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Abstract
This dissertation examines the effect of social media marketing strategies on consumer buying behaviour in the online retail industry, with a specific focus on Amazon UK. The secondary research design is used since the research questions can be answered by critical synthesis of existing academic literature, industry evidence and publicly available information. The study investigates the effect of social media advertising, influencer marketing, electronic word-of-mouth and user-generated content on consumer engagement, consumer trust and consumer purchase-related behaviour. The results suggest that the decision journey of consumers is a multi-touch social media marketing process and not a linear one. Social media advertising raises product awareness, influencer marketing supports credibility and social proof, eWOM reduces uncertainty through product reviews and peer experience and user-generated content strengthens authenticity when consumers perceive it as reliable. These methods connect to platform-specific signals in the Amazon UK environment such as consumer feedback, ratings, sponsored listings, seller reputation and delivery reliability and return convenience. The study helps expand knowledge by bridging the social media marketing literature with platform-based e-commerce behaviour. It contributes to practice by showing how digital marketers and marketplace sellers can integrate social media activity with trustworthy platform information. It also has policy relevance because it stresses transparency, the integrity of the review process and the necessity of responsible regulation of social media marketing.
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[bookmark: __RefHeading___Toc758_1984972538][bookmark: _Toc234365270][bookmark: _Toc235838737][bookmark: _Toc238691636]1.1 Problem Statement and Background of the Study
Advanced technological systems have transformed the way businesses communicate with consumers, position products and influence consumer decisions. Chaffey and Ellis-Chadwick (2022) state that digital marketing is more than just online marketing. It is about understanding customers, communicating with them via content, engaging with them, analysing their interactions, and fostering relationships. Social media has also been combined with the other elements of the promotional mix as it is a blend of firm-controlled message and consumer-to-consumer communication (Mangold and Faulds, 2009). Today, Facebook, Instagram, TikTok, YouTube, X and LinkedIn are all platforms that enable organisations to target their ads, engage in influencer marketing, create user-generated content, leverage online reviews and interact with customers. Contemporary studies also show that social media is no longer only a promotional medium because consumers contribute to brand conversations and engagement (Appel et al., 2020; Dwivedi et al., 2021).
Consumer behaviour towards online purchases has also considerably changed. Prior to the rise of e-commerce and social media, consumers would turn to brick-and-mortar shops, sales associates, TV commercials, print ads and traditional word-of-mouth for information about what they are buying. Kotler, Kartajaya and Setiawan (2021) specified that the marketing today is more technology-driven and customer-oriented due to the way customers interact with digital as a way to find products, compare alternatives and make purchase decisions. The nature of the content (video, images, reviews, short-form posts) and social media platform type can also affect consumers' engagement behaviour, meaning that their engagement may vary between a video, an image, a review, or a short-form post (Shahbaznezhad, Dolan and Rashidirad, 2021). This means that consumers are simultaneously encountering a number of digital touchpoints before purchasing a product online, such as sponsored marketing, product reviews, influencer recommendations, short videos, and comparison content and comments from peers.
Social media marketing (SMM) is especially vital in the context of e-commerce because customers cannot physically inspect products before purchase. Chaffey and Ellis-Chadwick (2022) state that credible online content is essential to influencing consumer decisions in digital retail, as it is based on information, interaction and customer experience. Online trust in e-commerce has long been recognised as a factor that reduces uncertainty in e-commerce transactions (Gefen, Karahanna and Straub, 2003). More recent studies have revealed that information credibility in social networking site eWOM has a positive effect on information adoption and online purchase intention, suggesting that credible digital information still plays an important role in consumer purchases (Ngo et al., 2024). Amazon UK is a relevant company focus because it is a platform-based retail company where consumers encounter advertising, influencer recommendations, customer reviews and user-generated product content before purchase. This makes Amazon UK a suitable company focus, as Amazon has a dominant position in the UK e-commerce market (Statista, 2025).
Social media marketing strategies can have several impacts on consumers. Social media promotion can be used to increase awareness and motivate consumers to go to an online retail platform, and Facebook advertising research indicates that persuasive messages can influence positive consumer attitudes (Shareef et al., 2018). Influencer marketing can have an impact on trust as consumers trust the credibility, expertise, and relatability of the influencer before accepting their recommendations (Lou and Yuan, 2019; Kim and Kim, 2021). Electronic word-of-mouth helps to limit uncertainty as consumers rely on the online reviews, recommendations and comments to assess the quality and risk of a product (Cheung and Thadani, 2012; Ngo et al., 2024). User-generated content can also establish a sense of authenticity because it is created by consumers rather than the brand, and recent research shows that UGC effectiveness is influenced by the quality of the content, the reliability of the source and the interactivity level of the creator (Zhuang et al., 2023). In addition, customer engagement is relevant because it reflects cognitive, emotional and behavioural commitment during interactions with the brand (Brodie et al., 2011).
Social media marketing is well known as influential but the link between SMM strategies and buying behaviour of the consumer is complicated. Advertisements might have more impact on some consumers, and others might look more at the influencer credibility, online reviews or recommendations from peers. Research on purchase intention does not focus on the actual purchase behaviour, but rather on purchase intention, such as with regard to influencer credibility (Sokolova and Kefi, 2020), the effectiveness of influencer marketing and purchase intention (Kim and Kim, 2021), and the adoption of eWOM information and purchase intention (Ngo et al., 2024). Purchase intention is helpful as it suggests the possibility of purchase, however, it is not necessarily a predictor of actual purchase as other factors such as price, convenience, platform trust, delivery conditions and situational factors can also influence purchase. This difference is significant for Amazon UK since it helps clarify whether the social media content generates interest, or whether it helps to drive actual buying behaviour in a platform-based marketplace.
Another difficulty is that much of the literature is either focused on social media marketing in wide-ranging retail or in a digital marketing context, but not within a platform-based e-commerce environment like Amazon UK. Alalwan et al. (2017) offer a wide review of the social media marketing literature, and Appel et al. (2020) and Dwivedi et al. (2021) lay a broader research plan for digital and social media marketing. While these studies are worthwhile, they are not sufficiently robust to separate the impact of particular strategies in Amazon UK's platform-based retail environment. The journey a consumer takes while using Amazon UK differs from that of the traditional retail, as it can be influenced by algorithms, sponsored listings, competition from sellers, customer reviews, recommendation systems, and external content on social media. This dissertation will concentrate on the impact of social media marketing strategies on the consumer buying behaviour as consumers could be initially exposed to a product through social media and then purchase it through Amazon UK.
[bookmark: __RefHeading___Toc760_1984972538][bookmark: _Toc234365271][bookmark: _Toc235838738][bookmark: _Toc238691637]1.2 Aim of the Research 
This research aims to evaluate the effects of social media marketing strategies on consumer buying behaviour in the context of Amazon UK.
This aim is driven by a need to better comprehend the role of social media marketing in customer decision-making within the context of platform-based online retailing. The study focuses on the influence of social media advertising, influencer marketing, eWOM and UGC on Amazon UK consumers’ purchase behaviour. Customer engagement is included because it can link marketing exposure with behavioural reactions (Brodie et al., 2011; Shahbaznezhad, Dolan and Rashidirad, 2021).

