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[bookmark: _Toc225713185]Abstract 
This research addresses the issue of social media marketing in shaping consumer purchase behaviour in the UK fast fashion retail market. As digital platforms grow at a rapid pace, social media has become a significant avenue that consumers use to learn about, review and buy products. The growth in the use of social media in the UK and the proliferation of social commerce have shown the necessity of understanding how online interactions are converted to real purchasing behaviour.
The study will also focus on the effect of social media marketing on consumer purchasing decisions, the best platforms, and how the activities that are engaged in when people use social media platforms, including likes, comments, and sharing, affect the purchase behaviour. It also examines the most important drivers that make consumers move from Internet interaction to make a real purchase. It is based on the Theory of Planned Behaviour and the AIDA model and therefore offers the theoretical framework to be used in analysing consumer intentions and marketing communication processes.
The methodology to be followed is a mixed-method design, which uses both quantitative data gathered by surveys and qualitative data gathered by open-ended questions. Data analysis involves the use of statistical and thematic analysis in order to give a depth and breadth of knowledge.
It is expected that the findings would add to the academic knowledge and practice in defining effective social media strategies for UK fast fashion retailers. The research will assist companies in maximising the use of marketing, customer interactions and conversion rates, which will eventually facilitate better digital retail operations.
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[bookmark: _Toc225713186]1. Introduction 
[bookmark: _Toc225713187]1.1 Research Background 
Social media marketing has emerged as a significant source of consumer buying behaviour in the UK retail market due to the fact that customers in the retail industry are taking an easy transition from online discovery to purchase. By the beginning of 2025, the number of social media user identities in the UK will have reached 54.8 million, comprising 79.0% of the population, and internet penetration will have reached 97.8, meaning that retailers have to act in a highly interconnected consumer environment (Kemp, 2025). Meanwhile, online shopping continues to dominate the UK shopping behaviour of fast fashion customers: internet sales contributed significantly to overall retail sales in Great Britain, which validates the relevance of online platforms in the buying process (Office for National Statistics, 2025).
The UK evidence has also shown recently that retail decision-making is increasingly influenced by social platforms. According to Retail Economics, 69% of consumers in the UK have purchased a product based on having seen it on social media, and 56% have directly purchased on a social or entertainment platform. It also predicts that UK social commerce may grow to almost £16 billion by 2028 (Retail Economics, 2024). The effectiveness of the platforms is also a concern: According to Ofcom data, UK adults are highly reachable on Facebook and Instagram, and TikTok is particularly popular among younger users, with 74% of online 18-24-year-olds visiting TikTok in May 2024 (OFCOM, 2024).
[bookmark: _Toc225713188]1.2 Problem Statement 
Although social media marketing has been growing rapidly in the UK, the relationship between its effect on consumer purchase behaviour in the retail sector is not that clear. The UK social media advertisement segment is expected to rise to £9.95 billion by 2025, which indicates the growth in exploring digital engagement strategies by merchants (McNamee, 2025). Nevertheless, there is no guarantee that high investment leads to successful conversion, as the overall conversion level in all industries is only 2.9%, which implies that there is a discrepancy between online interaction and real buying behaviour (Rigby, 2023). Moreover, although in 2024 social commerce made about £7.3 billion in UK sales, it is not yet fully comprehended how interaction (likes, shares, comments) can influence such purchases (Hirst, 2025). Even though platforms such as TikTok and Instagram are characterised by high levels of engagement, the differences in the rate of engagement between platforms (i.e., 1.6% on Instagram and 4.5% on TikTok) suggest the dissimilarity of effectiveness (Yung, 2024). Thus, an important research gap is what factors and platforms work best to transform social media interaction into fast fashion retail purchase decisions in the United Kingdom.
