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[bookmark: _Toc217259764]Chapter 1: Introduction 
1.1. [bookmark: _Toc217259765]Introduction to the topic
This research proposal outlines a quantitative study examining the influence of social media marketing on customer brand loyalty within the fast-fashion industry. The chapter introduces the research background, identifies the research problem, and outlines the purpose, aim, objectives, research questions, and significance of the study, providing a clear foundation for the proposed dissertation.

Social media has become a dominant communication and promotional channel for the global fashion industry, enabling real-time interaction between brands and consumers (Appel et al., 2020). Fast-fashion brands such as Zara, H&M, and Primark operate in highly competitive markets characterised by rapid trend cycles and short product lifespans, making continuous customer engagement essential for maintaining market position (Joy and Peña, 2022). Platforms such as Instagram and TikTok allow consumers to interact directly with brands, share opinions, and engage with promotional content, which may influence perceptions of trust, attachment, and loyalty (Xie, Poon and Zhang, 2022).

Brand loyalty refers to a consumer’s sustained preference and commitment toward a brand over time (Oliver, 1999). In the fast-fashion context, loyalty is particularly challenging to maintain due to price sensitivity and product substitutability (Bianchi and Pike, 2021). Social media marketing offers opportunities to strengthen loyalty through engagement, authentic content, influencer endorsements, and electronic word-of-mouth. However, the extent to which these activities translate into long-term loyalty outcomes remains insufficiently understood, particularly within the UK market.
1.2. [bookmark: _Toc217259766]Research Problem
Despite substantial investments in digital marketing, fast-fashion brands often struggle to maintain long-term loyalty because consumer decisions are trend-dependent and easily influenced by competitor offerings (Amatulli et al., 2022). Although engagement and influencer content may increase visibility and short-term excitement, their effectiveness in sustaining real loyalty remains unclear (Han, Wang and Kim, 2021). Academic literature lacks quantitative evidence that specifically explains how different social media marketing practices impact brand loyalty in fast-fashion, especially within the UK consumer market — indicating a significant research gap.
1.3. [bookmark: _Toc217259767]Purpose of the Research
The purpose of this research is to quantitatively examine the influence of social media marketing activities on customer brand loyalty in the UK fast-fashion industry. Using a structured consumer survey, the study aims to statistically test the relationships between key social media marketing dimensions—such as engagement, content quality and authenticity, influencer credibility, and electronic word-of-mouth—and loyalty outcomes, including repeat purchase intention and brand advocacy.
1.4. [bookmark: _Toc217259768]Proposed aim, objectives and research questions
Research Aim
To investigate the influence of social media marketing activities on customer brand loyalty in the UK fast-fashion industry.
Research Objectives
1. To evaluate how customer engagement with fast-fashion brands on social media impacts brand loyalty.
2. To analyse the effects of content quality and perceived authenticity on trust and loyalty.
3. To examine the influence of social media influencer marketing on loyalty formation.
4. To assess whether different platforms generate different loyalty outcomes (e.g., advocacy, repeat purchases).
Research Questions
RQ1: How does customer engagement with fast-fashion brands on social media influence brand loyalty?
RQ2: Does authentic and high-quality content improve trust and loyalty?
RQ3: What role does influencer marketing play in creating loyalty in fast-fashion?
RQ4: Do different social media platforms result in different levels of brand advocacy and loyalty?

1.5. [bookmark: _Toc217259769]Significance of the Topic
Fast-fashion is one of the most profitable and influential sectors of global apparel, driven primarily by digitally active consumers (Arrigo, 2020). Yet the industry is heavily criticised for sustainability and ethical concerns, increasing the need for brands to build deeper emotional loyalty to maintain trust and competitiveness (Jain, Roy and Das, 2022). This study contributes to managerial practice by identifying effective social media strategies that strengthen customers’ loyalty intention. Academically, it extends existing literature by providing empirical evidence focused specifically on the fast-fashion environment, where loyalty patterns differ significantly from traditional fashion sectors (Ryding and Lee, 2023).

Thus, the research will support fast-fashion brands in enhancing long-term performance through better-designed social media marketing initiatives.

[bookmark: _Toc217259770]Chapter 2: Literature Review   
Social media marketing (SMM) has evolved into a strategic pillar for brand communication, particularly in industries where consumer behaviour is trend-driven such as fast-fashion. This chapter critically reviews academic literature on the elements of social media marketing most influential in generating brand loyalty. Key dimensions examined include social media engagement, content quality, electronic word-of-mouth, and influencer marketing, supported by relevant theoretical perspectives.