[bookmark: __RefHeading___Toc762_1984972538][bookmark: _Toc234365272][bookmark: _Toc235838739][bookmark: _Toc238691638]1.3 Objectives of the Research 
The objectives of the study are as follows:
1. To examine the relationship between social media marketing and consumer buying behaviour.
2. To identify the most influential social media marketing strategies affecting purchase decisions.
3. To evaluate the effect of customer engagement on consumer buying behaviour.
4. To examine consumers’ perceptions of Amazon UK’s social media marketing strategies.
These objectives range from a general evaluation of social media marketing to a particular analysis of tactics that influence consumers’ decision-making within the framework of Amazon UK. This approach is relevant for business and management research since explicit objectives serve to connect the research subject, literature review and methodology as stated by Saunders, Lewis and Thornhill (2019). Both the behavioural and perceptual components of consumer response can be explored through these objectives.
[bookmark: __RefHeading___Toc764_1984972538][bookmark: _Toc234365273][bookmark: _Toc235838740][bookmark: _Toc238691639]1.4 Research Questions
The study direction will be guided by the following research questions:
1. How does social media marketing influence consumer buying behaviour?
2. Which social media marketing strategies most strongly affect consumer purchase decisions?
3. What role does customer engagement play in influencing consumer buying behaviour?
4. How do consumers perceive Amazon UK’s social media marketing activities?
These research questions are closely related with the research aim and objectives. Clear research questions are required in dissertation research because they guide the selection of literature, technique and analysis plan (Saunders, Lewis and Thornhill, 2019). The questions therefore provide a clear structure to explore the relationship concerning social media marketing approaches and buying behaviour of the customer, while keeping the study focused on Amazon UK.
[bookmark: __RefHeading___Toc766_1984972538][bookmark: _Toc238691640][bookmark: _Toc234365274][bookmark: _Toc235838741]1.5 Research Significance and Relevance 
This research has implications for both academic and practical purposes. In terms of academic contribution, the study extends existing digital marketing literature, social media marketing and consumer behaviour as it focuses on the effects of specific social media strategies on buyer behaviour within an e-commerce setting. Previous literature have demonstrated that SMM can impact consumer attitudes, engagement, and buying intention (Shareef et al., 2018; Dwivedi et al., 2021). Platform-based e-commerce, however, should not be overlooked as external social media influence may shape the final purchasing decision, while internal marketplace signals such as reviews, ratings, delivery options and seller credibility may also be decisive (Ngo et al., 2024).
The research takes theories developed in the domain of marketing and customer behaviour and applies these to a modern digital retail environment and that’s why it is significant. The AIDA model is still useful to explain how marketing communication can move consumers from Attention to Interest, Desire and Action (Strong, 1925). The Theory of Planned Behaviour (TPB) is used to describe how attitudes, subjective norms and perceived behavioural control influence behavioural intention (Ajzen, 1991). The Technology Acceptance Model is relevant because the ease of use, usefulness and trust in digital systems (Davis, 1989; Gefen, Karahanna and Straub, 2003) are linked to online buying using a platform like Amazon UK.
The study can provide valuable evidence to Amazon UK, Amazon marketplace sellers, digital marketers, e-commerce managers, and affiliate marketers which is the practical perspective of the study. Marketers might pay more attention to credibility-based and review-based strategies if the secondary evidence indicates that these two tactics have greater impact than general advertising, as they constitute better forms of eWOM and influencer credibility. Based on the influencer studies, it is suggested that the trustworthiness and parasocial interaction of the influencers may influence purchase intent (Sokolova and Kefi, 2020), and according to the recent eWOM studies, it is concluded that the information adoption is among the mechanisms that may influence the purchase intention in an online environment (Ngo et al., 2024). If customer engagement is important, interactive content, customer reviews, social proof and community-based marketing should also be prioritised.
The study is also relevant for the consumers because SMM is gaining more importance in the environment of information in which consumers make buying decisions. Before consumers make a purchase they may be influenced by advertising, influencer marketing, user-generated product content and peer reviews. Recent research on UGC found that consumer-generated content can affect purchase intention, either emotionally or informatively (Sang et al., 2024); and research on UGC helpfulness revealed that source reliability and content quality can impact consumers' perception of the helpfulness of UGC (Zhuang et al., 2023).
[bookmark: __RefHeading___Toc768_1984972538][bookmark: _Toc234365275][bookmark: _Toc235838742][bookmark: _Toc238691641]1.6 Brief Methodology of the Research
The research method employed in this research is secondary research, which was used because the research questions can be answered by synthesising existing academic studies, credible industry information and publicly available information on social media marketing, buying behaviour of the consumer and e-commerce. Secondary research is suitable when the research goal can be accomplished through the synthesis and review of existing secondary data (Snyder, 2019; Xiao and Watson, 2019). This approach also eliminates the time lag and ethical considerations associated with gathering new primary data from consumers.
The study is interpretivist because it aims to interpret patterns, arguments and findings from existing studies, instead of measuring new survey responses. According to Saunders, Lewis and Thornhill (2019) research philosophy is in line with the type of knowledge that a study aims to generate. The study will seek to gain insight into the connection between social media marketing strategies and customer buying behaviour as explained by the existing literature in this context, with Amazon UK as the focal company. A structured narrative review accompanied by thematic synthesis is thus used in the research.
Secondary evidence will be analysed in a thematic way. The main topic areas will be: social media advertising, influencer marketing, eWOM, user-generated content, customer engagement, online trust and consumer buying behaviour. Thematic analysis is suitable when the common ideas and patterns that emerge can be identified both within qualitative and conceptual sources (Braun and Clarke, 2006). The literature selected will be compared and synthesised to enable the dissertation to explain what is known, consistent or inconsistent and how the evidence applies to Amazon UK.
The findings will therefore be developed using secondary analysis and critical synthesis instead of primary statistical analysis. The study will review and assess previous findings, discuss similarities and differences between studies, and relate the evidence to Amazon UK and platform-based e-commerce. Ethical issues will be addressed through accurate Harvard referencing, proper acknowledgement of other authors' work and careful interpretation of publicly available information (Braun and Clarke, 2006; Snyder, 2019).
[bookmark: __RefHeading___Toc770_1984972538][bookmark: _Toc234365276][bookmark: _Toc235838743][bookmark: _Toc238691642]1.7 Structure of the Rest of the Project
This dissertation comprises five sections. Chapter 1 presents the research topic, background and problem statement, aim, objectives of the research, research questions, this study’s significance and methodology.
The literature review is included in Chapter 2. It critically reviews the academic research on digital marketing, social media marketing strategies, customer buying behaviour, influencer marketing, eWOM, user-generated content, customer engagement and online trust. It also addresses the theories that are relevant and it also formulates the conceptual framework for the study.
Details of the research method are provided in Chapter 3. The chapter discusses the research philosophy, approach, secondary study design, source selection strategy, technique of the data analysis and ethical considerations. In this Chapter, the rationale behind the use of secondary research as opposed to primary questionnaire data is justified.
The findings, analysis and discussion are presented in Chapter 4. It integrates evidence from the selected secondary sources and examines key themes associated with the research questions then presents the results in relation to the literature review and conceptual framework.
The conclusion and recommendations are given in Chapter 5. It provides a summary of the key outcomes, addresses the research questions, offers practical and theoretical recommendations, discusses limits of the study and proposes areas for future research. The final chapter shows the academic contribution of the research and practical marketing implications.