[bookmark: _Toc225713189]1.3 Research Rationale 
The increasing influence of social media within the UK retail market presents a high demand for research on its effectiveness in consumer purchase behaviour development. Retail marketing has shifted to digital platforms, with 97% of the population having internet access and spending an average of 1 hour 37 minutes each day on social media (McNamee, 2025). Nevertheless, in spite of such a high rate of involvement, it is not clear how effective social media can be when it comes to the transfer of interaction to real purchases. As an illustration, social media only adds about 1.1% of the overall e-commerce conversion rates, which is far less than other digital platforms like search or email marketing (Ecommerce Scotland, 2025). Moreover, even though 71% of consumers are affected by social media reviews, many users make purchases due to trust concerns and security issues (Khaled, 2023). These inconsistencies point to a great gap between engagement and conversion. Thus, the study is required to determine the factors, platforms and interaction mechanisms that successfully convert social media interaction into real retail buying behaviour in the UK fast fashion retail market.
[bookmark: _Toc225713190]1.4 Research Aim 
This study aims to explore how social media marketing impacts consumer purchase behaviour in the UK fast fashion retail market. It aims at examining the influence of various social network platforms, customer interaction activities, and marketing strategies on consumer decision-making and the determinants that influence the movement of consumers in online interaction to actual purchase in the UK fast fashion retail market.
[bookmark: _Toc225713191]1.5 Research Objectives
1. To examine the influence of social media marketing on consumer purchase decisions in the fast fashion retail market in the UK.
2. To identify the most effective social media platforms in influencing consumer behaviour in the UK fast fashion retail sector.
3. To evaluate the impact of customer engagement in social media on purchase decisions in the UK fast fashion retail market.
4. To identify the key factors that drive retail consumers in the fast fashion market from social media interaction to actual purchase in the UK.
[bookmark: _Toc225713192]1.6 Research Question
1. How does social media marketing influence consumer purchase decisions in the fast fashion retail market in the UK?
2. Which social media platforms are most effective in influencing consumer behaviour in the UK fast fashion retail sector?
3. What is the impact of customer engagement in social media on purchase decisions in the UK fast fashion retail market?
4. What are the key factors that drive retail consumers in the fast fashion market from social media interaction to actual purchase in the UK?
[bookmark: _Toc225713193]1.7 Significance of the Study 
The research is important because it focuses on the increasing relevance of social media in the UK retail and e-commerce landscape, which is rapidly developing. The UK e-commerce market is set to be around £286 billion in 2025, with almost 30.7% of all retail spending, which underscores the prevalence of digital channels in consumer buying patterns (Rafalski, 2025). Moreover, the UK has a population of more than 57.6 million active social media users, which means that a big percentage of the retail consumers are always exposed to social media marketing (International Trade Administration, 2023). Nonetheless, search engines and word-of-mouth are in the second and first position, respectively, with social media coming in third (23%), which comprises untapped potential (Space & Time, 2024). The study is thus significant in closing the exposure-effectiveness gap. It will give fast fashion UK retailers a nice opportunity to optimise marketing efforts, increase the ability to engage customers, increase conversion rates, and ultimately lead to more effective digital retailing practices and more informed business decisions.


[bookmark: _Toc225713194]2. Literature Review 
[bookmark: _Toc225713195]2.1 Concept of Social Media Marketing
The personalisation of content involving consumer interaction and user-generated content defines social media marketing (SMM) as using social networking sites to market the product and connect with the consumers, as well as influence their purchasing behaviour (Jamil et al., 2022). It has become more advanced than mere online communication software, and it has turned into an advanced marketing ecosystem incorporating data analytics, personalised advertising, and interaction with consumers in real-time (Dincer and Dincer, 2023). This has been spurred by the use of more and more internet and the relevance of digital platforms in influencing consumer choices.
The use of social media as a key component in modern retail marketing strategies is due to the ability of the brands to reach mass audiences, form relationships, and shape consumer attitudes at various stages of the purchase process (Goncalves et al., 2024). Social platforms are becoming popular with retailers as a source of brand awareness and, furthermore, direct sales with social commerce capabilities like in-app purchasing and live streaming (Liu et al., 2022).
The main characteristics of social media marketing are interesting content, influencer marketing, and targeted advertisement. The contents, including video content, reviews, and interactive posts, among others, increase consumer interaction and brand awareness (Ao et al., 2023). Influencers also enhance marketing messages through the trust and credibility inherent amongst the followers (Chen et al., 2024). Moreover, user data in targeted adverts provides personalised promotions, which define the chances of conversion (Islam and Sheikh, 2024).
