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Abstract 
The research would be carrying out distinct studies to understand the validity of one hypothesis.  The two hypotheses are H0: There is no Impact of social media marketing on consumer Promotional strategy among generation Z in the UK and H1: The Impact of social media marketing on consumer Promotional strategy among generation Z in the UK is significant. The gap of research is that specifically examines SMM's effectiveness as a marketing tool for Generation Z consumers in the UK. Furthermore, most academics identify a comparatively small amount of research that specifically examines SMM's effectiveness as a marketing tactic for Generation Z consumers in the UK.  A secondary research method has been used for the purpose of collecting data from secondary sources of information which is analysed using the thematic method of analysis.
In the thematic analysis chapter, the codes from the different sources allowed the development of three themes aligning with the objectives and aim of the research. The themes have been analysed using the findings from the different academic sources, giving a clear idea that Social media marketing is an effective tool for the Gen Z audience. Many Strategies and recommendations have been provided, but including a mixed methodology incorporating primary and secondary research would help in the future to get a clear Idea and actionable inside of the audience. 
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[bookmark: _Toc240529776]Chapter 1: Introduction
[bookmark: _Toc240529777]1.1 Background of the study 
The Gen Z Population contributes the largest share of the population in the UK and heavily uses social media. About 14 million Gen Z people in the UK, and most of the people were within 27 years 2024 (Statista, 2024). Gen Z people are the UK’s younger generation who are tech-savvy and utilise platforms like Instagram, Facebook, and YouTube for sharing videos, posting reviews and comments, and have a huge influencer and follower base. According to Arslan (2026), approximately 19% of the UK population is constituted by Gen Z people. They have driven the country's use of social media. Approximately 70% of the target population access social media daily, spending a huge time on platforms. They have an inclination towards sustainable products but care about affordability. So brands of all industries, like fashion, retail, and hospitality, are relying on and investing in social media marketing, especially in influencer marketing, UGC content, and personalised shopping on the aforementioned platforms to connect with the Gen Z audience. In the UK, the use of smartphones and social media is increasing, and it has transformed the traditional method of promotion. Brands from all sectors are leveraging social media to increase online engagement and create more visibility of the brand to convert organic traffic into loyal consumers. 
[bookmark: _Toc240529778]1.2 Research problem 
It has been found that in the UK there is white spread adoption of social media and Technology among the Gen Z audience. Many businesses have adopted social media marketing to promote their brands, but there is a limited understanding of which promotional strategies are effective to purchasing decisions of the Gen Z audience, as they have different mentalities and perceptions compared to other generations. Due to the continuous evolution of social media platforms, it is quite difficult for small and large businesses to understand the preferences and engagement patterns of Gen Z consumers in the modern world. Businesses are investing in influencer marketing, personalised marketing, and advertising, but they are not aware of the long-term effectiveness. This particular research has addressed the gap and examines how social media marketing shapes the consumer behaviour of the Gen Z audience in the UK and provides more inside helping the businesses to develop targeted promotional strategies that are effective.  
[bookmark: _Toc240529779]1.3 Research Rationale and significance 
The rationale behind the research is that Gen Z consumers are a significant group within the country, and they use social media mostly to make purchases. Business at present and future investing in digital promotional strategy but the effectiveness of this strategy a different across the platform. So, an examination of the impact of social media marketing on the target group has helped to identify the best promotional technique. The findings of this research have helped in understanding digital consumer behaviour, providing practical insights. 
[bookmark: _Toc240529780]1.4 Research Aim and Objective 
The primary aim of this research is to find out the impact of social media marketing on the consumer promotional strategy pertaining to the Gen Z audience in the UK. 
The objectives of the research are: 
· To find out the use of social media marketing as a promotional strategy in this current era in the UK
· To evaluate the effectiveness of social media marketing on consumer promotional strategy among Gen Z in the UK
· To recommend some strategies that industries like fashion, clothing, and others that target Gen Z customers can adopt regarding the use of social media marketing as a promotional strategy to target Gen Z in the UK
[bookmark: _Toc240529781]1.5 Research question 
RQ1) What is the use of social media marketing as a promotional strategy in this current era in the UK? 
RQ2) How effective is social media marketing as a promotional strategy among Generation Z in the UK?
RQ3) What are some of the strategies that industries can use to target Gen Z UK customers using social media marketing as a promotional strategy?
[bookmark: _Toc240529782]1.6 Structure of the dissertation
[image: ]
Figure 1: Structure of the research
(Source: Self-created
[bookmark: _Toc240529783]1.7 Chapter Summary
In the summary of the Introduction chapter, the aim and objectives have been developed, giving a clear idea of the significance of the research. This chapter has guided the upcoming chapter and helped to meet the goal of the research, providing actionable insights supported by academic literature. 
[bookmark: _Toc240529784]Chapter 2: Literature review 
[bookmark: _Toc240529785]2.1 Introduction 
The literature review critically analyses the role of social media marketing (SMM) as a promotional marketing tool then focusing on generation Z consumers. The current studies reveal that the digital platforms have moved promotional communication from being one-way information conduction to engaging in two-way, personalized and socially-directed communication. The effectiveness of SMM, however, is not necessarily consistent as consumer responses rely on these elements such as trust, authenticity, interaction, influencers, eWOM (electronic word-of-mouth), personalisation and consumer values. The literature reviewed thus sees the commercial value and significance of the promotion and the unique qualities of Generation Z. It sets out a baseline for understanding if companies can be made to be more effective in leveraging SMM to communicate with Gen Z in the UK.
[bookmark: _Toc240529786]Hypothesis 
H0: There is no Impact of social media marketing on consumer Promotional strategy among generation Z in the UK
H1: The Impact of social media marketing on consumer Promotional strategy among generation Z in the UK is significant 
[bookmark: _Toc240529787]2.2 The concept of social media marketing 
Social media marketing (SMM) is an interactive approach in comparison to the traditional marketing approach that can be referred to as a promotional tool, which helps the firms shape the perceptions, engagement and behavioural response of consumers. But the literature is not consistent on what drives the success of SMM and how it achieves the outcomes of consumers. Informativeness, perceived relevance and interactivity, for example, were determined to be significant factors to purchases, but entertainment was insignificant in the study conducted by Hanaysha (2022). This undermines the notion that fun can be a persuader, and it's safe to say that it puts some people on the lookout for social media content that delivers useful and relevant information. Notably, Hanaysha has found certain relationships between brand trust intervenes in the case of SMM and purchasing behaviour, and the findings are suggesting that SMM does not directly correspond to purchase. However, it may have an impact on consumers' trust in the brand.
The importance of trust is partly explored in line with the recommendations of Baber and Baber (2023), though their research has been based on the SOR theory approach that provides another perspective of the process. They found positive relationships between social media marketing efforts, e-reputation and destination image, with destination image mediating the relationship between SMM efforts and intention to visit. So the concept of brand trust as proposed by Hanaysha (2022) falls into the category of marketing features and purchase intention; and consumer perceptions of the destination as explained by Baber and Baber (2023) is the mechanism that connects digital marketing stimuli and purchase intentions. This separation is also crucial because it illustrates that SMM cannot necessarily be directly categorized as a cause of consumers' behavior – the effectiveness of SMM depends on the perceptual or psychological process in which the consumer interacts with the brand.
The comparison that Liu et al. (2023) have made is more relevant to the proposed Gen Z research; it illustrates that Gen Z consumers are more vulnerable than other generations to the entertainment, trendiness, interaction and word of mouth when choosing destinations. They can be more interested to pay more based on the quality of the product and Gen Z are expected to have a strong interest in customisation and word-of-mouth. These findings are contrasting with the findings of Hanaysha's regarding entertainment and the findings are indicating that the success of an SMM feature could be greatly influenced by the generation and consumption situation of consumers. 