[bookmark: __RefHeading___Toc772_1984972538][bookmark: _Toc234365277][bookmark: _Toc235838744][bookmark: _Toc238691643]CHAPTER 2: LITERATURE REVIEW
[bookmark: __RefHeading___Toc774_1984972538][bookmark: _Toc234365278][bookmark: _Toc235838745][bookmark: _Toc238691644]2.1 Introduction
The chapter critically analyses the literature regarding the impact of SMM strategies on consumer buying behaviour particularly in the e-commerce sector and then considers existing academic works related to Amazon UK. Social media marketing is analysed as a general issue as more and more retailers, marketplaces and brands are leveraging social media to reach consumers through the buying procedure (Appel et al., 2020; Dwivedi et al., 2021). This general literature is then applied to the Amazon e-commerce context, where external social media influence interacts with marketplace trust signals, recommendations and reviews.
Social media promotion, influencer advertising, electronic word-of-mouth, UGC, customer engagement, online trust and perceived risk are covered in the chapter. These areas are relevant because social media marketing consists of various activities, and consequently can impact consumers in various ways. Tuten (2021) describes social media marketing as a strategic method that involves the use of social technologies for the purpose of creating awareness, engagement and relationships with target audiences. Moreover, recent research studies have shown that there are correlations between the platform type, content type and engagement behaviour, which is important for determining the impact of social media in the e-commerce context (Shahbaznezhad, Dolan and Rashidirad, 2021).
The review is meant to be a critical rather than descriptive review. It therefore compares the contribution and limitations of previous research and pinpoints the areas in which previous research is too general, too much on purchase intention, or too disconnected to platform-based e-commerce. This method is in alignment with the recommendations for conducting literature reviews that should synthesise and summarise the evidence while also identifying gaps (Snyder, 2019; Xiao and Watson, 2019).
[bookmark: __RefHeading___Toc776_1984972538][bookmark: _Toc234365279][bookmark: _Toc235838746][bookmark: _Toc238691645]2.2 Digital Marketing and the Transformation of Consumer Buying Behaviour
Digital marketing has revolutionised the way businesses communicate with customers, enabling more data-driven, personalised and interactive communication. Digital marketing is not just about online advertising, as Chaffey and Ellis-Chadwick (2022) explain, it involves customer insight, analytics, content delivery and relationship management. In e-commerce, it is particularly crucial as customers' focus is spread across search engines, marketplaces, mobile apps and social media. Similarly, Kotler, Kartajaya and Setiawan (2021) tie contemporary marketing to personalisation facilitated by technology and human-centred value creation.
Consumer buying behaviour has five components: recognition of needs, information gathering, and alternatives assessments, buying decision and post-consumption evaluation. This process is becoming more and more non-linear in the digital environment, where consumers may switch back and forth between social media, online reviews, search engines and e-commerce platforms while making a purchase. Content format and platform can influence engagement behaviour, as shown by Shahbaznezhad, Dolan and Rashidirad (2021), meaning that consumers' response can be influenced by the way information is presented. This has implications for Amazon UK because consumers may start searching for products on social media, and then they make the final purchase decision within the Amazon marketplace environment.
Digital information is also crucial to e-commerce because products cannot be physically inspected before purchase. Online trust reduces uncertainty in digital transactions because consumers rely on platform information before deciding whether to buy (Gefen, Karahanna and Straub, 2003). Recent studies also demonstrate that the reliability of eWOM has a substantial impact on information adoption and online purchase intention, further supporting the relevance of credible digital information in online buying decision making (Ngo et al., 2024). For Amazon UK, external social media marketing can help to initially engage customers with a product, but Amazon’s internal platform signals may ultimately shape the purchase decision, such as customer reviews, ratings, product price, seller reputation, delivery options and return information. Therefore, social media marketing can form awareness and attention, while Amazon’s platform-based information can influence whether that interest becomes buying behaviour.
Digital influence is therefore not automatic but earned, as is suggested in the literature. Sponsored content that is intrusive or too commercial may be ignored by consumers, and influencer promotion may not be as effective if the credibility is low. Lou and Yuan (2019) demonstrated that message value and influencer credibility are central for influencer marketing, while Sokolova and Kefi (2020) demonstrate that credibility and parasocial interaction are correlated with purchase intention. Thus, social media marketing is not about being seen but about being credible, relevant, engaging and trusted.
[bookmark: __RefHeading___Toc778_1984972538][bookmark: _Toc234365280][bookmark: _Toc235838747][bookmark: _Toc238691646]2.3 Retail and E-Commerce Industry and Social Media Marketing
Social media marketing is defined as the practice of using social media platforms to create, distribute and communicate marketing value to consumers. According to Tuten (2021), it is a process of strategic social technologies that help to bring about awareness, interaction and relationships. Unlike traditional advertising, Social Media Marketing permits consumers to “like” and share, comment and review and even create content. The participative nature can be seen as a hybrid promotional area in which firm-created and consumer-created communication interact (Mangold and Faulds, 2009).
Social media marketing in the retail and e-commerce sector is connected to product discovery and consumer interaction. Retailers leverage social media platforms like Instagram, TikTok, Facebook, YouTube and Pinterest to market their products, show how they can be used, ask customers to leave reviews and drive traffic to their online stores. Appel et al. (2020) state that social media has transformed marketing because it has shifted the role of the consumer to actively create brand meaning and conversation in the marketplace. Similarly, because of its impact on communication, engagement and consumer decision making, digital and social media marketing is identified as a key area of future marketing research by Dwivedi et al. (2021).
Social media marketing is a communication tool and a tool to support the conversion process for e-commerce companies. Now, consumers can view a product in a TikTok video, then check out the reviews on YouTube, see comments on Instagram and buy it from Amazon UK. This journey demonstrates that Amazon UK does not operate separately from the wider social media environment. Recent studies indicate that the differences between content and platforms can influence the behaviour of users, which reinforces the importance of analysing social media strategies instead of considering social media as a single medium (Shahbaznezhad, Dolan and Rashidirad, 2021).
However, the literature findings are mixed on the influence of social media marketing. Positive correlations between social media marketing, attitude, engagement and purchase intent are described in some studies (Shareef et al., 2018; Dwivedi et al., 2021). There are other studies in the literature that indicate that mediating factors like credibility, information adoption, trust, and consumer engagement, play a more critical role than direct exposure when it comes to purchase intention (Kim and Kim, 2021; Ngo et al., 2024). This aligns with the current dissertation's emphasis on specific strategies like advertising, influencer marketing, eWOM and user-generated content.
[bookmark: __RefHeading___Toc780_1984972538][bookmark: _Toc234365281][bookmark: _Toc235838748][bookmark: _Toc238691647]2.4 Social Media Advertising and Consumer Buying Behaviour
Social media advertising is one of the most visible social media marketing strategies. This includes messaging in social media platforms targeted to users based on their interests, demographics, browsing activity and engagement. Persuasive elements in Facebook advertising can affect the attitude of the consumers, as shown by Shareef et al. (2018), which indicates that social media advertising can affect initial consumer responses. These ads can be used to attract people from a social media platform to a marketplace like Amazon UK in the e-commerce industry.
Social media advertising can influence consumer awareness and interest from the consumer behaviour viewpoint. There is a model that explains the influence of advertising, namely the attention-interest-desire-action (AIDA) model (Strong, 1925). In the digital retail space, it can be done through visual design, short videos, promotions and personalised recommendations. For Amazon UK, this may occur when consumers see a product advertised outside Amazon and then search for it within the Amazon marketplace.