[bookmark: _Toc225713196]2.2 Theoretical Framework 
The theory of planned behaviour (TPB) and the AIDA model are the two theories that form the basis of this research since both theories offer a solid background of consumer decision-making in the context of social media marketing. The Theory of Planned Behaviour has been developed by Ajzen to explain that the behavioural intentions constitute the reasons behind the purchase behaviour of a person and are formed based on the attitudes, subjective norms, and perceived behavioural control (Hagger et al.,2022). As a marketing approach, social media consumers, their attitude to online-based content, peer-to-peer pressure via reviews or social interaction, and their perception in terms of ease of purchase via digital platforms can influence their purchasing behaviour to a large extent (Alqutub, 2024).
In a way that TPB is complemented, the AIDA model (Attention, Interest, Desire, Action) describes the process of getting consumers through different steps of the purchasing process using marketing communications (Pramita and Manafe, 2022). The social media platforms are especially useful in getting attention with the visual content, interest with the interactive post, and desire with the influencer promotion and personalised ads. Lastly, the action stage is supported by such features as direct purchase links (Metili, 2023).
The combination of TPB and AIDA gives a clear analysis of the effects of social media marketing on consumer purchase behaviour since the factors of psychological intention and the structured marketing communication processes are integrated in the consumer behaviour of the UK retail sector (Moropana, 2023).
[bookmark: _Toc225713197]2.3 Social Media and Consumer Decision-Making
The use of social media has greatly altered the consumer decision-making process by impacting the key decision-making stages such as awareness, interest and the final decision-making. On the awareness level, Instagram, TikTok, and Facebook can help brands engage many people with visually attractive and shareable content, which enhances the product presence (Xu, 2023). Social media is interactive, which enables consumers to learn more about new products in an organic manner than traditional advertisements, in most cases via peer-to-peer recommendations and algorithmic content (Mehaq et al.,2025).
At the interest phase, consumers become interested in following the content that includes product videos, brand posts, and live streams that present thorough information and help to understand the product better (Liu et al., 2022). This interaction plays a vital role in developing the attitude of the consumers since features of interaction such as comments and shares enable them to find opinions and confirm their tastes. It has been observed that social media marketing activities can lead to an improved customer engagement that, consequently, improves purchase intentions (Wijayanto et al., 2025).
Online reviews, ratings and endorsements of influencers are important at the decision stage. Social proof is positive reviews and user-created content; perceived risk is decreased, and trust in products is enhanced (Lăzăroiu et al., 2020). More specifically, influencers have emerged as important opinion leaders as their recommendations have a significant influence on the purchase behaviour of a consumer, as they are perceived to hold credibility and relatability (Chen et al., 2024). Moreover, tailored and personalised content also pushes the consumers to purchase because it connects with their tastes (Islam and Sheikh, 2024). Overall, social media has the potential to combine all steps of consumer choice and decision making by opposing information, engagement, and trust-building processes, which is why social media is a compelling resource in influencing retail buying behaviour.
[bookmark: _Toc225713198]2.4 Effectiveness of Social Media Platforms in Retail
The various social media platforms differ in their ability to drive consumer behaviour in the retail world, mainly because of the varying content types, demographics, and interaction patterns. Facebook is also among the most popular platforms, especially among the aged category of people and useful in brand awareness and community building via posts, reviews and advertisements. Its sophisticated targeting technologies enable the retailer to serve certain consumer groups effectively, too (Goncalves et al., 2024).
Instagram, in its turn, is very visual and especially efficient when it comes to retailing fashion and lifestyle. The product discovery and purchase can be easy through its features like Stories, Reels, and shopping tags, particularly among young consumers (Magano et al., 2022). TikTok has become an influential actor in purchase behaviour, shaping the platform on the basis of short-form video content and trendy tendencies. Its content exposure is based on algorithms, which makes it more engaging and can gain exposure on products in a short period, especially with the Generation Z user base (Bikowski, 2025). YouTube is also an important resource in the evaluation phase, where consumers would want to watch comprehensive product reviews, tutorials and demonstrations before they make purchase decisions. This particularly suits high-involvement products (Liu et al., 2022).