Fetais et al. (2023) have also evaluated the impact of SMM. Luxury-fashion study results showed that SMM had a positive effect on community engagement and lovemark and both engagement and lovemark constructs were positively affected on brand loyalty; however, there was no direct positive effect of SMM on brand loyalty. It indicates that social media could have potentially impactful relation-building benefits before having longer-term behavioural benefits. It can be concluded from the mentioned studies that the effect of SMM is not as simple as exposure because it requires an element of social influence, element of trust, and interaction and relevance with the material. This aligns with the research needed underpinned by this suggestion as the research that has been conducted is grounded in a focus on Gen Z in the UK, and the current evidence does not lend itself to generalisation as a significant proportion of the literature focuses on a different country, industry or consumer group. This is a point specified in the proposal that we are identifying as part of the gap in the UK.
[bookmark: _Toc240529788]2.3 The Impact of social media marketing on consumer Promotional strategy 
The role of SMM related to the promotion strategy has been connected with the transition of the promotion communication from one-way to interacting, society influenced, and personalised communication. But the literature is inconclusive in comparing the promotional outcomes from any and all SMM methods. It is not only SMM, however, that must be studied to comprehend its impact on promotional effectiveness, in this case, with other devices such as electronic word-of-mouth (eWOM) together with purchase intention (Romadhoniet al. 2023). This study specifically examines the extent to which the purchase intention is the intermediary variable between SMM, eWOM and purchasing behavior. That means developing a promotion beyond just generating visibility on social media, but one that can influence consumers to join the awareness-to-intention-to-purchase funnel.
One-specific route this shift can take is influencer marketing. In this study, Jamil et al. (2024) has analysed that influencer marketing can play a vital role in influencing the purchasing decision of customers by focusing on the use of TikTok. But the findings of the authors are vital as it challenges the normal belief that influencers are just intermediaries of the brands being promoted. Consumers' psychological response could lead to changes in the purchase intention as a result of the influencer content. As a result, brands are loath to only choose influencers based on the number of followers they have, and might consider picking those who are credible, they are relevant to the brand's content and they are connected with their audience.
This paper echoes the findings of Sharabati et al. (2024) that has stated that influencers can be convincing and can influence the purchasing decision of people evidently. They have also taken into account the credibility of the influencers, the quality of the content, brand awareness, trust and engagement, showing how effective promotional outcomes can be achieved at multiple stages. However, this is not without its limitations and the findings are partly transferable to other areas of society, including the fashion and clothing industry; all promoted by UK Gen Z. It's for this reason, in fact, that it is essential to understand what it means to contextualise SMM in the UK context.
Liu et al. (2023) have stated that reviews can play a vital role in gaining the attraction of Gen Z at the prioritise trust and the trust of them can be developed through the words of mouth and reviews and that’s why proper influencer marketing through social media and positive review on it can influence the purchasing decision of them in a positive way. 
This presents an important strategic consideration for the proposed UK study. Among the recommendations mentioned in the proposal are short-form video, user-generated content, personalised advertising and influencer marketing, which could be utilised as some of the key promotional avenues for Gen Z. But some authors write that these tools should not be considered as effective broadly. Their influence seems to rely on the trust and authenticity they provide, the relevance of them, interactivity, and the psychological reaction and emotions that are provoked by the content. Hence, a successful mobilization strategy should incorporate these mechanisms instead of only counting on the presence in social media. Themes can then be identified from the proposed analysis and the mechanisms identified across the literature can be mapped as well as their effectiveness in doing so.
[bookmark: _Toc240529789]2.4 The importance of proper consumer Promotional strategy for a business to success 
Consumer promotional strategies are essential to business success as they link the organisation's products to the consumer's needs, the competition and consumers' buying patterns. The literature, however, indicates that promoting strategy should not be limited to the idea of enhancing sales by discount and/or advertising. Bondarenko and Vyshnivska (2023) classify the promotion marketing as one of the main ways of boosting sales, thus highlighting its current commercial importance. Unlike this, Duralia (2022) has considered successful marketing strategy more strongly and has related it to consumer behaviour and by implying the findings, it can be stated that the marketing decisions must be based on understanding the consumers' behaviour that should align with the organisational goals. 
According to Owusu-Ankomah (2024), small business owners can use promotional strategies to enhance the revenue and viability of their business. But promotion's impact is more likely to be influenced by the firm's promotional selection of the channel and how it is able to deliver a value proposition that is significant to the consumers. If the promotional item doesn't match the consumer preference, the result of a business's investment in promotion can be subpar even if the business has a significant promotional budget. This reinforces what Duralia (2022) mentions: that the consumer behavior and competitive situations are more important than using a sales-based context only.
Thus, the literature suggests that the promotion strategy should serve multiple purposes: to create awareness, to communicate value, to influence purchase decisions and to help distinguish the business and to contribute to the ongoing sustainability. The approach of short-term orientation to conversion might have the opposite effect on these conditions, by stimulating price sensitivity rather than building a consensual relationship with a consumer. On the other hand, a consumer-oriented method can present companies with the chance to modify their promotional material to evolving tastes and competition.
This is especially apt of the planned study to what the Generation Z is in the UK. The research proposes that companies are imperative to leverage digital media, personalised ads, influencer marketing and user-generated content to tap into digitally-savvy Generation Z consumers that are becoming a growing target. Thus, promotion success should be measured not just based on the visibility of an ad placed but based on how well promotional actions generate engagement, trust, and relevance and desired consumer responses.
Contrasting literature suggests that promotional strategy is a tool that can be used to drive business success when used in conjunction with the commercial goal of increasing revenues that was identified by Bondarenko and Vyshnivska (2022) while also having a focus on the consumer and competition, identified by Duralia (2022). This offers a more solid basis for successful business activities as all promotion moves become responsive to short-term market opportunities as well as longer-term customer relations.
[bookmark: _Toc240529790]2.5 Effective consumer Promotional strategy among generation Z 
Selling Gen Z offline will no longer work and traditional promotional tactics will likely need to be supplemented. According to Salam et al. (2024), it is essential to know these Gen Z preferences and to develop stable relationships with them to ensure successful marketing as this can help a business to make a business feel connected with the product. This aligns with the project's authenticity and the need of interaction and engagement of Gen Z customers with social media.
An alternative, technology-oriented view of Kovalchuk et al. (2024), however, does not ignore the integration of digital technologies, or the effectiveness of the channels and the values units of Gen Z. In order to be successful with respect to the promotional marketing strategy among Gen Z, it is important to be aware of their choices, their trust factors, and their engagement towards social media platform and businesses are needed to promote their product or service using social media platforms that Gen Z are attracted to for ensuring the success of promotional marketing. This view has been supported by Salam et al. (2024) and they have stated that there are two approaches to consumer for ensuring the success of SMM and these are about assessing the consumer preferences and relationship; digital technologies and channel selection. So, if a brand is much more on social media, but not coherent with the consumer's behaviour, they are not be able to promote their business evidently. 
The importance of values can be seen from the study by Aldaihani et al. (2024) as the studu has focused on green marketing strategy and showed how it can impact the purchasing decision of Millennial Generation and Gen-Z. They have been able to prove that if brand communication has values that are important to consumers, then it is more effective, but if the values are less important, then it is not that effective. This is especially relevant as value-driven promotion can enhance the authenticity of a brand, but brands need to make sure that the sustainability messages are being seen, and not just being touted for the purpose.
Likewise, Raza et al., (2022) stress on the importance of marketing strategies that are tailored towards Generation Z. Their perspective drives the belief that Gen Z cannot be reclassified as a part of an existing marketing segment. Yet all the proof is suggesting there isn't a promotional pathway that will ever prove effective in winning the hearts of the Gen Z generation. The important factors for achieving the effectiveness of the Digital channel are content relevance, values customers, and nature of interaction.