[bookmark: _Toc217259771]2.1 Social Media Marketing in the Fast-Fashion Context
Social media marketing refers to the use of interactive digital platforms to create, communicate and deliver brand value through consumer engagement (Appel et al., 2020). Fast-fashion brands rely heavily on social media to rapidly diffuse trends, create excitement, and encourage frequent purchases (Joy and Peña, 2022). The dynamic nature of fast-fashion means customer loyalty is fragile; therefore, brands seek to strengthen relational bonds online through communication consistency and personal relevance (Bianchi and Pike, 2021).

Studies highlight that young consumers — the core market for fast-fashion — tend to trust digital content more than traditional advertising, making SMM a central determinant of brand perceptions and loyalty (Han, Wang and Kim, 2021). Thus, SMM is not merely promotional but relational, guiding emotional attachment and purchase behaviour over time.

[bookmark: _Toc217259772]2.2 Social Media Engagement and Brand Loyalty
Social media engagement involves consumer interactions such as likes, comments, shares and active participation in brand communities (Harrigan et al., 2021). Engagement nurtures loyalty by producing stronger emotional connections, customer empowerment and feelings of brand involvement (Islam and Rahman, 2017).

Conceptual Link: Higher engagement → stronger relationship commitment → brand loyalty
(Mohammed, Al-Shaikh and Aboud, 2022)

Research shows that perceived responsiveness and two-way communication positively affect trust and loyalty intention (Xie, Poon and Zhang, 2022). When consumers feel acknowledged by brands, they are more likely to repeat purchases and act as brand advocates online (Dwivedi et al., 2021). Engagement is therefore a primary variable for this study.

[bookmark: _Toc217259773]2.3 Content Quality, Authenticity and Trust
Content quality concerns visual appeal, relevance, creativity and informational clarity (Lou and Yuan, 2019). In fashion marketing, high-quality visuals enhance desirability and stimulate impulse purchases; however, authenticity is increasingly vital for loyalty (Jain, Roy and Das, 2022). Users are quick to reject overly scripted or non-transparent content.

Authenticity signals trustworthiness, which strongly predicts loyalty in online retailing (Prentice, Han and Li, 2020). Transparent storytelling, real customer representation and honest product communication contribute to belief in brand values (Kim and Johnson, 2021). Trust acts as a mediator — without it, engagement rarely converts into loyalty.

Visual + authentic content → trust → loyalty
(Kim and Johnson, 2021)

Thus, content authenticity will be a core construct in the empirical survey.

[bookmark: _Toc217259774]2.4 Electronic Word-of-Mouth (eWOM)
eWOM refers to online communication where consumers share brand opinions with others (Cheung, Xiao and Liu, 2021). In fast-fashion, eWOM shapes perceptions of quality and credibility more strongly than company-generated content (Han et al., 2021).

Positive eWOM can increase brand preference, while negative eWOM can significantly damage loyalty due to high substitution availability (Bianchi and Pike, 2021). Online reviews and peer recommendations on TikTok or Instagram drive engagement and purchasing intentions, especially among Gen-Z users (Arrigo, 2020). Therefore, eWOM is a critical outcome and indicator of loyalty strength.

[bookmark: _Toc217259775]2.5 Influencer Marketing and Consumer Loyalty
Influencer marketing connects brands with individuals who possess perceived credibility and social influence (Casaló, Flavián and Ibáñez-Sánchez, 2020). In fast-fashion, influencers act as trend ambassadors, reducing consumer uncertainty and increasing trust toward promoted products.

Influencer authenticity and expertise are directly linked to loyalty, as followers internalise influencers’ positive brand associations (Lou and Yuan, 2019). However, some studies warn that over-commercialisation may reduce perceived sincerity, weakening loyalty (Jain et al., 2022). Thus, influencer effects can be powerful but conditionally dependent on credibility and transparency.




[bookmark: _Toc217259776]2.6 Summary of Key Gaps
	Area
	What is known
	What is missing

	Engagement
	Increases emotional attachment and advocacy
	Lack of evidence specifically in fast-fashion loyalty mechanisms

	Content Quality
	Drives desirability
	Role of authenticity as a trust mediator needs more testing

	eWOM
	Major driver of purchasing behaviour
	How eWOM contributes to long-term loyalty is under-explored

	Influencer Marketing
	Boosts visibility and brand preference
	Mixed results on whether it creates real loyalty



Most studies analyse visibility, purchase intention and brand equity — but fewer measure loyalty outcomes (repeat purchases & advocacy) in the fast-fashion environment, especially in the UK. This gap confirms the need for the present research.

