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1.0 Introduction 
Social media has become an important marketing instrument for brands through digital technologies. Generation Z uses these platforms as a channel to learn more about products and interact with brands. It is essential that the UK fashion brands know how it affects their purchasing behaviour. Through trust and brand engagement, this paper will examine the impact that social media marketing has on purchase intention.
1.1 Background 
Social media marketing is a strategic application of online resources to build relationships, market brands, and impact consumer behaviour by means of interactive content and communication (Khurdei et al., 2023). Purchase intention, which is influenced by psychological factors in the consumer behaviour theory that include trust and perceived value, as well as brand engagements, is influenced and built and strengthened within the social media context, especially among Generation Z consumers. There has been a significant digital shift in the UK fashion industry, and social media platforms have become the focus of the marketing communication strategies (Nash, 2019). The consumers who are the most active on platforms like Instagram, TikTok, and Snapchat are Generation Z, those born between 1997 and 2012 and use these platforms not only to be entertained but also to discover products and interact with the brands (Rezek, 2022). Marketing through social media has become essential in determining consumer perceptions, their level of engagement and ultimately to make the buying decisions. The survey conducted by YouGov (2025) showed that 66 per cent (two of three) of consumers in the UK Generation Z rely on social media as a source of information to research a brand before they buy one. By contrast, merely 35% of the older generations use social media to research brands, which indicates that digital platforms are the main focus of the fashion shopping experience of Generation Z.
The theoretical basis of this study is the Social Media Functionality Honeycomb Model created by Jan H. Kietzmann et al. (2011) that theorises social media as made up of seven interrelated components, namely identity, presence, relationships, reputation, groups, conversations, and sharing. These functionalities are likely to have a significant impact on the fashion industry since fashion consumption is largely associated with the expression of identity and peer acceptance. To Generation Z, the identity influencer, brand reputation, a sense of community, and two-way interactions have a significant impact on trust and involvement with fashion brands.
The activities of social media marketing have a positive impact on brand engagement and purchase intention. Research also shows that trust is the mediating variable between digital marketing and influencer credibility, which is a significant factor in Generation Z purchasing behaviour (Shahid and Ikram, 2024). Nonetheless, there have not been any empirical studies that have particularly focused on these relationships in the context of the UK fashion industry through primary consumer data. The Generation Z consumers use social media as a source of information on fashion, peer reviews, and influencer recommendations. Although engagement indicators like likes and shares are very popular, the process by which social media marketing is converted into purchase intention, especially through trust and brand engagement, needs to be researched (Matin et al., 2020). Consequently, this research will fill this gap. In the UK fashion market, branding is not limited to the quality of their products but also to symbolic meaning and lifestyle.
1.2 Rationale of the Study
The research is significant to fashion brands in the UK that would like to optimise their digital marketing strategies. The knowledge of the social media functionalities will optimise the content and influencer strategy because it greatly increases the level of consumer interaction and purchase intent (Ao et al., 2023). The results will present the evidence-based information to augment the returns of the marketing investments and increase the competitive advantage in the UK fashion market.
1.3 Aim
The aim of the study is to evaluate how social media marketing can drive consumer purchase intention among Gen Z in the UK fashion sector, and how two mediating variables, trust and brand engagements can impact the relationship between the two.
1.4 Objectives
· To explore the application of social media marketing by UK fashion brands.
· To examine how social media marketing influences brand engagement among Generation Z consumers.
· To examine the impact of social media marketing on consumer trust.
· To establish whether there is a the mediation of trust and brand engagement between social media marketing and purchase intention.
1.5 Research Questions
1. What is the role of social media marketing in stimulating the purchase intention of Generation Z in the UK fashion industry?
2. What is the impact of social media marketing on brand engagement among Gen Z consumers?
3. How is social media marketing related to consumer trust?
4. Do trust and brand engagement mediate the relationship between social media marketing and purchase intention?


2.0 Literature Review
2.1 Social Media Marketing
Social media marketing (SMM) is a concept that has received a lot of discourse in modern marketing studies. According to Rahim (2018), it is defined as the strategic application of the digital platform to develop, disseminate, and market brand material to construct consumer relations. Arguing on the same, Sarumathi and Vatchala (2025) contended that SMM is a customer-focused process that exploits the power of peer networks, user-generated content, and interactive media to affect consumer behaviour. The two schools of thoughts put a lot of stress on the two-way character of social media as opposed to one-way media of communication. Within the framework of fashion, SMM helps the companies to connect to the Generation Z generation by utilizing visual content, stories and influencer recommendations, which can influence the perception and behaviour (Lunda, 2025).