This is supported by research which focuses directly on social media promotion. According to Romadhoni et al. (2023), the role of social-media influencers on purchase intention us evident and Jamil et al. (2024), have considered the impact of influencers on purchasing decision of customers by focusing on the TikTok only, while Sharabati (2024) highlights the elements of the influencer in a context of destination image and purchase intention. Much of this work is however industry specific or is limited to specific contexts, limiting generalizations to all Gen Z consumers in the UK.
The following elements - engagement on selected digital platforms, credibility of content and influencers and WOM, personalisation, interaction, and value alignment – rather than one promotional tool alone, will dictate the successful development of the promotion for the Gen Z audience. This is aligned to the aims of the research proposal which intend to explore social-media marketing as a marketing tool within the UK context, but with a more specific target UK Gen Z, where evidence is not as easily gained.
[bookmark: _Toc240529791]2.6 Gap in previous literary pieces 
While there is a considerable amount of research related to social media marketing and consumer behaviour, there are still several important gaps. First, literature published to date focuses on specific industries or on the context of commerce when analysing a particular type of consumer, which makes it difficult to generalize the results. Examples are those dedicated to the fast-food industry by Hanaysha 2022, the luxury fashion by Fetais et al. 2023, the tourism-related behaviour by Baber and Baber 2023 and Sharabati 2024 etc. While these studies show that SMM has a direct impact on consumer trust, engagement, brand loyalty and behavioural intentions, it is important to note that these results cannot be directly attributable to Generation Z consumers in the broader UK market.
The second is that there are different mechanisms by which the SMM works as identified in the literature. These themes are related to brand trust (Hanaysha, 2022), destination image (Baber and Baber, 2023), and the engagement of consumers in the case of SMM (Fetais et al., 2023). 
The findings of Liu et al. (2023)  is not generalised as they have focused on the tourism sector and Jamil et al. (2024) have studied the effectiveness of SMM by focusing on TikTok influencers, and it means that there is a lack of generalised outcome regarding the impact of social media marketing as promotional strategy among gen Z customers in the UK.  
Furthermore, and most importantly, the proposal recognizes the gap or the lack of research that directly investigates the efficiency of SMM as an effective promotion strategy for Generation Z customers in the UK.In addition to this, and most importantly, the gap most researchers recognize is the relatively limited research directly looking at the efficiency of SMM as an effective promotion strategy for Generation Z customers in the UK. On this basis, the current study aims to fill the abovementioned gap by summarizing the evidence around SMM and its effectiveness in Norway specifically within the UK context and how it affects the behaviors of Gen Z consumers.
[bookmark: _Toc240529792]2.7 Theoretical framework 
The Technology Acceptance Model (TAM) and Stimulus Organism Response (SOR) theory are two theories that are relevant in the analysis of SMM as a method of promotion in Generation Z. Two theories that must be taken into consideration in analyzing SMM as a method for promoting in Generation Z are the Technology Acceptance Model (TAM) and Stimulus Organism Response (SOR) theory. Both theories are relevant since they account for different parts of consumer reactions towards digital marketing.
Davis developed the TAM which has been proposed to be useful in technology-adoption context, suggesting that an individual's acceptance and technology use is influenced by perceived usefulness and perceived ease of use (Ibrahim and Shiring, 2022). This approach is being implemented in the context of Generation Z as social media is integrated into their regular digital lives. For SMM, TAM indicates that the Gen Z consumers' attitudes toward sociorporational communication and social media will be positive if they can be deemed as useful, accessible, and relevant.
But if TAM is used on its own for promoting behaviour it has limitations. What is best about its value is explaining the technology acceptance, not necessarily the positive reaction of consumers to specific promotion. While maybe a Gen Z consumer would use TikTok, they may not stick around long enough to read an ad or watch a video because many of them are not believable or authentic. For that reason, it would not be enough to explain the emotional and social aspects of SMM with just one concept of TAM.
A related theory is the Stimulus Organism Response (SOR) theory. It is the theory that suggests that external stimuli affect the internal psychological state of an individual then the externally presented stimulus produces a response from the individual behaviours (Sen, 2024). The proposal points to the stimuli, products, events, and marketing elements that lead to a beneficial influence on the consumer's perception and emotions, namely influencer marketing, targeted advertising, user-generated content, and interactive communication with the social media.
The literature reviewed has endorsed the usefulness of SOR. Baber and Baber (2023) have focused on the SOR framework. This shows that the process of promoting behaviour does not occur instantaneously, but that marketing stimuli are taken cognizance psychologically prior to the behavior. Likewise, Hanaysha (2022) recognizes brand trust as a relevant mediator between the activities of SMM and purchase decisions based on the fact that inner consumer states can intervene between the stimuli of the advertising and the response in the form of a purchase.
SOR analysis is therefore well suited to authentic, trusted, engaged, influencers, eWOM and tailored content, which as external stimuli may affect consumers' response. SOR, however, does not specifically elaborate on the technology through which these stimuli will be delivered, nor does it explain the likelihood that consumers would accept the technology. This is where TAM fits in with the framework.
Therefore, a combination of SOR and TAM is a more comprehensive theory explanation of this phenomenon. While TAM deals with the technical aspects of engagement, that is whether the social media platforms are useful and accessible, and whether the content is social, SOR deals with the psychological and behavioural aspects of engagement and how promotional stimuli affect consumer responses. The match-up, therefore, is better than using either model alone.
This theoretical integration also correlates with the research goals, aiming to understand how SMM is used, to assess its effectiveness as a marketing promotion instrument for Gen Z and to provide recommendations for enterprises aimed at an audience within this generation.
[bookmark: _Toc240529793]2.8 Conclusion 
The literature shows that SMM has developed from the traditional advertising to become an interactive promotion tool that includes a range of additional sources such as influencers, eWOM, user-generated content, personalization and consumer engagement. To date, however, application of SMM is dispersed in the industry, country, platforms, and behavioural outcome studies, which means that there are still limited ideas about SMM as a promotional tool in particular among consumers in the United Kingdom from Generation Z. zudem, Literature states that effectiveness can be achieved beyond exposure, through psychological mechanisms such as trust and authenticity and engagement. The reasons for complementarity of TAM and SOR: TAM explains technology acceptance and SOR explains the consumer psychological responses. This identified gap will therefore give opportunities for further research into the effective implementation of SMM in UK Businesses to create promotional strategies for Generation Z.
[bookmark: _Toc240529794]Chapter 3: Research methodology 
[bookmark: _Toc240529795]3.1 Introduction
This study examines the impact of social media marketing (SMM) as a promotion tool for Generation Z consumers in the United Kingdom (UK) as a promotional strategy, and the research is aimed to suggest recommendations for enterprises who are interested in reaching them. The methodology should thus allow the researcher to critically analyse the current evidence on SMM, consumer behaviour, digital engagement and the effectiveness of promotion. The study follows a secondary qualitative research approach, drawing on credible academic and industry literature, and employing the thematic analysis for establishing patterns and themes. A methodology rooted in secondary evidence is suitable since the research is aimed at sifting through and synthesizing existing knowledge, not collecting new responses from Gen Z consumers. 
[bookmark: _Toc240529796]3.2 Research philosophy 
The study has an interpretive research philosophy since the study does not aim for just a numerical relationship between variables; it is an attempt to understand the perception and response of generation Z consumers in regard with social media marketing. Based on the assumption that social phenomena are shaped by persons' perceptions, experiences and interpretations, interpretivism focuses on the importance of subject perspective. That would make sense, as values like authenticity, beliefs, engagement, and perceived relevance can be understood with text-based analysis that is supported by the interpretivism philosophy.