However, social media ads are not always effective due to perceived intrusiveness and trust. Personalisation can increase relevance when consumers find useful products, but it can also create discomfort if consumers feel that their personal data is being overused. Data and analytics are crucial to digital marketing, both for targeting and for managing trust concerns, as stated by Chaffey and Ellis-Chadwick (2022). This is a crucial aspect for Amazon UK, as whilst social media ads can generate traffic, the actual checkout could rely on reviews and ratings, price confidence and delivery information.
Social media advertising can thus be seen as being part of a larger digital process of decision making. Awareness can be raised through an ad, but evidence can be provided through reviews and eWOM that reduces uncertainty prior to purchase. Cheung and Thadani (2012) demonstrate that eWOM influence is related to the source credibility and information usefulness. Ngo et al. (2024) conducted a more recent study which confirms that information adoption is one of the key factors that influence intention to purchase online, and this indicates that advertising can be more effective, when accompanied by credible social proof.
[bookmark: __RefHeading___Toc782_1984972538][bookmark: _Toc234365282][bookmark: _Toc235838749][bookmark: _Toc238691648]2.5 Influencer Marketing and Consumer Trust
Consumers increasingly turn to online personalities for product information and recommendations, making influencer marketing a key social media strategy. According to Lou and Yuan (2019), the effectiveness of influencers is related to message value and source credibility. Sokolova and Kefi (2020) also reveal a connection within purchase intention and parasocial interaction and influencer credibility. These findings suggest that consumers might be reacting to influencers because they seem more relatable and trustworthy than traditional ads.
In retail and e-commerce, influencer marketing can help to create a sense of social proof and humanise products. In fact, Casaló, Flavián and Ibáñez-Sánchez (2020) indicate that Instagram opinion leadership influences consumer propensity to engage with and follow advice from influencers. Kim and Kim (2021) also associate the credibility of an influencer campaign with purchase-related reactions. This is important for Amazon UK as influencers can showcase products, compare options and send users to Amazon product pages or affiliate links.
There are also some drawbacks with influencer marketing. A negative persuasive effect can be reduced if consumers think the recommendation is just a commercial. Disclosure also can help to make the content more transparent, but it can also remind consumers that the content is sponsored (Ki et al., 2020). Influencer effectiveness is not just about the number of followers and can be determined by engagement, outreach, sentiment and growth across platforms as demonstrated by Arora et al. (2019). So, instead of just visibility, the key to consider for Amazon influencers is credibility, fit and engagement.
Although the literature supports this, there is a limitation in the literature. The literature related to influencers is mainly dedicated to purchase intention instead of actual purchase behaviour (Sokolova and Kefi, 2020; Kim and Kim, 2021). This is important for Amazon UK because someone might see a post from an influencer and decide to purchase, but then not do so when it comes to price, the quality of the reviews, delivery timing or the seller.
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EWOM refers to word-of-mouth communication generated by consumers around products, services, or brands through electronic channels. Hennig-Thurau et al. (2004) describe eWOM as affirmative or negative consumer statements that can be shared with others via the Internet. In e-commerce, eWOM includes ratings, online reviews, comments, recommendations and social media conversations. Cheung and Thadani (2012) suggest that eWOM influences consumer actions by influencing the source credibility, the message quality, and the information utility.
Recent studies show that eWOM holds continuing relevance in the social media ecosystem and online retail environment. According to Ngo et al. (2024), perceived usefulness and information adoption are found to be influenced by eWOM credibility, and adoption of the information, in turn, emerges as a critical determinant that affects online purchase intention. For Amazon UK, this is important because customers tend to rely on reviews and ratings to assess the quality of a product, the credibility of the seller and the reliability of information provided to help them make an online purchase decision. A consumer might see a product on social media but read the Amazon reviews first before they make a purchase.
The impact of eWOM does not just apply to positive reviews. Negative reviews can influence purchasing decisions by helping to raise awareness of product issues such as problems with delivery or product descriptions. According to Cheung and Thadani (2012) the strength of the argument and the utility of information are two important factors in eWOM influence. A detailed negative review could be more convincing than a positive review that is lacking in detail. This is significant for Amazon UK as it can impact customers' trust in individual products and Marketplace sellers.
There are also issues that have been recognised in the literature, such as fake reviews and manipulated ratings. However, if customers are not convinced that the review is genuine, the influence of eWOM could diminish and the trust of the platform could be influenced. McKnight and Chervany (2001) define trust as competence, benevolence and integrity - all of which are relevant when consumers assess information in online marketplaces. Similarly, the findings by Ngo et al. (2024) specify that credibility of the information plays a pivotal role in the adoption of eWOM, further underlining the importance of having credible review platforms. Thus, eWOM should be considered as a promotional tool but also as a tool to evaluate risk and credibility in the Amazon UK marketplace.
[bookmark: __RefHeading___Toc786_1984972538][bookmark: _Toc234365284][bookmark: _Toc235838751][bookmark: _Toc238691650]2.7 UGC and Consumer Engagement
User-generated content (UGC) is content created by consumers, not the brands themselves. It can contain product photos, videos, reviews, unboxing videos, social media posts, comments, tutorials, and/or testimonials. According to Kaplan and Haenlein (2010), social media provides users the ability to generate and share content, thus shifting the power dynamics between organisations and consumers. UGC is beneficial in digital retail because it offers experience-based product information from the consumer's point of view.
UGC can affect consumers' purchasing decisions by boosting perceived authenticity. Brand-generated content may be considered persuasive and commercial, and user-generated content may be considered honest and experience-based. For instance, a real customer's product photo is more trusted than a professionally edited ad. This is especially important in e-commerce, where there is a greater degree of uncertainty about the product when a consumer cannot see it in person. Photos of customers using the product, videos of customers reviewing the product, social media videos of customers unboxing the product, and product demonstrations can help to alleviate the uncertainty and boost the confidence of the buyer in the Amazon UK context.
However, there are also some limitations to UGC. Not all user-generated content is accurate, balanced or representative. The provided information could be overstated, emotionally charged or trendy. Moreover, social media algorithms might spread content that is more engaging rather than the most accurate. This can lead consumers to sometimes pay attention to the popularity cues they see instead of considering the quality of the product. Thus, the effect of UGC on consumers' behaviour relies on the perceived credibility, relevance and consistency with other information sources.
Customer engagement is also an important factor to consider when discussing UGC, as consumers who are engaging with the content of a brand or product could become more involved in the buying process. According to Brodie et al. (2011), customer engagement is a psychological condition characterised by cognitive, emotional and behavioural aspects. Engagement in SMM can be defined as likes, comments, shares, saves, clicks, reviews, or the creation of content. Engagement is important as it could help to reinforce the link between marketing exposure and buying behaviour. A consumer who is actively engaging with product content is more likely to remember the product, compare alternatives and go on to buy the product. Engagement can also be understood as a process through which customers move from initial interaction toward stronger relational and behavioural responses (Bowden, 2009).
Engagement can take place in external and internal digital environments for Amazon UK. Consumers can interact with the product content on Instagram, TikTok or YouTube, and then interact with Amazon product pages, reviews and recommendations. This makes for a multi-platform engagement experience. Therefore, the prior research suggests that customer engagement may mediate the relationship between social media marketing strategies and consumer buying behaviour. That is, social media marketing can also affect purchasing decisions, in part because of the effect it can have on consumers' engagement with products, brands or marketplace information.