[bookmark: _Toc217259777]2.7 Theoretical Link to the Research
Literature suggests that:
· Engagement Theory: Customer participation develops strong brand-consumer relationships leading to loyalty (Harrigan et al., 2021).
· Source Credibility Theory: Trustworthy influencers shape consumer loyalty outcomes (Casaló et al., 2020).

These theoretical perspectives will guide the survey design and the quantitative model in the dissertation.

Conclusion of Literature Review

Academic evidence highlights strong relationships between social media marketing activities and loyalty behaviours, yet the strength and mechanisms of these relationships remain uncertain in fast-fashion contexts. This justifies the need for quantitative investigation of key variables: engagement, content quality, authenticity, influencer credibility and eWOM.

[bookmark: _Toc217259778]2.8 Conceptual Framework of the Study
Based on the literature reviewed, this study conceptualises social media engagement, content quality and authenticity, influencer credibility, and electronic word-of-mouth as independent variables, while customer brand loyalty—measured through repeat purchase intention and brand advocacy—is treated as the dependent variable. Trust is recognised as an underlying mechanism that strengthens the relationship between social media marketing activities and loyalty outcomes.

This conceptual framework provides the foundation for developing testable hypotheses and informs the design of the quantitative survey instrument and subsequent statistical analysis.

The next chapter will detail the research methodology adopted to empirically test these relationships.

[bookmark: _Toc217259779]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc217259780]3.1. Research Philosophy
This study adopts a positivist research philosophy. Positivism argues that reality can be objectively measured, and knowledge is gained through observable, quantifiable evidence (Saunders, Lewis and Thornhill, 2019). Since this study aims to test relationships between specific social media marketing variables and brand loyalty using statistical data, positivism is the most appropriate philosophical stance.

Positivism supports the use of structured surveys, numerical data and statistical analysis, ensuring the findings can be generalised to the wider UK fast-fashion consumer population aged 18–35 (Creswell and Creswell, 2018). It also promotes researcher independence, reducing potential bias during the data interpretation stage.
[bookmark: _Toc217259781]3.2. Approach to Theory Development
This research will follow a deductive approach, meaning it will test established theories and concepts identified in the literature review (Bryman and Bell, 2021). Prior research suggests that engagement, content quality, trust and influencer credibility influence loyalty (Harrigan et al., 2021; Kim and Johnson, 2021). The survey will therefore collect data to examine if these theoretical relationships statistically hold in the UK fast-fashion context.

A deductive approach is commonly used in quantitative studies where the goal is to confirm or reject hypotheses through measurement and empirical testing rather than developing new theory from data.

[bookmark: _Toc217259782]3.3 Research Hypotheses
Based on the literature review and the deductive research approach, the following hypotheses are proposed:

H1: Social media engagement has a positive and significant effect on customer brand loyalty in the fast-fashion industry.

H2: Content quality and authenticity positively influence customer trust and brand loyalty.

H3: Influencer credibility has a significant positive impact on customer brand loyalty.

H4: Electronic word-of-mouth positively influences brand advocacy and repeat purchase intention.

H5: Social media marketing activities significantly predict customer brand loyalty outcomes in the UK fast-fashion industry.

These hypotheses will be empirically tested using statistical analysis.

[bookmark: _Toc217259783]3.4. Methodological Choice
A mono-method quantitative research design will be used. A single survey method is suitable as the study seeks measurable outcomes and statistical examination of variables rather than exploring subjective meanings (Creswell, 2014). The quantitative design ensures consistency, reliability and the ability to analyse data using inferential statistics, which supports the research aim.
This choice is also practical given the target population (young UK consumers) who are digitally accessible for online questionnaires.

[bookmark: _Toc217259784]3.5. Research Strategies
The research strategy is a survey, conducted using a structured online questionnaire. Survey strategies are recommended when collecting standardised data from large populations and when measuring relationships between variables (Saunders et al., 2019).
The questionnaire will include closed-ended questions using a 5-point Likert scale, allowing respondents to express their level of agreement with statements related to fast-fashion brand engagement, trust, influencer credibility and loyalty intentions.

The survey will be distributed through social media channels such as Instagram groups, Facebook fashion communities and university social networks, ensuring accessibility of respondents aged 18–35.
[bookmark: _Toc217259785]3.6. Time Horizon
A cross-sectional time horizon will be used, meaning the data will be collected at one specific moment in time (Robson and McCartan, 2016). Since the objective is to analyse current behaviours and perceptions, not changes over time, cross-sectional research is appropriate and efficient given project deadlines.