The aim of the proposal is to gain insight into how effective SMM is as a promotional method and to find themes amongst them, such as authenticity, credibility, the online interaction, personalisation, trust, etc. These ideas here are subject to interpretation as same content can be viewed differently by different consumers in social media (Drossos et al., 2024). For instance, in some cases influencer promotion can seem genuine to one Gen Z consumer, but pushy to another.
A positivist philosophy hence becomes not so appropriate with respect to the present study when compared with an interpretivist philosophy. The research will be stronger in terms of positivism if it aims to prove the hypothesis that has been predetermined statistically in the form of primary numerical data. The present dissertation does not try to measure any single causal relation, but it tries to gain comprehensive knowledge from the existing studies and that’s why the use of interpretivism philosophy is effective here. 
The selection is thus warranted because the research question and secondary evidence being analysed is qualitative in nature. It allows to explore alternative academic arguments and begin to understand the role SMM mechanisms in response to promotion of different Gen Z consumers in the UK.
[bookmark: _Toc240529797]3.3 Methodological design 
The qualitative research study used the descriptive and exploratory methods to have an investigation in the effect of social media marketing (SMM) in the promotional strategies of Generation z consumers in United Kingdom. The exploratory dimension was also suitable as the literature review revealed that there was a gap in the research regarding the effectiveness of SMM for consumers of the UK Gen Z, and descriptive dimension allowed the researcher to explore the existing promotional strategies and those qualities which make advertising successful. Qualitative secondary data such as peer-reviewed journal articles, industry reports on reliable online sources were used to conduct the research. This method allowed findings relative to different studies to be compared and synthesized, instead of by just relying on a small primary sample. Thematic analysis was then used to determine common patterns about influencer marketing, personalisation, UGC, engagement, trust and consumer behaviour. Given the interpretive philosophy and study objectives, it was therefore in keeping with this design that the existing evidence could be explored for meaning and relationship.
[bookmark: _Toc240529798]3.4 Research design 
The study is descriptive and exploratory in design that uses a qualitative approach. The exploratory element explained is due to the study being based on a gap in the literature for the UK context, which looks at SMM as a means of promotion, specifically in the context of Generation Z consumers. Previous studies on consumer behaviour have often focussed on general surveys and or the specifics of international markets, whereas the situation in the UK is relatively under-researched, the proposal points out. So, with an exploratory design, the researcher can investigate and uncover the patterns that may not often be picked up by a more strictly set of assumptions.
The design is also descriptive since the research problem looks at the research process of determining the current use of SMM as a promotional strategy and the characteristics of successful marketing among Gen Z. The first research aim is a specific focus on investigating the use of SMM as a promotional strategy within the current context of the UK and the second research aim is to assess the effectiveness of SMM and this needs an analysis supported by the descriptive design. 
The research investigates concepts like the authenticity, the credibility of influencers, personalisation, interaction, eWOM, and eTrust, which makes the use of a qualitative design preferable. These involve the interpretation of findings in diverse types of studies rather than finding out the numerical relationship.
The design thus makes the relationship between research problem and research methodology easily understood: The exploratory part provides knowledge and insights from the current literature; the descriptive part explains and structures the relationship between the operation of SMM as a way of promotion for Gen Z. This makes the design appropriate for an evidence-based understanding from the secondary literature.
[bookmark: _Toc240529799]3.5 Research method 
The data used in the study is secondary data with qualitative research method. In contrast to primary data collection via interviews or questionnaires, secondary research – based analysis focuses on available academic and professional secondary sources of information (Cheong et al., 2023) and the study has focused on information regarding the sociological features of the use of social media for marketing purposes and young consumers' social media lifestyles. 
This method is carried out due to the research question that insists comparisons and synthesis of current knowledge on the important dimensions of SMM: influencer marketing, personalised advertising, user-generated content, social-media engagement and consumer promotional behaviour. The proposal takes special note of these themes to be studied. Multiple studies have been analysed in order to make comparisons between different studies, which can provide an understanding of the areas of agreement, disagreement and gaps in knowledge regarding the use of SMM as a promotional strategy fir generation Z customers in the UK. 
Secondary research also allows access to a wider evidence base as stated by Jensen et al., (2022) and this vast amount of evidence cannot be obtained from a small sample of primary research. This is especially helpful as topic is about studying GEN Z consumers and the UK market, which cannot be covered by surveying a small number of participants. 
The method is also consistent with the dissertation philosophy, which is interpretive, as the result of previous qualitative and conceptual research studies could be interpreted to make sense of their consumer perceptions and/or their underlying processes of behaviour.
Thematic analysis will be used to analyse the data, as outlined in the proposal. Such themes can then be identified, compared and synthesised in a systematic manner to successfully address the research objectives. 
[bookmark: _Toc240529800]3.6 Data sources 
The research has been conducted based on secondary sources such as credible and relevant sources which are mostly peer reviewed academic journal articles, academic books, industry reports, market research publications and official reports. This method directly follows the proposal and identifies these sources. 
The main evidence base will consist of peer-reviewed journal articles as these articles contain theoretically informed and empirically investigated findings. The papers of Hanaysha (2022), Liu et al. (2023), Fetais et al. (2023) and Jamil et al. (2024) have been studies as they focused on the topic related to SMM, consumer behaviour, Generation Z and influencer marketing. The researcher did not presume that the results of their research are universal; the differences in industry, country, platform and differences have been taken into consideration when comparing the results as themes.
Theoretical and methodological foundations have been laid on the basis of academic books, especially related to the study of SMM and consumer behaviour, choice of theoretical frameworks. Academic evidence has been balanced with industry and market reports which offered up to date data on digital marketing trends and Generation Z.
This has been done based on relevance, credibility, recency and direct connection to the research objectives. More focus has been given to studies conducted recently as social media and consumer behaviour is constantly evolving. Where possible, evidence that is specific to the UK market has been given priority as this is the UK-focused evidence.
Ethical issues are also limited, as per the proposal, because there is no involvement of human participants or confidential primary data. However, academic honesty has been upheld by providing proper citations and correctly citing sources that can be accessed by all on the internet. This results in secondary data being sufficient, and research transparency and credibility are retained.
[bookmark: _Toc240529801]3.7 Data analysis method 
In this context, the secondary data collected has been analysed following the thematic approach, as previously outlined in the research proposal. Thematic analysis is suitable as the study aims to uncover the commonalities of the literature available on social media marketing and the promotional behaviour of Generation Z, rather than testing relationships between variables using primary numerical data. Thematic analysis is systematic, starting with familiarisation with the chosen literature, identification of codes, categorisation of similar codes into overarching themes (Ahmed et al., 2025). In this case, the review of the themes and the interpretation of the themes with the research questions has helped to meet the research objectives. 
Existing themes identified in the proposal have been analysed and key areas that have been focused on when analysing the data are online interaction, personalisation, trust, influencer marketing, user-generated content and consumer promotional strategy. The research compared the results obtained from different sources, not just summarise the individual studies. For instance, when one source cites influencer marketing as working and another source cites trust or authenticity. 
The research aim is suitable for thematic analysis as it is able to reveal the way SMM is currently applied, understand the mechanisms that contribute to its efficacy with Gen Z and draw conclusions for businesses. This caused a shift from individual findings to patterns, from patterns to themes, and from themes to evidence-based findings and recommendations.
[bookmark: _Toc240529802]3.8 Ethical considerations 
The study is a secondary data study, meaning that the study does not include direct participation of human subjects, however, ethical considerations are still important. The research has not included interviews, questionnaires or collect personal or confidential information, so there is minimal direct risk to the participants. Yet the ethic of doing research calls for the researcher to be sure that the secondary information is presented fairly and responsibly.