[bookmark: __RefHeading___Toc788_1984972538][bookmark: _Toc234365285][bookmark: _Toc235838752][bookmark: _Toc238691651]2.8 Online Trust, Perceived Risk and Platform-Based E-Commerce
Online trust is a key component of e-commerce because a consumer cannot physically inspect the product, interact with the seller directly or hold the product in their hands before deciding to purchase. Gefen, Karahanna and Straub (2003) offer empirical evidence of the ways in which trust can help to facilitate e-commerce by reducing uncertainty. McKnight and Chervany (2001) define trust as the perception of competence, benevolence and integrity. In platform-based retail, these dimensions can be manifested in a platform like seller ratings, secure payment systems, delivery reliability and return policies.
Financial risk, functional performance risk, data privacy risk, delivery risk and time risk are all risks for online retail that can be seen as perceived risk. Social media marketing can help to mitigate risk when it offers credible information and reliable recommendations, but also raise risk when it seems manipulative or misleading. Based on recent eWOM evidence, a credible message and information adoption are important elements in shaping online purchase intention (Ngo et al., 2024). Thus, the outcome from social media marketing relies on buyers' trust in the information provided.
Amazon UK has strong platform recognition, but this recognition does not automatically extend to every product or seller. A consumer might be confident that Amazon is a marketplace but not so sure about a third-party seller or the quality of the product. Kim and Park (2013) show that the distinct properties of social commerce can affect the trust and trust performance, suggesting that the features of the marketplace and social information can work together. The recommendation from an influencer could certainly cause someone to consider purchasing but Amazon reviews and delivery guarantees could be what makes the difference between whether a consumer purchases or abandons the decision.
Online trust is also related to the Technology Acceptance Model. Perceived usefulness and perceived ease of use are important factors in technology acceptance, according to Davis (1989). Platform convenience, product search, recommendation systems and checkout processes can facilitate the buying behaviour in Amazon UK. Social media marketing can influence the initial stages of awareness and evaluation, and platform trust and usability can influence conversion.
[bookmark: _Toc234365286][bookmark: _Toc235838753][bookmark: _Toc238691652]2.9 Theoretical Foundation: AIDA, TPB and TAM
[bookmark: __RefHeading___Toc790_1984972538]This study is underpinned by the AIDA model, the Theory of Planned Behaviour and the Technology Acceptance Model. AIDA is a model that describes how marketing affects attention, interest, desire and action (Strong, 1925). Visual ads, influencer content and viral UGC can capture attention in social media marketing. The information from the product may lead to interest, desire may be reinforced with social proof, and action may take place when buying the product at Amazon UK.
The Theory of Planned Behaviour (TPB) is adopted to clarify behaviour, which comprises attitudes, subjective norms and perceived behavioural control (Ajzen, 1991). Social media marketing can influence attitude by affecting consumers’ product evaluations. Subjective norms can be influenced by consumers' peers' opinions, review communities and influencer recommendations through influencer marketing and eWOM. Factors to consider in Amazon UK that could influence perceived behavioural control include product availability, price transparency, delivery options and ease of purchase.
The relevance of the Technology Acceptance Model is due to the fact that Amazon UK is a digital platform. Davis (1989) states that the factors of perceived usefulness and perceived ease of use affect technology acceptance. In online shopping, Gefen, Karahanna and Straub (2003) demonstrate the role of trust. Thus, the TAM helps to account for the increased purchase intent of consumers with regard to Amazon UK when they consider their experience as useful, easy to use and trustworthy.
Using these theories together provides a stronger explanation than relying on one theory alone. AIDA explains the communication path from awareness to action, TPB explains social influence and attitudes, and TAM explains digital platform acceptance. This mix works well as Amazon UK users' purchase decisions are influenced by social media and the conditions of e-commerce on Amazon.
[bookmark: __RefHeading___Toc792_1984972538][bookmark: _Toc234365287][bookmark: _Toc235838754][bookmark: _Toc238691653]2.10 Conceptual Background
The conceptual framework of this research is grounded in the connection between social media marketing strategies, customer engagement and consumer buying behaviour. The independent variables are social media advertising, influencer marketing, electronic word-of-mouth and user-generated content. Previous studies also found that advertising can influence attitudes of consumers (Shareef et al., 2018); that the influencer credibility can affect the buying intention of consumers (Kim and Kim, 2021); that the credibility of eWOM can influence the adoption of information (Ngo et al., 2024); and that the quality of UGC can affect helpfulness and purchase-related responses of consumers (Zhuang et al., 2023; Sang et al., 2024).
Customer engagement is incorporated as a mediator variable as it may also influence consumer buying behaviour by interacting with the content of social media. Brodie et al. (2011) suggest that engagement has three dimensions: cognitive, emotional and behavioural. Shahbaznezhad et al. (2021) argue that the content format and platform of social media affect engagement behaviour. This reinforces the theory that exposure to social media marketing is more meaningful when it encourages consumers to like, comment, share, click, save, review or compare products.
In this framework, consumer buying behaviour is the dependent variable. It is influenced by both external and internal social media content, including videos on TikTok, posts on Instagram, and reviews on YouTube, ads on Facebook, seller information, sponsored posts, delivery details and return policies. Thus, social media influence operates together with e-commerce platform cues.
The conceptual relationship can be explained as follows:
[image: ]
Figure 2.1: Conceptual Relationship (Source: Author)
There can also be direct effects of some strategies. A credible recommendation from a trusted influencer can directly impact product consideration, and a positive review may alleviate the perceived risk at the time of purchase. Engagement, however, is included as a mediator since consumers need to interact with information before the exposure of the information becomes behaviourally meaningful (Shahbaznezhad, Dolan and Rashidirad, 2021). This interpretation is in line with customer engagement theory and recent studies suggesting content characteristics influence engagement behaviour (Brodie et al., 2011).
[bookmark: __RefHeading___Toc794_1984972538][bookmark: _Toc234365288][bookmark: _Toc235838755][bookmark: _Toc238691654]2.11 Research Gap
Social media marketing has been documented as a key factor in influencing consumers' attitudes, engagement and purchase-related behaviour. However, several gaps remain in the current research. First, numerous studies examine social media marketing in a general sense without analysing the specific impact of each type of social media marketing; these include social media advertising, influencer marketing, eWOM and user-generated content. While Alalwan et al. (2017), Appel et al. (2020) and Dwivedi et al. (2021) offer useful field-level insights into social media marketing, they are too broad to explain the operation of each individual strategy in Amazon UK's platform-based e-commerce context. This makes it challenging to determine which strategy is most applicable in guiding consumer purchasing.
Secondly, much of the literature available is based on purchase intention and not on the actual purchasing behaviour. Sokolova and Kefi (2020) study the relationships between influencer credibility and purchase intention; Kim and Kim (2021) explore the relationships between influencer marketing campaign credibility and purchase intention; and Ngo et al. (2024) investigate the relationships between eWOM information adoption and online purchase intention. The studies are valuable because purchase intention reflects consumers' willingness or likelihood of purchase. But intention does not necessarily translate to purchase behaviour—other factors can also affect the actual buying decision, such as price, delivery, seller credibility, product availability, platform trust and return convenience. It is also significant in the Amazon UK environment, where social media can create consumer interest, but the actual conversion to a sale may be influenced by signals that may be specific to the platform within Amazon.