In the UK, the platform's effectiveness is highly associated with demographic usage patterns and styles of engagement. The older consumers utilise Facebook to gain information and build trust, with younger users being more influenced by visually driven and interactive platforms, such as TikTok and Instagram (Jamil et al., 2022). As such, retailers need to implement platform-oriented approaches to ensure that they have the highest impact on customer buying behaviour.
[bookmark: _Toc225713199]2.5 Customer Engagement and Purchase Behaviour
Customer engagement in social media marketing can be defined as the intensity of interaction between the customers and the brand-related information, usually determined by such activities as likes, comments, shares, and views. These engagement behaviours help depict the interest, emotional attachment, and involvement of consumers with a brand and, as a result, they are very important pointers of marketing success in online spaces (Jamil et al., 2022). The involvement is also important in influencing purchase intention. The strong exposure to social media materials leads to a high brand awareness and consumer trust, which are important determinants of consumer buying behaviour (Ao et al., 2023). In a typical case, the more the users actively like or comment on the posts, the more they are likely to develop a favourable attitude towards the brand, thus enhancing their tendency to buy. Also, social proofs, including user-created content like reviews and shared experiences, can affect the perception of other consumers and decrease the level of uncertainty (Lăzăroiu et al., 2020).
Influencer marketing is another tool that enhances the relationship between engagement and purchase behaviour. The relatable content promoted by influencers promotes interaction, which leads to increased credibility and consumer interest and intention to purchase (Chen et al., 2024). In addition, interactive services, including live streaming, enable real-time involvement, which has a direct influence on purchase decisions (Liu et al., 2022). The most widespread measures of engagement include engagement rate, click-through rate, and conversion rate, as they are used to estimate the effectiveness of interactions in the form of real purchases (Daoud et al., 2023). In general, customer engagement is an important linking factor between social media exposure and consumer buying behaviour in retailing.
[bookmark: _Toc225713200]2.6 Factors Driving Conversion from Engagement to Purchase
There are a number of important issues that impact the transformation of social media usage into a real purchase behaviour. One of the most important is trust, and the greater the content and recommendations are seen as credible and authentic, the more people will be willing to buy it (Lăzăroiu et al., 2020). The credibility and transparency of the influencers also contribute greatly to the creation of this trust and the desire to make a purchase (Sesar et al., 2022).
Another significant driver is personalisation, in which specific content based on user preferences makes them more relevant and more likely to make purchases (Islam and Sheikh, 2024). Also, the perceived risk is minimised with the help of social proof, including positive reviews, ratings, and user-created content, which enhances consumer confidence (Ao et al., 2023). The ease and the smooth buying experience, such as direct purchasing options and built-in shopping options, also support conversion (Liu et al., 2022). All these combined define the level of engagement effectiveness in translating into retail purchase behaviour.
[bookmark: _Toc225713201]2.7 Challenges and Barriers in Social Media Marketing 
Nevertheless, even though social media marketing gains more and more significance, a number of challenges restrict its role in affecting consumer purchase behaviour. The lack of trust in the content they can find online can be identified as one of the primary obstacles because consumers tend to doubt the truthfulness of reviews, adverts, and influencer promotion (Lăzăroiu et al., 2020). Aspects such as reviews that are not real and unveiled sponsorships can decrease credibility and discourage buying choices (Sesar et al., 2022).
The issue of privacy and data security is also a great challenge, as consumers might not be willing to interact with personalised advertisements or transact through social platforms (Islam and Sheikh, 2024). Moreover, the degree of content saturation leads to a high rate of competition and thus brands have a hard time capturing and maintaining the attention of consumers (Jamil et al., 2022).