First ethical consideration is the maintenance academic honesty in the case of academic research (Sikandar et al., 2026). All ideas, arguments, findings and evidence that are derived from journal articles, books, reports and other sources will be correctly referenced throughout. This has stopped plagiarism and ownership of the original author's work. The research clearly differentiated the results of the previous studies and own interpretation.
Second, the credibility of the source has been taken into account. The research used accurate and authentic public sources which are accessible. The papers and articles used here are  peer-reviewed journals, authentic web sources, and industry reports from where fact has been checked for relevance, authority, and bias before being included.
Thirdly, the research has not misrepresented evidence. The results may not be selectively reported to support a predetermined conclusion relative to the effectiveness of SMM because studies can yield contradictory results. Variations between countries, industry, platform, and consumer context will be recognized.
Finally, all research materials collected have been properly managed and kept in accordance with the institutional requirement in relation to information security. These measures helped to ensure the academic integrity and the responsible use of secondary evidence and the transparency and credibility of the study.
[bookmark: _Toc240529803]3.9 Conclusion 
The methodology is a coherent one to consider social media marketing as a promotional strategy in the context of Generation Z consumers in the UK. The study is exploratory and descriptive in nature, uses a qualitative design, and draws on secondary qualitative research methods, as it aims to gain insight into current evidence of consumer perceptions and promotional effectiveness. Recurring themes like authenticity, trust, personalisation, interaction and influencer marketing have been systematically identified and critically compared in the thematic analysis. There are ethical and practical issues associated with collecting primary data and credible secondary data offers wide evidence. In general, the methodology is consistent with the research aim, objectives and identified literature gap in the UK. 
[bookmark: _Toc240529804]Chapter 4: Thematic Analysis 
[bookmark: _Toc240529805]4.1 Introduction 
In this chapter of thematic analysis, themes will be developed based on the codes that were formed from the different sources. The final themes were generated based on the objectives and were analysed thoroughly, utilising the findings from the sources. The thematic analysis helped in the proper analysis of how social media marketing is an effective promotional tool in the UK, targeting Generation Z in the present era. 
4.2 Thematic coding with table 
	Sources 
	Keycodes 
	Final themes 

	Magnetic-London (2025)
Business GOV.UK (2026)
Ohara, Suparwata, and Rijal (2024)
Maduakolam (2022)
EasyMarketing (2024)
ecareinfoway.com (2024)
wearecatalyst.co.uk (2025)
Wiryany, Poedjadi and Rahmawati (2023)
Nuseir, El Refae, Aljumah, Alshurideh, Urabi and Kurdi (2023)
Aggarwal, Allen, Coppock, Frankowski, Messing, Zhang, Barnes, Beasley, Hantman and Zheng (2023)
	United Kingdom, Social media marketing, influencers, promotional tool, visibility, target advertising, engagement, UK brands, social media behaviour, social media platforms  
	In the current era, social media marketing is a promotional strategy for UK brands 

	WEKE and OWOADE (2022)
Statista (2025)
Ławińska and Korombel (2023)
Redjeki (2025)
Deepika and Massand (2025)
theguardian.com (2025)
theguardian.com  (2022)
	Generation Z, United Kingdom, Social media, Digital marketing methods, Communication tool, purchasing decisions, social media marketing. 
	Social media marketing is quite effective as a consumer promotional strategy, mainly focusing on the Gen Z audience in the UK

	Mulikat, Omoniyi and Abdulsalam (2025)
WEKE and OWOADE (2022)
bbc.com (2024)
Vogue (2025)
Bläse, Filser, Kraus, Puumalainen and Moog (2024)
Vogue (2024)
forbes.com (2023)
Salam, Singkeruang, Husni, Baharuddin and AR  (2024)
Raza, Qabool, and Alam (2022)
Prini (2023)
Ge (2024)
	Gen Z, Hashtag, Instagram shopping, social shopping, AR lens, VR try-ons, Algorithms, purchasing decisions, personalized content, FOMO, fashion industry. 
	Strategies that different industries in the UK can adopt regarding the use of social media marketing as a promotional strategy targeting the Gen Z audience 




[bookmark: _Toc240529806]4.3 Analysis of the themes
Theme 1: In the current era, social media marketing is a promotional strategy for UK brands
Keywords: 
· Social media marketing
· Digital marketing
· Consumer engagement
· Brand awareness
· Consumer behaviour
· Credibility
In the UK, Social media marketing is one of the most influential promotional strategies, allowing businesses across industries to communicate with consumers of all generations in a highly digital world. From the findings of Magnetic-London (2025), in the country, social media is busy and competitive; brands utilise social media marketing to connect with consumers.  Again, comparing the findings with BusinessGOV.UK (2026), Social media platforms like Facebook, Instagram, and TikTok have to share videos and media through these channels. When a brand is focusing to sell products among the target audience within the age or under 25, the brand must focus on Instagram or TikTok, which are quite common among the young audience. These platforms enable the brand to promote the production services while building awareness and establishing long-term relationships with customers. This is supported by ecareinfoway.com (2024), which states that in the contemporary digital age, social media marketing is an indispensable tool, especially for small businesses in the UK ground at cost effective nature for connecting with customers (Aggarwal et al. 2023).  It helps in building awareness and driving sales. Popular platforms like Facebook and Instagram enable the business of promoting their product at minimal cost compared to traditional marketing. This connects with the findings of wearecatalyst.co.uk (2025), which found that Social media marketing is being widely adopted by SMEs, and according to research, more than 20% of consumers use social media for searching and finding answers to questions. The trend of social media marketing is going to grow to over six billion by 2028, and this is an opportunity for small and big businesses to use the potential platforms for connecting with consumers. Social media platform for becoming unique marketplaces, as organisations of every industry are utilising paid social advertising to advertise their production services. The in-app shopping features are convenient for users to purchase without leaving the platforms.  EasyMarketing (2024) found considerable number of people are using TikTok and Instagram and it can be regarded as a pivotal concept related to marketing. Again, Maduakolam (2022) states that social media in the UK is changing the marketing strategy of SMEs. The constant development of the Internet and new devices has replaced rates and marketing strategies. Small businesses, however, face challenges in implementing social media effectively because of limitations in capabilities, skills, and costs. But the implementation of social media marketing tools has created social networking and allowed higher involvement and participation of the customer, providing them with a new competitive advantage. The findings are supported by Ohara et al., (2024). With its global reach, social media is the most effective and powerful communication tool, which accelerates the dissemination of information and also facilitates active user engagement. MSMEs in the UK utilising social media can design content that is not only relevant but also increasing which builds stronger engagement and easily captures the attention of the targeted market segment. Again, according to Wiryanyet al.  (2023), Social media is a trend in recent years, and with the high advancement in technology and internet accessibility throughout the world, social media is widely accepted among people, especially the millennial and the Gen Z population. Social media marketing is becoming an integral part of modern marketing strategy that companies are able to reach their audience effectively through digital channels. Social media marketing and the platforms have the potential to increase brand awareness. UK brands using this form of marketing find it easier to communicate and interact with their followers through exclusive content. Relating to the findings of Nuseir et al. (2023), Social media marketing using platforms like Facebook and Instagram helps the brand convert individuals into global consumers in a unique and personalized way, and this is possible due to the wide range of uses, like more than 800 million users on Facebook; brands using their Facebook profile communicate and interact with consumers in the most convenient manner.The primary strength of social media marketing in the UK is its ability to reach a global audience, and it is different from traditional methods as platforms like Instagram and TikTok utilise algorithms and consumer data for the delivery of personalised promotions. Social commerce has also further solidified the promotional role of social media, which allows consumers to purchase products. From the analysis of the UK market, the popularity of short-form video content on platforms like Instagram and tik have received promotional strategies encouraging the branch for creation of authentic and interactive content. Such formats have captured the attention of consumers and have motivated consumers to share, increasing the organic reach beyond physical advertising. Moreover, influencer marketing has taken an important role in targeting the Gen Z audience, especially for fashion, lifestyle, and retail brands. Analysing the UK market, the audience in the country is cautious about how data is used, even though UK regulators like Ofcom work on online safety. But despite the challenges, UK brands continue to invest in social media marketing as it helps with discovery and conversion in one place.  
