Republic of Korea; food content
	Eye tracking + survey; n=35
	Single-university young adults

	S10
	Luong and Ho (2023)
	Vietnam; food vloggers
	Survey/PLS-SEM; n=328
	Social-media/food-vlogger users

	S11
	Godlewska, Mazurek-Kusiak and Soroka (2025)
	Poland; food products
	CAWI survey; n=1,099
	Adult online sample

	S12
	Pervin and Khan (2025)
	Bangladesh; restaurants
	Survey/regression/SEM; n=113
	Restaurant consumers in Dhaka

	S13
	Kwon et al. (2021)
	Republic of Korea; restaurants
	Survey/SEM; n=376
	Restaurant/social-media users

	S14
	Bushara et al. (2023)
	Saudi Arabia; casual dining
	Survey/PLS-SEM; n=433
	Convenience sample of followers

	S15
	Añaña and Barbosa (2023)
	Portugal; healthy food
	Survey/SEM; n=221
	Snowball sample; female-heavy

	S16
	Poureisa, Aziz and Ng (2024)
	Iran; organic food
	Survey/PLS-SEM; n=410
	Instagram organic-food purchasers

	S17
	Qin et al. (2024)
	China; light meals
	Survey/SEM; n=654
	One-city consumer sample

	S18
	Chen et al. (2024)
	China; light meals
	Survey; n=654*
	Regional consumer sample*


Note: *S17 and S18 appear to use an overlapping Suzhou sample and were not treated as independent corroboration.

[bookmark: _Toc238609418]Table C2: Social-media exposure and outcome classification
	ID
	Platform / social-media stimulus
	Primary outcome
	Outcome class

	S01
	Instagram social-media marketing and eWOM
	Purchase intention
	Intention; self-reported

	S02
	Social-media eWOM quality, credibility and usefulness
	Purchase intention
	Intention; self-reported

	S03
	Social-norm poll presentation
	Purchase intention
	Intention; experimental self-report

	S04
	Celebrity endorsement, credibility and congruence
	Purchase intention; willingness to pay
	Intention/proxy; self-reported

	S05
	Social-media marketing, influencers and eWOM
	Restaurant purchase intention
	Intention; self-reported

	S06
	Plant-based-meat social-media marketing
	Purchase intention
	Intention; experimental self-report

	S07
	Instagram humour treatment
	Purchase probability
	Probability; experimental self-report

	S08
	Brand engagement, paid ads, influencers and promotions
	Purchase behaviour; repeat intention
	Self-reported action + repeat intention

	S09
	Instagram food content and visual cues
	Purchase intention / consumer response
	Intention; observed attention only

	S10
	Food-vlogger credibility and content
	Social-commerce intention
	Intention; self-reported

	S11
	Food-related social-media content
	Purchasing decisions
	Self-reported decision

	S12
	Restaurant social-media marketing, trust and engagement
	Purchasing behaviour
	Self-reported action

	S13
	Restaurant social-media content characteristics
	Behavioural intentions
	Intention; self-reported

	S14
	Restaurant social-media marketing activities
	Purchase intention; willingness to pay
	Intention/proxy; self-reported

	S15
	Instagram influencer credibility and advertising attitude
	Purchase intention
	Intention; self-reported

	S16
	Instagram social commerce, endorsements, reviews and trust
	Purchase intention; purchasing behaviour
	Intention + self-reported action

	S17
	Influencer-marketing-platform intervention
	Purchase intention; purchasing behaviour
	Intention + self-reported action

	S18
	Influencer attributes and marketing mechanisms
	Purchase intention
	Intention; self-reported



[bookmark: _Toc238609419]Table C3: MMAT-informed interpretive weighting
	Study
	Design basis
	Methodological confidence
	Contextual relevance to UK
	Interpretive weighting

	Aji et al. (2020)
	Cross-sectional survey
	Moderate for association
	Indirect; Indonesia beverage
	Use with sampling and transferability caution

	Leong et al. (2022)
	Cross-sectional survey
	Moderate for association
	Indirect; Malaysia beverage
	Use for eWOM mechanism, not causality

	Bläuer et al. (2026)
	Experimental
	Higher for manipulated visual effect
	Indirect; Swiss student samples
	Useful for stimulus boundary conditions

	Calvo-Porral et al. (2021)
	Survey with stimuli
	Moderate
	Indirect; Spain
	Use for credibility/congruence association