Another barrier is the lack of consistency between the engagement and actual purchases because high interaction does not necessarily result in a conversion (Ao et al., 2023). Also, it is a challenge to market products in different platforms and demographic groups, as their effectiveness is not the same (Goncalves et al., 2024). Such hurdles indicate the necessity of better and clearer social media marketing strategies.
[bookmark: _Toc225713202]2.8 Research Gap 
Although there have been extensive studies on the issue of social media marketing, there has been no clarification on which platform has greater success in manipulating consumer buying behaviour. The available literature tends to extrapolate the results without differentiating any platform effects and without properly clarifying the translation of engagement into real purchases (Dincer and Dincer, 2023; Ao et al., 2023). Also, empirical evidence within the context of the UK is rather scarce, which is why context-based research is required to fill the mentioned gaps (Jamil et al., 2022).


[bookmark: _Toc225713203]3. Methodology 
[bookmark: _Toc225713204]3.1 Research Philosophy 
The philosophy of research in this study has been changed to pragmatism which is more suitable in a mixed-method design. Pragmatism is concerned with practical results and enables the combination of both quantitative and qualitative data to consider the research issues in their comprehensive nature (Saunders et al., 2019). In contrast to positivism, which can consider only objective and measurable phenomena, pragmatism does not reject the importance of subjective experiences and contextual insights (Bryman, 2016). The philosophical approach allows the study to integrate both statistical analysis and the views of the participants and in so doing give a more holistic view of how social media marketing affects consumer purchase behaviour in the UK fast fashion retail industry (Mishra and Alok, 2022).
[bookmark: _Toc225713205]3.2 Research Approach  
The study will follow the deductive approach as it relies on prior knowledge of theories, including the Theory of Planned Behaviour and the AIDA model, to formulate hypotheses that will be empirically tested. The deduction method is appropriate because it corresponds to the positivist philosophy and is aimed at testing the relationships between the variables (Saunders et al., 2019). It facilitates orderliness in gathering data and statistical techniques, hence concise conclusions (Bryman and Cramer, 2011). The deductive method proves useful when verifying the cause-and-effect relationships and proving theories (Argyrous, 2011). Nonetheless, it can narrow the possibility of discovering new knowledge or making unexpected conclusions (Kumar, 2018). Nonetheless, it is suitable for this research because it offers a theory-based and systematic approach to the study of consumer behaviour in social media marketing (Verma et al., 2024).
[bookmark: _Toc225713206]3.3 Research Choice 
The research will take a mixed approach that incorporates both quantitative and qualitative information in order to give a holistic picture of consumer purchase behaviour. Surveys will be used to collect quantitative data to assess the existence of relationships between social media use and purchasing decisions. With the help of such an approach, we can perform statistical analysis and determine patterns, which increases the objectivity and generalisability of the results (Field, 2013). Quantitative designs are especially helpful in testing hypotheses and finding correlations (Argyrous, 2011). Nevertheless, they might not be profound enough in terms of the explanation of underlying motivations and consumer perceptions (Bryman, 2016).
Qualitative data will be used in the study, though in a small number, and it will be obtained through open-ended questions in surveys to obtain more detailed data on consumer attitudes and experience. Qualitative techniques offer descriptive and in-depth data and enable analysis of complicated behaviours and meanings (Gorman et al.,2005). Thematic analysis is one of the techniques that can be used to determine patterns and themes in the responses (Fereday and Muir-Cochrane, 2006). Qualitative data can, however, be subjective and prone to failure to generalise (Flyvbjerg, 2006). Both types of data complement each other to enhance the research with breadth and depth that will guarantee a more comprehensive grasp of consumer behaviour (Mishra and Alok, 2022).
[bookmark: _Toc225713207]3.4 Research Strategy
This research will employ a survey research approach, which is common in business and social science research, to gather quantitative data from a big sample. The study will also use surveys because it allows the researcher to collect structured information about consumer attitudes, behaviours, and perceptions towards social media marketing (Saunders et al., 2019). This can be used to collect data in an efficient way and facilitates statistical analysis to promote reliability and generalisability of results (Bryman and Cramer, 2011). The surveys are also affordable and time-efficient, thus they are applicable in large sample sizes (Waters, 2011). Yet, they might not be profound and might be based on self-reported data, which could cause bias (Kumar, 2018). Irrespective of this shortcoming, the survey plan is reasonable because it is in accordance with the quantitative nature of the study and research objectives (Mishra and Alok, 2022).