Third, there are a number of studies that discuss social media marketing in the context of the wider social commerce or digital marketing landscape, but not in platform-based e-commerce marketplaces like Amazon UK. For example, Casaló, Flavián and Ibáñez-Sánchez (2020) study the use of Instagram as an opinion leader, Shahbaznezhad, Dolan and Rashidirad (2021) explore the implications of the content format and engagement on the social media platform, and Sang et al. (2024) analyse the relationship between the UGC and the intention to make a purchase on a digital platform. While the studies offer valuable insights, the results must be interpreted with caution in the context of Amazon UK which also influences consumers' decision-making process through marketplace reviews and ratings, seller competition, sponsored listings, delivery reliability and recommendation systems.
Fourth, some previous studies are conducted on certain consumer segments, product categories or geographic markets, which can make them less applicable to the UK e-commerce consumers. Specifically, Sokolova and Kefi (2020) consider fashion and beauty bloggers in France, whereas Sang et al. (2024) explore electronic products in Vietnam. Understanding the broader picture of UK e-commerce shopping behaviour is important, as Amazon UK shoppers might be more likely to be exposed to social media, comparing products, being influenced by marketplace trust signals, have delivery expectations and develop post-purchase confidence. The descriptive strength of social media marketing can be overstated or misinterpreted if these broader implications are not taken into account.
This dissertation aims to address these gaps by synthesising cross-industry literature on social media marketing and analysing these in the specific company context of Amazon UK. This is both an academic and practical gap. Academically, this study links the social media marketing literature with the behaviour within platform-based e-commerce. In real terms, it can provide Amazon UK sellers, digital marketers and e-commerce managers with insights into which social media tactics are most likely to influence consumers' purchasing choices. This evidence-based approach is important because marketing programmes should be targeted toward marketing strategies that are supported by credible evidence rather than assumptions.
[bookmark: __RefHeading___Toc796_1984972538][bookmark: _Toc234365289][bookmark: _Toc235838756][bookmark: _Toc238691655]2.12 Conclusion
This chapter has critically examined literature regarding social media marketing strategies and consumer buying behaviour and centred its focus on the e-commerce industry and Amazon UK. The review reveals that digital marketing has now created a multi-platform consumer journey, where consumers engage with ads, influencers, reviews, and user-generated content and platform trust signals before buying. This is in line with the latest research of digital and social media marketing transformation (Appel et al., 2020; Dwivedi et al., 2021).
The review also reveals that each of the social media marketing strategies has different effects on consumers. Advertising on social media can be effective in raising awareness, provided it is relevant and credible (Shareef et al., 2018). The credibility of the influencer, parasocial interaction, and opinion leadership (Sokolova and Kefi, 2020; Casaló, Flavián and Ibáñez-Sánchez, 2020) can all affect consumers. EWOM can help reduce uncertainty when the information is credible and consumers accept it (Ngo et al., 2024). UGC is found to be effective for improving authenticity and helpfulness when the content quality is high and the source reliability is high (Zhuang et al., 2023; Sang et al., 2024).
The chapter positioned the theoretical bases using AIDA, TPB and TAM. AIDA is the theory that describes the process of how marketing communication can initiate a consumer's journey from attention to action (Strong, 1925). TPB is the theory that describes how attitudes, social norms and perceived behavioural control are related to behavioural intention (Ajzen, 1991). TAM explains that perceived usefulness and ease of use influence technology acceptance (Davis, 1989). The conceptual framework identifies social media advertising, influencer marketing, eWOM and UGC as independent variables, customer engagement as the mediating variable and consumer buying behaviour as the dependent variable. The gap identified supports the need to explore social media marketing in platform-based e-commerce environments like Amazon UK.
The subsequent section discusses the methodology used to investigate this relationship through secondary research. It justifies the research philosophy, approach, design, data source selection, analysis method and ethical considerations.
[bookmark: __RefHeading___Toc798_1984972538][bookmark: _Toc234365290]

[bookmark: _Toc235838757][bookmark: _Toc238691656]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: __RefHeading___Toc800_1984972538][bookmark: _Toc234365291][bookmark: _Toc235838758][bookmark: _Toc238691657]3.1 Introduction
In this chapter, the methodology adopted to study the effect of social media marketing strategies on consumer buying behaviour in the context of Amazon UK is explained and justified. A secondary research design is employed as the research questions can be addressed using an evaluative review and synthesis of existing academic and industry evidence. Secondary research is suitable when the study can fulfil its goals through reviewing and synthesising existing academic and industry papers (Xiao and Watson, 2019; Snyder, 2019).
The chapter discusses the research philosophy, assumptions, design, approach, data collection method, source selection, analysis strategy and ethical considerations. Saunders, Lewis and Thornhill (2019) suggest that research design should be appropriate to the purpose of the study and the type of evidence needed. Considering that this dissertation aims to interpret the current evidence with respect to social media marketing and consumer buying behaviour, a secondary literature-based approach is suitable.
The approach used is based on a thematic synthesis of secondary data. Main themes include social media advertising, influencer marketing, eWOM, user-generated content, customer engagement and online trust and consumer buying behaviour. This allows the dissertation to assess the broader e-commerce market and relate the discussion to Amazon UK.
[bookmark: __RefHeading___Toc802_1984972538][bookmark: _Toc234365292][bookmark: _Toc235838759][bookmark: _Toc238691658]3.2 Philosophical Assumptions of the Study
Research philosophy is the set of assumptions that form the basis for the understanding, collection and interpretation of knowledge. Saunders, Lewis and Thornhill (2019) describe the influence of philosophy on assumptions about reality, knowledge and values of the researcher. This dissertation uses secondary research, so the philosophy used is interpretivist. Interpretivism is appropriate because the study is intended to interpret meaning, patterns and arguments that already exist in literature, rather than measuring new survey responses.
The ontological assumption in the study is that consumer buying behaviour is socially and digitally constructed. Consumers are not influenced only by rational, one-off evaluations; their buying choices can also be shaped by social media content, reviews, influencers and platform-based trust signals. According to literature, there is evidence to show that social media marketing functions as a key driver of consumer engagement and purchase-related responses (Dwivedi et al., 2021; Shahbaznezhad, Dolan and Rashidirad, 2021).
The epistemological assumption is that knowledge about the research topic can be created through critically reviewing and synthesising existing evidence. Snyder (2019) argues that literature reviews can be used as a research methodology when they are systematic, transparent and analytical. Xiao and Watson (2019) also state that research using the review approach should carefully specify the scope, choose relevant studies and synthesise the results carefully. This is consistent with a structured secondary research approach.
The axiological assumption suggests that the researcher must be transparent in interpreting the evidence and that the researcher must not cite selectively, misrepresent, or make unsupported claims. Secondary research is based on primary research that is already published, so key arguments should be directly linked to the relevant in-text citations and not made as general statements. Claim-based citation is thus employed to allow for tracking of each significant interpretation to academic or industry-based evidence (Snyder, 2019; Xiao and Watson, 2019).
[bookmark: __RefHeading___Toc804_1984972538][bookmark: _Toc234365293][bookmark: _Toc235838760][bookmark: _Toc238691659]3.3 Study Design and Rationale
Secondary research is also supported by the general rules of research design, as it is possible to use existing academic and documentary evidence in dissertation research, if primary research is not possible or necessary. Creswell and Creswell (2018) state that research design should be congruent with the research problem and existing evidence, while Robson and McCartan (2016) argue that research design in the real world should be both rigorous and practical. This reflects the choice not to undertake new questionnaire data collection.