	Alfonso-Sanjul and Acosta-Gonzaga (2026)
	Cross-sectional survey
	Moderate
	Indirect; Mexico Gen Z
	Use with age and market caution

	Li, Wang and Yang (2022)
	Multi-study experimental
	Higher for tested mechanisms
	Indirect; young Chinese samples
	Useful for conditional mechanism evidence

	Reijnen et al. (2024)
	Experimental
	Higher for humour treatment
	Indirect; Switzerland
	Useful for negative/conditional stimulus evidence

	Venugopal and Baskaran (2026)
	Cross-sectional survey
	Limited-moderate
	Indirect; UAE age 18-25
	Use cautiously for self-reported behaviour

	Riswanto et al. (2025)
	Eye tracking + survey
	Higher for observed attention; limited for buying
	Indirect; small Korean student sample
	Use for attention, not purchase generalisation

	Luong and Ho (2023)
	Cross-sectional survey
	Moderate
	Indirect; Vietnam
	Use for source/attitude associations

	Godlewska et al. (2025)
	Cross-sectional survey
	Moderate
	Indirect; Poland
	Useful large-sample self-reported decisions

	Pervin and Khan (2025)
	Cross-sectional survey
	Limited-moderate
	Indirect; Bangladesh
	Use cautiously for self-reported behaviour

	Kwon et al. (2021)
	Cross-sectional survey
	Moderate
	Indirect; Republic of Korea
	Use for content-attitude-intention associations

	Bushara et al. (2023)
	Cross-sectional survey
	Moderate
	Indirect; Saudi Arabia
	Use for SOR-consistent association pathways

	Añaña and Barbosa (2023)
	Cross-sectional survey
	Moderate
	Indirect; Portugal
	Use with recruitment/sample caution

	Poureisa, Aziz and Ng (2024)
	Cross-sectional purchaser survey
	Moderate
	Indirect; Iran social commerce
	Useful for self-reported purchasing behaviour

	Qin et al. (2024)
	Cross-sectional survey
	Moderate
	Indirect; China light meals
	Overlap-adjusted with S18

	Chen et al. (2024)
	Cross-sectional survey
	Moderate
	Indirect; China light meals
	Overlap-adjusted with S17


Note: MMAT appraisal was criterion-level and did not generate a single overall quality score. "Higher" refers only to confidence in a controlled stimulus or observed measure, not to overall superiority or UK representativeness.

[bookmark: _Toc238609420]Table C4: Coding structure aligned with the SOR framework
	SOR position
	Initial code family
	Descriptive category
	Direction/nature
	Analytical theme

	Stimulus
	Information quality; usefulness
	Information value
	Predominantly positive
	Theme 1

	Stimulus
	Aesthetics; visual layout; authenticity; entertainment; humour
	Visual/sensory and creative execution
	Positive but conditional/mixed
	Theme 1

	Stimulus
	Paid advertising; promotions; customization; trendiness
	Marketing activity
	Mixed across contexts
	Themes 1 and 5

	Stimulus/source
	Influencer expertise; credibility; similarity; celebrity endorsement
	Source credibility
	Mostly positive; attractiveness less consistent
	Theme 2

	Stimulus/source
	Product-source congruence
	Source-product fit
	Positive where tested
	Theme 2

	Stimulus/social
	eWOM quality/credibility; reviews; referrals
	Peer-generated social proof
	Mostly positive
	Theme 2

	Organism/relational
	Interaction; consumer/brand engagement
	Engagement
	Positive where tested
	Theme 3

	Organism
	Trustworthiness; platform trust
	Trust
	Positive where tested
	Theme 3

	Organism
	Perceived value
	Value evaluation
	Positive where tested
	Theme 3

	Organism
	Attitude; cognitive fluency; inspiration
	Cognitive/affective evaluation
	Positive but context-sensitive
	Theme 3

	Response
	Purchase intention; social-commerce intention; probability; willingness to pay
	Intentional/proxy response
	Predominantly positive
	Theme 4

	Response
	Purchase decision; self-reported purchase; repeat intention
	Behaviour-proximate response
	Positive but less frequently measured
	Theme 4

	Boundary
	Perceived risk; scepticism; avoidance; negative humour response
	Resistance
	Mixed, negative or non-significant
	Theme 5

	Boundary
	Gender; age; diet; identity; platform; market
	Contextual conditions
	Conditional/subgroup effects
	Theme 5
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