Social media marketing has been an effective promotional activity in the UK, and gives businesses the ability to communicate with consumers directly, boost brand visibility, and provide online sales support. According to Sanbella et al (2024), the use of online marketing can boost customers reach and engagement. But their push for optimisation and sales can of course underestimate the difficulty in building consumer trust and the challenges of digital promoting. Likewise, Deb, Nafi and Valeri (2024) found that digital marketing can also lead the promotion of tourism businesses and sustainable approaches in order to social media messages can be sent in relation to both commercial and social value. However, successful promotion will require its consumers to perceive these messages as legitimate. Kothari et al. (2025) has given a consumer-focused view and based on the view of them it can be stated that it is not about the promotion on social media as trust, credibility of the media, and the way information is being presented to customers play a vital role here (Sanbella, Van Versie and Audiah, 2024; Deb, Nafi and Valeri, 2024; Kothari et al., 2025). 
Theme 2: Social media marketing is quite effective as a consumer promotional strategy, mainly focusing on the Gen Z audience in the UK
Keywords: 
· The characteristics of Gen Z consumers.
· Social media engagement
· Promotional effectiveness
· Sustainable consumption
· Brand authenticity
Within the UK, social media marketing is becoming one of the most influential strategies for promotion, especially for businesses, mostly among the Gen Z audience. The shopping habits of Gen Z shoppers are changing after the pandemic (bbc.com, 2024).According to the findings of Statista (2025), in the UK, about 98% of Gen Z people are active on social media platforms. Social media is an integral part of the target population’s life, and TikTok and Instagram are the most used platforms. The findings of Ławińska and Korombel (2023) is saying that Gen Z audience often visits social media channels and it is obvious the advertisement on these platforms can trigger them. Businesses are investing in formulating content leveraging social media to communicate with the Gen Z audience. This can be linked to the findings of Deepika and Massand (2025), highlighting the finding that social media is one of the most effective ways the market can target the audience, especially the Gen Z audience, in the digital marketing environment. In analysis, the primary reason social media marketing is quite effective among the target population is the platform's ability to deliver personalized and increasing content. The above analysis can be related to the findings of WEKE and OWOADE (2022), who highlighted that Marketers and businesses in the present world utilize potential clients online. Social media marketing is an effective communication tool that increases global reach. Even social media participation raises brand recognition and visibility. Gen Z audiences are the prime consumers in the contemporary business landscape. and the organisations must deliberately employ social media marketing to appeal to the target audience due to active engagement on social media in daily life. Taking as an example the findings from the article by theguardian.com (2025), are heavily inspired by trends on social media, as about 41% of consumers, based on popular Wellness friends on social media platforms, have bought products and services. Trading for the majority of retailers is difficult as there are different trends in the UK market, but recruitment from social media influencers has given a boost, proving that social media marketing in the UK has been proven to be the driving force behind in-store sales. As one out of five consumers, specially the Gen Z consumers, have reflected that they have been influenced by social media platforms and their content when making either health or beauty purchases. This can be linked to the findings of theguardian.com (2022), which have given an idea regarding the characteristics of the Gen Z shoppers who are greatly fuelled with the environment and workers' rights and influenced by social media. The elevated cost of living in the UK pushes consumers towards sustainability and low prices. Based on the analysis and looking at the contemporary scenario of the UK market, it is evident that social media marketing has become an effective promotional strategy for the brand, and due to the recent demographic, the Gen Z population is the biggest consumer segment who are involved with social media channels. This opportunity has helped the brand to clearly communicate its ideas and promote the product at lower prices compared to traditional marketing methods. 
The findings of Redjeki (2025) highlighted that Gen Z is the biggest group of buyers, and social media is an effective marketing tool in the present digital era. Facebook and TikTok allow brands to interact directly with the Gen Z audience. Social media has also served as a tool for sharing effective content to attract the attention of users.  Even the target audience is conscious about the CSR and sustainability of the brand, which are the prime dimensions for brand loyalty and purchasing decisions. Social media is the most effective tool for highlighting the brand's philanthropic and sustainability initiatives to the audience. As the Gen Z audience is active on social media platforms, they follow a large number of influencers, so influencer marketing is becoming a trend in the present business landscape. The growing influence of content creators and micro-influencers, or celebrity endorsements, helps in gaining the trust of the Gen Z audience. Again, using the findings of Redjeki (2025), influencer marketing under social media marketing has a huge influence on the Gen Z audience, and they trust their recommendations. Looking at the present landscape of the UK, most of the fashion brands like Zara and H&M are collaborating with influencers and creators because such influencer-led recommendations have been proven to generate stronger engagement and purchasing intention among young audiences. This form of creator-driven approach enables enterprises to build credibility and make the younger generation more loyal to the brand.  Within the UK, Gen Z is the largest generation and impacts global consumer spending, so social media marketing is an effective promotional tool for the target audience. 
Social media marketing has become an important aspect of promoting to Generation Z UK consumers; though this isn't only about brand exposure. The finding from the article of Confetto et al. (2023) is saying that social media postings can provide a significant impact on Gen Z customers. However, based on the findings, it can also be stated that the impact of such information can vary depending on the way they are presenting it, better to say how credible it looks like among these customers. Trang et al. (2024) has found that more promotional strategies might be more effective in attracting these people and Ameen et al., (2022) have stated that social media has a significant impact on the self-esteem of female consumers of Generation Z. 
Theme 3: Strategies that different industries in the UK can adopt regarding the use of social media marketing as a promotional strategy targeting the Gen Z audience
Keywords
· Generation Z marketing
· Social media promotion
· Fashion consumer behaviour
· Influencer marketing
· Market segmentation
Gen Z is an important generation targeted by brands from different industries such as clothing, fashion, etc., and they are the most influential consumer group in the UK. According to WEKE and OWOADE, (2022), digital marketing is a type of personalised marketing which increases lead generation for the brand. With the active use of platforms like Instagram, TikTok, and Snapchat, UK industries and Enterprises are discovering trends that influence the purchasing decisions of the target population. Based on the findings of forbes.com (2023), gen Z people that are 26% of the population are socially conscious and they are using social media in an effective way.  These consumers are highly influenced by social media platforms, so brands need to effectively engage with this demographic, as they are the key decision-makers within the market. The marketing strategy from the brand targeted towards the Gen Z audience is not only grounded in a large part of the population but also in spending power. This demographic is quite inclined towards conscious brands, and in response to this, most of the brands in social marketing activities have to incorporate cost-saving and value-driven elements regarding the production service to win against competitors and resonate with this group.  
From the findings of the bbc.com (2024), after the pandemic, shopping patterns have changed globally and consumers are not able to shop physically the trend of hashtag utilise on Tik Tok and Instagram have made recommendations about products on the application. Consumers can directly purchase the products on the platforms. The short-form video on TikTok and Instagram is an effective method to capture the attention of the target population. According to Salam et al. (2024), the marketing strategy for the Gen Z audience must focus on the CSR of the brands, as this generation is heavily influenced by the social and environmental responsibility of the organisation, especially on social media, and this even has an impact on their purchase intention. The marketing strategies must also be personalised, as the Gen Z audience values personalised experiences and authenticity, besides the sustainability claims made on social media. The social media influencers on recognised platforms play an important role in shaping the purchasing decisions of the demographic, and the brands must give importance to this element while framing their digital marketing strategies. An effective marketing strategy for the population must be an omnichannel marketing approach. Brands establish a presence on various online platforms to create a cohesive brand experience for the targeted population. 