The research design is a secondary design based on a literature-based structured narrative review. A secondary design will be suitable as the dissertation does not gather new data from Amazon UK consumers. Instead, it provides information from peer-reviewed journal articles, academic books as well as credible industry sources that already address the topics of social media marketing, e-commerce and consumer behaviour. Saunders, Lewis and Thornhill (2019) argue that secondary data may offer substantial utility if it is relevant, credible and appropriate to the research goals.
A structured narrative review is appropriate because the dissertation does not seek to perform a statistical meta-analysis, but rather to discuss the evidence in relation to several related themes. According to Snyder (2019), literature reviews can be helpful for outlining a field, uncovering gaps, and creating conceptual understanding. Xiao and Watson (2019) also argue that strict evaluation demands well-defined search limits, inclusion criteria and transparent synthesis. This helps to conduct a structured literature review on SMM strategies and buying behaviour.
The design also considers the bigger picture of the e-commerce and social media marketing sector and how this is applied to Amazon UK. The broader literature reveals that social media marketing strategies are used in a range of retail/e-commerce contexts, and the Amazon UK context enables these broader trends to be understood within the context of a platform-based marketplace. This design is more feasible than primary research because it does not involve designing a questionnaire, the recruitment of new participants, new ethics approval, or primary statistical analysis.
Alternative designs were considered and were not chosen. A primary quantitative survey was an option, but would need to be carried out with respondents, receive ethics approval and take time to collect data. A qualitative interview design may offer more in-depth individual-level information, but would not be appropriate for the secondary evidence-based purpose of the revised study. Therefore, the most appropriate and feasible design to be adopted, given the available dissertation time period, is a secondary literature-based design.
[bookmark: __RefHeading___Toc806_1984972538][bookmark: _Toc234365294][bookmark: _Toc235838761][bookmark: _Toc238691660]3.4 Methodological Approach 
The study follows an abductive-interpretive approach. A deductive approach would be one where the hypotheses are already formulated and tested with new numerical data, and an inductive approach would be where the theory is created based on new data from qualitative evidence. Existing theories (AIDA, TPB and TAM) are employed to provide guidance for interpretation in this dissertation, but findings are built up through integration of secondary evidence across the literature. Saunders, Lewis and Thornhill (2019) explain such flexibility as being appropriate when research shifts from theory to evidence.
Theories that already exist are still relevant and can be used to structure the analysis. AIDA stands for attention, interest, desire and action, used to stimulate discussion of the potential of social media marketing to take consumers from attention to action (Strong, 1925). Attitude, subjective norms and perceived behavioural control (Ajzen, 1991) are included in TPB. TAM is employed in the context of the utility, ease and trust of digital platforms (Davis, 1989; Gefen, Karahanna and Straub, 2003). These ideas are not judged on the basis of new survey data, but rather are used as interpretive lenses to examine the secondary evidence.
This approach is suited for the Amazon UK focus as the dissertation employs generic industry evidence for a specific platform-based e-commerce setting. The review assesses what existing studies say about social media advertising, influencer marketing, eWOM, UGC and engagement, and then reflects on how these findings may be relevant for Amazon UK. This permits the study to be grounded in academia, while still providing practical consequences for e-commerce marketers.
[bookmark: __RefHeading___Toc808_1984972538][bookmark: _Toc238691661]3.5 Secondary Data Collection and Source Selection
The empirical framework of this study uses secondary data. The dissertation is based on peer-reviewed academic journal articles, academic books, research methodology texts, credible industry reports and publicly available sources on social media marketing, e-commerce, consumer buying behaviour and Amazon UK. Peer-reviewed journal articles are preferred as they offer academically reviewed evidence. Academic books are used primarily to back up existing theories and methodological decisions, and industry sources are selected and used to give market and company context.
Sources are chosen based on their relevance, credibility, currency and connection with the research questions. Recent sources from 2020 onwards are preferred when they discuss the recent trends in social media marketing, e-commerce, influencer marketing, eWOM, UGC, customer engagement and online trust. Older sources are retained only where they provide foundational concepts or theories, such as the Theory of Planned Behaviour (Ajzen, 1991), the Technology Acceptance Model (Davis, 1989), the eWOM theory (Hennig-Thurau et al., 2004), the online trust theory (Gefen, Karahanna and Straub, 2003), and the thematic analysis (Braun and Clarke, 2006). The keywords include: Social media marketing, Consumer buying behaviour, E-commerce, Amazon UK, Influencer marketing, Electronic word-of-mouth, online reviews, User-generated content, Customer engagement, and online trust. This is aligned with the recommended approach to literature-based research where the selection of sources should be clear and related to the aim of the research (Snyder, 2019; Xiao and Watson, 2019).
The six-phase thematic analytic framework (Braun and Clarke, 2006; Braun and Clarke, 2021; Byrne, 2022) is used to analyse the selected secondary sources. This method is suitable as it does not involve gathering primary data through questionnaires, as the study seeks to recognise, structure, and explain the recurring patterns within the current academic and industry research. The six stages are used in the following way.
First, familiarisation with the data involves repeatedly reading academic articles, industry reports and Amazon-related sources. At this point, focus is placed on the discussion of social media advertising, influencer marketing, eWOM, UGC, customer engagement, trust and buying behaviour in each source. This helps to build a general impression of the evidence base prior to formal coding.
Second, initial coding involves labelling repeated ideas found within the selected secondary sources. Codes are developed for issues such as advertising relevance, influencer credibility, affiliate links, review trust, fake review risk, UGC authenticity, customer engagement, seller reputation, delivery expectations and platform trust signals. These codes help to divide the evidence into smaller analytical units.
Third, searching for themes includes aligning associated codes into bigger themes. The codes are grouped under themes for this dissertation, including multi-touch consumer journey, social media advertising, influencer and affiliate marketing, eWOM and online reviews, UGC and engagement, and online trust in platform-based e-commerce.
Fourth, the evaluation of themes is to make sure that there is sufficient evidence to support each theme and that it directly addresses the research questions. At this stage, weak or overlapping themes are refined and themes are checked against the conceptual framework between social media marketing strategies and customer engagement/consumer buying behaviour.
Fifth, the definition and naming of themes includes clarifying meaning and focus of each theme. Every theme is provided with a clear title which captures both the literature and the Amazon UK context. This means the analysis is not just a general one on social media marketing, but one that interprets the evidence with respect to a marketplace based on social media.
Sixth, producing the report involves presenting the final themes in Chapter 4 with relevant in-text citations, critical discussion and links to the research questions. The findings are thus presented in a structured way, in terms of thematic analysis and critical synthesis, not in an unsupported description. To increase the credibility of the analysis, peer-reviewed sources are preferred, new empirical research is used to support recent arguments, and older sources are included only if they offer tried and tested theoretical or methodological frameworks.
[bookmark: __RefHeading___Toc810_1984972538][bookmark: _Toc234365296][bookmark: _Toc235838763][bookmark: _Toc238691662]3.6 Ethical Integrity and Research Conduct
Although no primary data is gathered from human subjects, ethical issues still apply. The research does not involve the creation of new participant risk because no questionnaire, interview or focus group will be conducted. However, secondary research does need to be approached with ethical consideration of sources, interpretation of evidence and academic referencing (Saunders, Lewis and Thornhill, 2019).