[bookmark: _Toc225713208]3.5 Data Collection Methods and Tools 
In this study, both primary and secondary data collection techniques are employed to achieve quality and reliable results. Structured questionnaires will be used to collect primary data by sending them to the UK retail consumers to enable the researcher to obtain first-hand information about consumer behaviour and the influence of social media. The questionnaires are appropriate because they allow gathering the standardised and quantifiable information about a large sample in the most effective manner (Saunders et al., 2019). Also, statistical analysis and generalisation are in aid of surveys (Bryman and Cramer, 2011). Nonetheless, the drawbacks are the possibility of bias in responses and the responses that are not depth-based (Kumar, 2018).
To gain some background information and assist in the theoretical formulation, the secondary data will be gathered with the help of academic journals, industry reports, and official statistics. This method is cheap and less time-consuming, but it provides the ability to access large amounts of data (Waters, 2011). However, secondary data can be general to the research goals and can be old (Kothari, 2004).
Triangulation of data is guaranteed by the use of both methods, which increases validity and reliability (Morse et al., 2002). A mixed approach of primary and secondary sources offers a middle ground where the researcher can conduct empirical analysis and a theoretical basis of the analysis of social media marketing and consumer behaviour (Bickman and Rog, 2009).
[bookmark: _Toc225713209]3.6 Sampling Technique 
The sampling method will be a non-probability convenience sampling method, whereby the respondents will be chosen using accessibility and willingness to answer. The given approach is suitable because the researcher will be able to promptly obtain the information about the UK retail consumers who actively use social media platforms (Saunders et al., 2019). The convenience sampling method is economical and time-saving, which is why it is applicable in scholarly studies that have limited resources (Kumar, 2018). It also allows easy access to a relevant target population, especially with online surveys (Bryman, 2016). Nonetheless, this method has weak points, such as possible sampling bias and low possibility to generalise the discovery, because the sample might not be perfectly representative of the larger population (Kothari, 2004). Nevertheless, it is appropriate because it offers effective and applicable data gathering in accordance with the research goals (Mishra and Alok, 2022).
To collect qualitative primary data, 8-10 participants such as educated consumers will be chosen using purposive sampling. Semi-structured interviews will be used in gathering data as this will allow a deep focus into the data when compared to the survey data. The methodology will increase validity, depth, and contextual insight which are critical to credible qualitative analysis (Saunders et al., 2019). Purposive sampling and semi-structured interviews have the disadvantage of bias on the part of the researcher, and poor generalisability because of small and unrepresentative samples, but these are warranted by the fact that the data obtained is rich and context-relevant and comes courtesy of informed individuals. Such richness is a prerequisite to complex consumer behaviour understanding that supersedes representativeness shortcomings (Bryman, 2016).
[bookmark: _Toc225713210]3.7 Data Analysis Techniques 
This research utilises quantitative and qualitative methods of data analysis in order to have a full interpretation of the results. The statistical tools that will be used to analyse quantitative data gathered via surveys will be descriptive statistics and correlation analysis, through which the researcher will be able to identify patterns and relationships among variables such as social media use and purchase behaviour (Field, 2013). The accuracy and reliability of numerical data analysis using statistical tools like SPSS help to support a study (Bryman and Cramer, 2011). Nevertheless, quantitative analysis might not be enough to research the underlying consumer motivation (Argyrous, 2011).
Thematic analysis will be used to analyse qualitative data collected as open-ended data, which will be analysed to identify common patterns and themes of the data (Fereday and Muir-Cochrane, 2006). This solution offers more profound information on the consumer perception and experience (Leavy, 2020). However, qualitative analysis is subjective and less generalisable (Flyvbjerg, 2006). The integration of the two methods improves validity and gives a more well-rounded explanation of the research issue (Morse et al., 2002).