[bookmark: _Toc217259786]3.7. Data Collection and Data Analysis
Population and Sampling

The target population for this study comprises UK consumers aged 18–35 who actively purchase from fast-fashion brands. A non-probability convenience sampling technique will be employed due to accessibility and time constraints, which is common in consumer behaviour research involving online surveys (Etikan, Musa and Alkassim, 2016). The expected sample size is between 100 and 150 respondents, which is considered sufficient for conducting correlation and regression analysis.

Data Collection Method

Primary data will be collected through a structured online questionnaire distributed via platforms such as Instagram, Facebook fashion communities, and university social networks. The questionnaire will consist of closed-ended questions measured using a five-point Likert scale, enabling respondents to indicate their level of agreement with statements related to social media engagement, content quality and authenticity, influencer credibility, electronic word-of-mouth, and brand loyalty.

Data Analysis

Collected data will be analysed using SPSS or Microsoft Excel. Descriptive statistics will be used to summarise demographic characteristics. Correlation analysis will assess the strength and direction of relationships between variables, while multiple regression analysis will be conducted to test the proposed hypotheses and determine the extent to which social media marketing activities predict customer brand loyalty outcomes.
[bookmark: _Toc217259787]3.8. Time prospects of the research
The research will be conducted over an estimated 18-week period. Weeks 1–4 will be dedicated to an in-depth literature review and questionnaire development. Ethical approval will be sought during Weeks 5–6. Data collection will take place in Weeks 7–10, followed by data cleaning and statistical analysis in Weeks 11–14. The remaining weeks (15–18) will focus on interpretation of findings and dissertation writing. 



	Research Activity
	Weeks 1–4
	Weeks 5–6
	Weeks 7–10
	Weeks 11–14
	Weeks 15–18

	Literature Review
	████████
	
	
	
	

	Questionnaire Design
	████████
	
	
	
	

	Ethics Approval
	
	████
	
	
	

	Data Collection (Online Survey)
	
	
	████████
	
	

	Data Cleaning & Statistical Analysis
	
	
	
	████████
	

	Interpretation of Findings
	
	
	
	████████
	

	Dissertation Writing & Final Submission
	
	
	
	
	████████




[bookmark: _Toc217259788] 3.9. Ethical consideration of the research 
Ethical compliance is essential when conducting research involving human participants. This study will follow UWTSD ethical requirements (Ethics submission form appended separately):

· Informed consent: Participants will be clearly informed of the research purpose and anonymity before participation.
· Voluntary participation: Respondents can withdraw at any stage without consequences.
· Confidentiality & GDPR compliance: No personal identification will be collected; all data will be securely stored and used only for academic purposes.
· Avoidance of harm: Survey questions will be non-intrusive and respectful.

Ethical approval will be formally submitted prior to data collection.

[bookmark: _Toc217259789]Chapter 4: Conclusion
This research proposal outlines the intended quantitative dissertation study examining how social media marketing influences customer brand loyalty within the UK fast-fashion industry. As identified in the earlier chapters, fast-fashion brands operate in highly competitive and trend-driven markets, where sustaining customer loyalty is essential for long-term success. Despite extensive use of social media platforms, the relationship between marketing activities and enduring loyalty outcomes remains insufficiently explained within existing academic literature.

The literature review in Chapter 2 highlighted that social media engagement, influencer credibility, electronic word-of-mouth, content quality and authenticity are the most influential components of social media marketing contributing to trust and loyalty. However, academic studies offer mixed results, especially regarding whether these factors create long-term loyalty rather than temporary brand attention. This provides a clear justification for conducting this research, as selected constructs require further empirical investigation specifically in the UK fast-fashion context.

Chapter 3 presented a positivist, quantitative methodological approach using a structured survey of UK consumers aged 18–35. Through statistical analysis, this research will assess the strength of relationships between social media marketing activities and consumers’ loyalty intentions, including repeat purchasing and brand advocacy. Ethical considerations and a structured project timeline ensure that the research will be carried out responsibly and within the term constraints.

Overall, this study is expected to make both academic and managerial contributions. Academically, it will address the identified gap by providing recent empirical evidence on loyalty drivers in fast-fashion social media marketing. Managerially, the findings may guide brands like Zara, H&M and Primark in designing more effective digital communication strategies that build emotional loyalty and consumer trust.

The completed dissertation will therefore help to advance understanding of how social media marketing practices can successfully transform engagement into sustained loyalty in a rapidly evolving and highly competitive retail sector.
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