According to Parmar (2024), in the UK, social media marketing has become one of the key strategies adopted by the fashion industry, especially by the generation Z consumers, who rely on interactive content, influencer-based campaigns, and community-building campaigns to become more aware of the brand and the products they produce. Dzreke and Dzreke (2025) opined that the application of these platforms like Instagram and Tiktok are particularly effective in establishing emotional and behavioural relationship between the consumer and the brand since engagement and trust are strengthened with the help of peer interaction, content sharing, and real-time communication. This underscores the significance of the mediating effects of trust and brand engagement in the process of influencing the purchase intention within the UK fashion environment.
2.2 Brand Engagement
Brand engagement is one of the constructs that help to understand how consumers interact with social media . The study by Satar et al. (2024) defined brand engagement as the psychological association and participatory behaviour consumers express on brands, which are represented by likes, shares, comments, and co-created content. Brand engagement is based on cognitive, emotional and behavioural aspects, with the element of active involvement on the development of consumer-brand relationships. Engagement is used in fashion marketing to refer to the attachment to brand identity and the readiness to interact with digital content, which has an impact on the intention to purchase (Gutiérrez-Rodríguez et al., 2024).
Question Answered
1. The impact of social media marketing on the purchase intention of Generation Z in the UK fashion market is high due to its influence on brand visibility, credibility, and engagement (Khurdei et al., 2023; Nash, 2019).
2. Influencer campaigns, interactive content, and online communities are the strategies involved in the work of UK fashion brands aimed at reaching consumers and building trust (Parmar, 2024; Dzreke and Dzreke, 2025; Gohil et al., 2025).
3. It has been found that the intermediary between social media marketing and purchase intention is trust and engagement, so the more effective campaigns are to create confidence and active engagement at the same time, the higher the chances of success (Dabbous et al., 2020; Shahid and Ikram, 2024; Matin et al., 2020).
4. In general, social media is not only appealing to Generation Z but also helps to build relationships and promotes buying behaviour in the fashion industry of the UK.
2.3 Research Gap
Whereas the social media marketing, brand engagement, and trust have been significantly researched, the available empirical research on the UK fashion sector is minimal. The literature commonly investigates large groups of people, or on global levels, but little has been done to identify the impacts of various functionalities of social media on purchase intention of the generation Z. Particularly, the mediating functions of trust and brand engagement are not thoroughly examined in primary research that is consumer oriented. This study will assist in bridging this gap because it will give evidence-based information on how UK fashion companies can successfully connect with Generation Z via social media. 
2.4 Social Media Functionality Honeycomb Model
The theoretical basis of the study is the Honeycomb Model of Social Media Functionality which highlights seven functional building blocks of social media, namely: identity, presence, relationships, reputation, groups, conversations as well as sharing by Kietzmann et al. (2011). 
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Figure 01: Honeycomb Model of Social Media Functionality 
Source: Kietzmann et al. (2011). 

Brands and influencers are perceived based on identity and reputation and made available in real-time based on presence. Comunities are formed by relationships and groups which make them loyal and information spreading and communication is easy in conversations and sharing. Upadhyay and Kamble (2025) asserted that such capabilities are especially applicable in the field of fashion where consumption is linked to the process of self-expression and peer pressure. The model offers an organized system to discuss the influence of social media marketing on trust and brand engagement with subsequent implications on the purchase intention.
Its key strength is that it enables marketers to analyse the impact of each functionality on the engagement, trust and brand perception in a systematic way, and it can be highly applied to fashion marketing where the self-expression and influence among peers’ matter (Upadhyay and Kamble, 2025). There is however the disadvantage of the fact that the model will be more descriptive and does not measure the relative contribution of each block, thus creating some difficulty in quantifying prioritisation in practice to data-driven marketing decisions.
2.5 Trust and Purchase Intention
The element of trust has been generally viewed as one of the key intermediaries of purchase behaviour initiated by social media. Gohil et al. (2025) emphasized that one of the biggest determinants of Generation Z trust in fashion brands is the influencer credibility and brand authenticity. Similar results were observed by Dabbous et al. (2020), who established that trust and engagement mediate the relationship between social media exposure and purchase intention in the same direction, meaning that the consumer needs to trust as well as engage in interactions that are credible and engaging.