[bookmark: _Toc225713211]3.8 Time Horizon 
The analysis in this study takes a cross-sectional time frame, in which the data is collected at one time. This method is suitable because the study is aimed at investigating the existing consumer behaviour and the effects of social media marketing in the UK retail market (Saunders et al., 2019). A cross-sectional design is efficient to collect and analyse data within a short period in question, which is why it is appropriate in the case of academic research projects (Bryman, 2016).
Among the benefits, one should mention the fact that it is not as expensive and time-intensive as longitudinal studies (Kumar, 2018). It has a limitation, though, as it fails to estimate the changes in consumer behaviour as time goes by or to create causal relationships (Kothari, 2004). Nonetheless, it is reasonable since it gives a real-life and credible overview of the existing trends (Mishra and Alok, 2022).
[bookmark: _Toc225713212]3.9 Reliability and Validity 
To guarantee the quality of this research, it is important to ensure that reliability and validity are guaranteed. Reliability is used to refer to the stability of the results with time and the variation of the measurements, which will be attained with the help of structured questionnaires and a uniform data collection process. This makes the findings more reliable (Saunders et al., 2019).
Validity, on the other hand, is the precision of the research in measuring what it is designed to measure. Content validity will be guaranteed by matching survey questions with the research goals, whereas construct validity will be addressed based on the existing theories in the field, like TPB and AIDA (Kothari, 2004). Nevertheless, response bias can have an impact on validity (Kumar, 2018). Triangulation also enhances reliability and validity (Morse et al., 2002).
[bookmark: _Toc225713213]3.10 Delimitations
To focus and make the study viable, the research is limited to the UK fast fashion retail market, and any other type of retail business is omitted, such as groceries, electronics, and luxury goods. The study will focus specifically on the consumers who actively engage with social media platforms to make fashion-related purchases and decisions. It is also geographically restricted to the UK market. 
[bookmark: _Toc225713214]3.11 Ethical Considerations 
The ethics surrounding the research are needed to help ensure that the research is conducted responsibly and ethically. All participants will be informed in advance about the study before data collection, which means that they will be informed of the objectives of the study and that they can withdraw at any point (Saunders et al., 2019). The confidentiality and anonymity will be ensured by not gathering personally identifiable data and ensuring that all data is securely stored (Bryman, 2016).
The privacy of the participants will be upheld, especially in the context of internet behaviours and the utilisation of social media platforms. As well, the study will not implement any deceptions, and all the results will be shared without any gold-digging (Swain, 2016). There will also be adherence to ethical standards in the Secondary data, whereby secondary data will be properly cited, and plagiarism will be avoided (Bickman and Rog, 2009).
The possible shortcomings are, however, the unwillingness of the participants to provide the correct information. The consideration of these ethical issues will improve the research credibility and integrity (Mishra and Alok, 2022).
[bookmark: _Toc225713215]3.12 Time Plan  
The study will be carried out within a time span of 12 weeks, and there will be a well-planned time schedule to maintain positive progress. The first weeks are devoted to preparation of the research and the design of the research aim, objectives and the background. Weeks 3 to 5 are then followed by the literature review and methodology design. Weeks 5 and 6 will be used to collect primary and secondary data. Analysis of the data will be carried out during weeks 7 and 8, and discussion and conclusion will occur in weeks 9 and 10. Last weeks involve revision, writing of the report and submission. This time schedule will provide orderly execution and the completion of the research project on time.
[image: ]
Figure 1: Research Timeline
[bookmark: _Toc225713216]3.13 Expected Research Outcomes
The expected contribution to the body of academic work that the given study will make is to offer empirical evidence of social media engagement in the context of actual purchase behaviour in the UK fast fashion retail industry to fill existing gaps in platform-specific effectiveness and conversion processes. It will spread the use of the Theory of Planned Behaviour and AIDA model in an online-based retailing environment. In practice, the results will assist UK retailers in determining which social media channels are most effective, how to optimise the engagement strategies, and create more specific content that will increase the rates of conversion. This will assist in making more effective digital marketing decisions and better returns on investment of social media campaigns.
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