Analyzing the findings of Raza et al.  (2022), it can be stated that Social media Instagram has Gen Z buyers who post pictures or videos, and this has changed consumer behaviour. The audience is highly influenced by the reviews and comments, which motivate them to purchase the particular product. Brands create content providing demonstrations of product manufacturing, BTS, and UGC content, visually appealing and fast-paced, maximizing engagement and organic reach. Social Shopping is gaining importance and growing rapidly.  Again, according to the findings of Vogue (2025), Gen Z Consumers are aware of the algorithm in the feeds. Algorithms allow a stream of personalised content, which is mostly favoured by the target generation, as they value individuality. The algorithms are being used by brands to target the Gen Z audience. And they are even liked by them, as they make discovering products much easier. Most of the young consumers find that shopping recommendations are quite useful. This algorithmic strategy helps with effortless discovery and exposes the young audience to new ideas and trends, helping them to connect with creators without actively searching for them. This connects with the desire for novelty and constant stimulation values for the Gen Z audience. The analysis is in line with the results of Vogue (2024), showing that a lot of companies, especially in the fashion and beauty industry, are employing Virtual Try-ons and AR filters to deliver a personalized social media experience for the Gen Z consumer. Such a strategy will help retailers, specially from the fashion, enable users to virtually try clothes and accessories, and beauty brands to provide makeup try-ons. This strategy is turning consumption into an immersive experience. Even companies, instead of relying on traditional advertisement for collaborating with creators and influencers who have a trusted follower base, especially among the target population. Influencer marketing helps in inviting feedback responses from customers on the content posted and encourages them to participate in online events. The Gen Z audience, through this strategy, feels that they are members of the brand’s community of the brand, and such engagement and emotional relationships help in retaining younger consumers for the long-term. The strategy of influencer marketing on social media has been supported by the findings of Prini (2023) and Ge  (2024), which found that businesses in the retail and clothing industry, to connect with the Gen Z audience, have to advertise the same product multiple times on the respective platform, and they must utilize influencers as a promotional tool, as it has been found to be effective in influencing the purchasing decisions of the demographic. The strategies must also include short promotional videos that can connect with the audience and must also include the elements of competitive pricing and quality, besides the heavy emphasis on sustainability. 
In the fashion industry, FOMO is a well-known marketing strategy targeting the younger generation, as they trigger the purchase intentions and buying behaviour specially regarding first fashion products (Bläseet al. 2024).  This is consistent with the findings of Mulikat, Omoniyi and Abdulsalam (2025) that today fashion brands are creating interesting content to catch the attention of the Gen Z audience. The quality and engaging content are attracting the demographic. The 20 visually appealing images and videos reflect the latest fashion trends, keeping them engaged. In addition, Q&A sessions, interactive forums, and quizzes are some of the strategies that can be employed by different industries to increase the sense of community of the audience and the poster. This encouraging introduction to social media, live streaming, and interactive campaigns has been proven to boost brand loyalty and purchasing decisions. 

In order to meet the demands of Generation Z in the UK, fashion and clothing brands are needed to pay more attention to personalisation, and in case of social media marketing, they have to pay attention to authenticity, and engagement.  Christy (2025) has stated that social media marketing can impact the  buying behaviour of generation Z and it can impact their purchase intent in a considerable way. But without exposure, there's no guarantee of conversion, as things can be selective among brands and promotions within Gen Z. Do Le Phuong (2022) illustrates that by corresponding with Gen-Z buying behaviors and attitudes, fashion marketing has the potential to influence consumer behaviour and Van den Bergh (2024) has stated that Gen Z is more complex than people think, and that’s why businesses can share customised data with them through social media to get their attention. 
[bookmark: _Toc240529807]4.4 Outcome of the content analysis 
Three main points were identified using content analysis relating to the use of social media marketing as a UK promotional tool. The first theme set the groundwork for why social media marketing is an important promotional tool for UK brands due to the fact that it allows businesses to communicate directly with consumers, build customer relationships, boost brand awareness, and be supportive of sales – all at a relatively low cost. Social media sites like Instagram, Facebook and TikTok offer chances for customized content, social commerce and expanded market penetration. But other factors such as credibility, consumer trust, data issues and skill and resource limitations can impact the results of a social media promotion.

The second theme focused on the importance of social media marketing to Gen Z. The findings show Gen Z consumers are passionate about platforms like TikTok and Instagram, as well as personalised content, influencers, reviews, sustainable messages, and brand authenticity.

The third theme highlighted a number of strategies that UK industries should consider implement, such as influencer marketing, short-form videos, user-generated content, personalised recommendations, social shopping, interactive campaigns, virtual try-on, or omnichannel engagement. In summary, the results highlight that social media marketing can be a tool to promote, engage and encourage consumers to buy all in one promotional tool in the growing digitalised UK marketplace.
[bookmark: _Toc240529808]4.5 Comparison of the findings of the study with previous studies 

The results of content analysis can be broadly compared with the earlier studies mentioned in the literature analysis, but there are some differences. The research revealed a number of key areas where social media is playing an increasingly important role in the UK's social media marketing promotion strategy, including personalised. WEKE and OWOADE (2022) have stated that social media can be regarded as an essential digital marketing technique that can in fluence the purchasing decision of the concerned group of customers and the findings are aligning with these concepts. By considering the findings of Liu et al (2023), it can be stated  that trendy, interactive, word-of-mouth and customised content is important to Gen Z, and it means that businesses are needed to develop this kind of content to get the attraction of customers. 

Content analysis has signified the outcomes from the literature. Hanaysha (2022) have stated that SMM and purchasing behaviour are associated brand trust plays an important role here. Likewise, Fetais et al. (2023) have established that SMM actually had a positive impact on community engagement and brand love did not create the direct impact of brand loyalty. The observation of the present study is thus further supported by previous study, which indicated that there are factors that can be called engagement, credibility, authenticity, personalisation and psychological reactions that will determine the process of consumer response for the promotional exposure. This is in line with the study's SOR framework, and the usefulness (and ease of use) of the social media platforms is explained a bit with the help of TAM.
[bookmark: _Toc240529809]4.6 Summary of the chapter
In the summary of the thematic analysis chapter, the final themes have been developed and analysed properly, utilising the findings of the different articles and internet sources. After analysing it is clear and evident that social media marketing is an effective promotional tool for different industries in the UK, grounded in its widespread adoption and efficiency in the present era. 
[bookmark: _Toc240529810]Chapter 5: Discussion
[bookmark: _Toc240529811]5.1 Introduction 
The discussion chapter would be discussing the findings revealed in the thematic research analysis related to the impact of social media marketing on consumer professional strategy.  Thematic analysis helped in interpreting the results whereas the discussion will use theories for the purpose of further understanding the information using theoretical perspective making sure key finding and its implication is highlighted.