2.6 Generation Z and Social Media
Generation Z customers are the ones who are very active on social media and this has influenced their fashion consumption patterns. According to a survey conducted by YouGov (2025), compared to the older generations, 66 percent of UK Generation Z users use social media to research their brands before buying them, versus 35 percent of the older generations. This is a point that emphasizes the central position of digital platforms in their shopping experience. According to Patwa et al. (2024), such engagement statistics as likes, sharing, and comments are social proofs, which strengthen trust and credibility.


3.0 Methodology
3.1 Research Philosophy
The research philosophy adopted in this study will be positivism that presupposes the possibility of measuring and analysing the reality objectively with the help of quantifiable data (Saunders et al., 2019). Positivism can be used in this study as it aims at analysing the correlation between social media marketing, trust, brand engagement and purchase intention among the Generation Z consumers in the UK fashion sector. The methodology enables systematic evaluation of consumer attitudes and behaviour and therefore, the findings are evidence-based and can be generalised.
3.2 Research Design
Quantitative research methodology will be used to test the hypotheses and measure the variables in numbers (Creswell, 2014). Although the subjective experience is examined in qualitative methods, quantitative methods are appropriate in this study since the research will examine trends, correlation, and mediation effects of trust and brand engagement in social media marketing. Such a mono methodology will provide consistency, reliability and efficiency in data collection that is statistically analyseable. 
3.3 Data Type
The research will be based on primary data, which it has gathered directly among the consumers of generation Z who live in the UK and make it relevant and accurate. The primary quantitative data will be selected as it offers the opportunity to measure the insights into consumer behaviour, the level of engagement, and the perception of trust (Bryman, 2016). Researchers use only secondary data, which includes literature and industry reports, to supplement theoretical and contextual knowledge.
3.4 Sampling Design
The sample size of 100 respondents will be used to complete the research, as usually suggested by the quantitative research method based on surveys to offer sufficient statistical. The research targets the Generation Z (born 1997-2012) taking into account the demographic and geographic features. Probability and non-probability sampling methods are both possible to consider, although probability sampling is more advantageous due to better representativeness and minimized selection bias (Sekaran and Bougie, 2016).
3.5 Data Collection Method
The online survey tool such as Google Form will be used to collect the data. Digital generation Z respondents are appropriate to use online surveys and can be distributed effectively in various locations within the UK. To obtain quantifiable self-perceptions of the social media marketing, brand interaction, trust, and intended purchase, the questionnaire will consist of 8-10 closed-ended questions that will mainly be on a Likert scale.
3.6 Data Analysis
The data collected will be analysed under the Microsoft Excel which supports descriptive statistics, correlation analysis and determination of trends. Excel can be suitable at the initial stage of quantitative analysis as it will enable the investigator to systematize, visualise and analyse responses (Ndungo et al., 2025). It should be noted that the strategy will allow conducting a systematic analysis of the results, and the findings can be used to make credible assumptions about the effect of social media marketing on Generation Z purchase intention.
4.0 Expected Findings
It is anticipated that the study will demonstrate that social media marketing has a positive effect on purchase intention by Generation Z in the UK fashion market. This relationship will probably mediate with trust and brand engagement, whereas certain functionality of the Honeycomb Model can become the most influential ones. The expected findings will present useful insights that the UK fashion brands can use to enhance their engagement and marketing strategies.
5.0 Limitations
The research has limitations related to its use of quantitative methods that involve online survey, to which more in-depth consumer motivation can be absent. The concentration on the UK Generation Z limits the possibility of generalisation, and the self-reported data can be subject to bias. Sample size can also be restricted by time and resources, which can have an influence on the strength of the results.
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7.0 Conclusion
This study will analyse the effects of social media marketing in generating purchase intention among Generation Z in the UK fashion industry mediated by trust and brand engagement. Through the quantitative survey methodology, the research aims at equipping empirical data on the functionalities of social media that are most effective in engaging young consumers. The results will guide fashion businesses in the UK on how to maximise their online marketing efforts to increase engagement, trust, and buying behaviour, which is a gap in current studies. 
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