[bookmark: _Toc240529812]5.2 Theoretical evaluation of themes using LR theories 
The finding has demonstrated that social media marketing is important for UK brands in their promotional strategies as it has the capability of meeting with changing media consumption habits among generation Z.  The first theme has indicated that platforms such as Instagram, Facebook and Tiktok have become social media platforms that allow brands to communicate promotional content in the competitive digital environment. In accordance to the technology acceptance models social media platforms have highly perceived usefulness and ease of gaining influence on generation Z. Generation Z is widely engaged with social media platforms which makes it familiar for them to have convenient online environments for the purpose of discovering brand content.  The usefulness of social media is significant for the consumers to gain a source of information which leads to continued engagement and proposal activities. The second theme has established the fact that social media marketing is very effective as a promotional strategy for UK brands so that they are able to acquire and manage generation Z consumers.  The finding suggested that 98% of this generation are active on social media showing the strategic importance of social media platforms in reaching the demographic (Statista, 2025). The popularity of platforms like Instagram supports the argument of promotional strategy inculcating the platform and content formats which are preferred by the target audience. Using the model of TAM, it can be suggested that the relationship between the perceived usefulness of social media influence and the user’s willingness to engage on the digital platform social media is a very useful tool that changes the consumer perception and keeps them engaged.  Although high usage of the platform does not automatically translate into purchasing behaviour as effectiveness of the following promotional strategy is to depend on how consumers respond to the content.  
Stimulus–Organism–Response (SOR) theory states that promotional content on social media is a stimulus which triggers consumers' internal cognitive and emotional reaction which represent the organism and subsequent behavioral intention. The third theme has illustrated that short form videos, hashtags and product recommendations are very important for the purpose of performing social media. The use of the content is very significant in fashion marketing to provide an example of availability trends and social influence creating psychological urgency among the young consumers (Bläse et al., 2024). The finding has suggested that UK brands must create promotion strategies which incorporate social media through combining Technology convenience and psychological engaging content. It is considered that using platform select Tik Tok and Instagram will help in creating an environment through which promotional stimuli is delivered to the consumers through creative videos and influencer Recommendation.  On the other hand it can be stated that Stimuli lead different responses among the consumers hence generations it's not be treated as a homogeneous set of consumers.  Overall the findings have supported complementary applications of social media marketing to engage generation Z so that they are readily engaging with social media content while it has ensured that promotional translate engagement to customer response. 
[bookmark: _Toc240529813]5.3 Hypothesis analysis 
The findings of the research have supported H1 stating that the impact of social media marketing on consumer proposal strategy among the generation Z is very useful and impacts on fir in the UK. It can be considered that thematic findings demonstrated that social media platforms like Tik Tok and Instagram are very useful for the purpose of targeting generation Z and has become an important promotion channel through which brands are able to communicate with the following consumers. Network bhi considered that high level of social media usage Aman UK generation Z is a very significant indication that these platforms offer brands with significant opportunity to improve their awareness engagement and purchasing behaviour.  The findings consist with the technology acceptance model and are theories where social media is being able to get Generation Z engaged with promotion content. It should be considered that based on this h0 is rejected and h1 is accepted. The evidence has indicated a meaningful relationship between social media marketing and consumer promotional strategy among UK generation Z.
[bookmark: _Toc240529814]5.4 Implications of the study 
The findings that have been generated above have provided a distinct understanding that the brands within the UK and its marketing team have targeted generation Z through social media which has now become a significant source and platform for product discovery.  It must be considered that promotional content is being placed upon Tik Tok and Instagram which are successful social media platforms through which fashion brands are going beyond conventional advertisement focusing on short term videos and authentic product recommendations BBC (2024).  This will help in improving customer engagement and enhance the purchasing intention of the customers on the online platform specifically among the generation Z.  In accordance with the application of Technology acceptance model indicated that social media platform marketing is useful and convenient for the brand as generation Z is widely available on the following platform.  In accordance with the stimulus organism and response theory it is demonstrated that promotional stimulus which is short term video trends and online engagement triggers psychological responses which influences consumer behaviour. In the case of UK businesses, the findings will be very significant for carrying out platform specific marketing through which generation Z can be attracted whereas the market must also consider using customer inside and engagement to personalize promotional communication. 
[bookmark: _Toc240529815]5.5 Summary 
The discussion has established that social media marketing has a significant impact on promotional Strategies for target in generation Z within the UK. TAM and SOR theory explain that social media platforms and marketing are useful, engaging and trigger psychological responses which influences consumer engagement aligning with H1.
[bookmark: _Toc240529816]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc240529817]6.1 Conclusion 
In the conclusion of the dissertation, it can be stated that social media marketing is the most convenient and effective way to connect with the Gen Z audience in the UK. This form of marketing utilizes widely used platforms like Facebook, Instagram, and Twitter, which are most common among the tech-savvy Gen Z audience. From the analysis and the discussion, it is clear that the Gen Z audience is greatly attached to social media platforms and influencers. So influencer marketing and UGC content with short promotional videos are effective in portraying the brand message to the demographic. From that theoretical perspective, the TAM and SOR  theory highlighted that social media marketing can only become an effective promotional tool for the target audience when all the elements that resonate with the audience are incorporated. 
[bookmark: _Toc240529818]6.2 Linking with objectives
The first objective, that social media marketing is the widely used promotional strategy for the UK brand in the present area, has been discussed extensively in the literature section and thematic analysis, utilising the findings from sources like Magnetic-London (2025) and Business GOV.UK (2026). The findings of WEKE and OWOADE (2022), Inman (2025), and Mac Donnell (2022) in the thematic analysis helped in properly linking the second objective.  The third objective strategies utilized by different industries have been completely discussed in the thematic analysis, where new strategies like influencer marketing, AR, and VR tools were found to create a personalized shopping experience, influencing the purchasing decisions of the Gen Z audience in the UK. 
[bookmark: _Toc240529819]6.3 Research limitations 
Regarding the limitations of this research, this particular piece of work was completely dependent on a secondary literature review and secondary sources to collect information. The secondary literature from academic sources has given a clear idea that social media marketing is really effective to target the Gen Z audience in the UK, based on the factors that the demographic widely uses it and has more acceptance compared to traditional methods of marketing. The research would have gained more depth if primary qualitative interviews or surveys were included to gain realistic evidence from the demographic regarding the acceptance and whether social media marketing is an effective tool in the UK market. 
[bookmark: _Toc240529820]6.4 Recommendations 
After extensive analysis of the UK market and the consumer preferences of the Gen Z audience, the recommendations that are going to be most effective are:
· Firstly, influencer marketing must be the first promotional strategy within social media marketing, and this has been adopted by small and big brands and, in the future, must be predominantly used as they have the highest trajectory. Influencer marketing is the most effective way to connect with the Gen Z audience. This generation finds credibility and authenticity in the recommendations provided by influencers and celebrities on social media platforms. They make purchasing decisions following their recommendations, so this form of marketing has become a crucial element for brands if they want to create loyal Gen Z customers.
· Modern technology has given many opportunities to modern SMEs and big brands in all industries, and fashion and retail are recommended to incorporate algorithms, VR, and AR for delivery personalized social media experience, based on the trend that the Gen Z generation has a proximity towards personalised shopping. This recommendation will enable the retailers to create an emotional and immersive experience that cannot be fully created by traditional marketing methods. 
· The last recommendation is regarding the methodology of the research. As it completely relies on secondary quantitative research, it should have provided a mixed methodology combining secondary and primary perspectives. This would have provided a clear picture regarding the perception of both the brands and the Gen Z audience of the UK and provided a realistic answer that social media marketing is really impactful and an effective promotional tool to create brand awareness among the target group. 
[bookmark: _Toc240529821]6.5 Future scope of the research 
Social media marketing through this research has been clearly proven to be an effective promotional strategy and tool among the Gen Z audience of the UK. This topic of research has a wide scope in the future as new technologies like artificial intelligence, cloud computing, and IoT are growing in this modern world, and social media is the most effective means to communicate with the consumer. Future researchers can also discuss the factors and elements associated with social media marketing that are beneficial for promotion to the target audience and even work elaboratively on the strategies recommended here. On increment of the Gen Z population, social media usage will increase, and researchers will have a wider scope to conduct primary research with the audience regarding effectiveness, supported by previous secondary data. 
[bookmark: _Toc240529822]
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