The main ethical issue is academic integrity. The Harvard referencing convention should be used to correctly cite all sources used in the dissertation. Snyder (2019) states that literature review methodology should be done in a transparent and accurate way using evidence. The researcher needs to therefore avoid plagiarism by clearly distinguishing between the ideas of the previous authors and the interpretation of the researcher. Cited ideas should also be paraphrased because they are still drawn from other sources of information.
The study will also be transparent in terms of the selection of sources and interpretation. The researcher will not falsely attribute previous work, or selectively cite studies to support a position. If mixed ideas are found in the literature, the dissertation will acknowledge these and discuss why. This helps to ensure that the secondary analysis maintains credibility, research based on review should be balanced, explicit and systematic (Tranfield, Denyer and Smart, 2003; Xiao and Watson, 2019).
There are no data protection concerns as no new personal data will be collected. No attempt will be made to access confidential Amazon UK data, private consumer records or non-public company data. All information about companies/industries will be available to the public and correctly cited. This is in line with the updated secondary methodology and also prevents the ethical issues of gathering new participant information.
[bookmark: __RefHeading___Toc812_1984972538][bookmark: _Toc234365297][bookmark: _Toc235838764][bookmark: _Toc238691663]3.7 Conclusion
This chapter has outlined an explanation and justification of the methodology employed in this dissertation. The study is interpretivist because it is an interpretation of existing evidence, not an assessment of new questionnaire responses. The research design is secondary and literature-based, using a structured narrative review and thematic analysis. This methodology is suitable as it facilitates the analysis of Amazon UK to be applied to the wider e-commerce industry (Snyder, 2019; Xiao and Watson, 2019).
The chapter has justified the use of secondary data as it is feasible, time efficient and appropriate for the research objectives. Sources relevant to the subject will be gathered from peer-reviewed academic articles, books and credible sources from the industry. These sources will be chosen based on relevance, credibility, timeliness and relationship to the research questions. Using thematic synthesis, evidence will be analysed in relation to social media advertising, influencer marketing, eWOM, user-generated content, customer engagement, online trust and consumer buying behaviour (Braun and Clarke, 2006).
Ethical issues also have been discussed. The study does not gather primary data but it still requires academic integrity through accurate citation, transparent source selection, careful interpretation and plagiarism avoidance. In general, the methodology is appropriate, practicable and consistent with the research objective, aim and research questions. The results of this secondary evidence will be presented, analysed, and discussed in the following chapter.


[bookmark: _Toc234365298][bookmark: _Toc235838765][bookmark: _Toc238691664]CHAPTER 4: FINDINGS, ANALYSIS AND DISCUSSION
[bookmark: _Toc234365299][bookmark: _Toc235838766][bookmark: _Toc238691665]4.1 Introduction
This chapter presents the results of secondary research and a discussion of the results in connection with the research aims, research questions and literature review. The chapter does not present new survey data because the methodology uses secondary research rather than primary questionnaire data. Instead, it relies on academic studies, industry reports and other publicly available sources to draw conclusions focusing on the behavioural outcome of SMM strategies on consumer purchasing behaviour, in the context of e-commerce and more specifically Amazon UK.
The analysis is based on the themes as secondary literature-based research involves the researcher to compare, interpret and integrate the existing information rather than present raw data from the field. Where the goal is to uncover common themes or patterns across studies and relate them to a particular business setting, thematic synthesis can be used (Braun and Clarke, 2006). Additionally, structured literature review guidance helps to use transparent categories and source selection for management research (Tranfield, Denyer and Smart, 2003; Snyder, 2019). Hence, the evidence is presented in six areas in this chapter: social media as a multi-touch consumer journey; social media advertising; influencer marketing and affiliate marketing; electronic word-of-mouth; user-generated content and customer engagement; and online trust in platform-based e-commerce.
The discussion is industry-wide, but still remains focused on Amazon UK. The general retail and e-commerce literature has been employed to gain an understanding of the impact of social media marketing on consumer behaviour throughout the retail and e-commerce landscape. Amazon UK provides the company-centred context for these patterns, especially with regard to ratings, customer reviews, seller reputation, sponsored listings, delivery reliability and the recommendation systems.
[bookmark: _Toc234365300][bookmark: _Toc235838767][bookmark: _Toc238691666]4.2 Secondary Evidence Base and Analytical Presentation
The secondary evidence base consists of conceptual studies, empirical studies, systematic reviews, platform-based studies and reputable industry sources. Social media marketing is dynamic and recent research is given priority, given the rapid changes in the marketing landscape, especially the emergence of short-form video, creator-led commerce, algorithmic recommendation, and retail media advertising (Appel et al., 2020; Dwivedi et al., 2021). Older sources are only included when they serve as foundation theory, such as the AIDA model, the Theory of Planned Behaviour, the Technology Acceptance Model, eWOM theory and online trust theory (Strong, 1925; Ajzen, 1991; Davis, 1989; Hennig-Thurau et al., 2004; Gefen, Karahanna and Straub, 2003).
The main types of evidence considered in the study are summarised in Table 4.1. The table is not intended to include every source used in the dissertation, but it shows that the findings are based on a recognised academic or industry source. This helps to facilitate a claim based approach where key points of analysis are connected to a specific citation rather than a statement that is not backed up.
Further, the relevance of a secondary e-commerce study is highlighted by the UK context. According to Ofcom (2024), online use is a key element of everyday life for UK consumers, and (Kemp, 2025) indicates that the use of internet, mobile and social media remains significant in the United Kingdom. These sources indicate that Amazon UK can be seen as being part of a broader digital retail landscape and not a stand-alone company example.
Table 4.1: Secondary Evidence Matrix for Social Media Marketing, E-Commerce and Amazon UK
	Evidence area
	Key sources
	Main finding from literature
	Relevance to Amazon UK

	Digital/social media marketing
	Appel et al. (2020); Dwivedi et al. (2021); Tuten (2021)
	Social media has shifted marketing from one-way communication to interactive, data-driven and participatory communication.
	Amazon UK operates within a wider digital ecosystem where consumer journeys often begin outside the Amazon platform.

	Consumer journey and online retail
	Lemon and Verhoef (2016); Stephen (2016); Kotler, Kartajaya and Setiawan (2021)
	Consumer buying behaviour is shaped by multiple digital touchpoints rather than a simple linear funnel.
	Amazon purchases may be influenced by TikTok videos, Instagram posts, YouTube reviews and Amazon product pages together.

	Social media advertising
	Shareef et al. (2018); Voorveld et al. (2018); Dash et al. (2024b)
	Advertising can increase awareness and relevance, but excessive or poorly targeted advertising may create scepticism.
	Amazon sponsored listings and external social ads may guide consumers, but transparency and relevance remain important.

	Influencer marketing
	Lou and Yuan (2019); Sokolova and Kefi (2020); Kim and Kim (2021); Migkos et al. (2025)
	Influencer credibility, expertise and perceived authenticity influence consumer attitudes and purchase-related responses.
	Amazon-related influencer links and product recommendations can influence discovery and evaluation before purchase.

	eWOM and reviews
	Cheung and Thadani (2012); Filieri (2016); Ngo et al. (2024); CMA (2025)
	Reviews and peer recommendations reduce uncertainty, but fake reviews weaken trust.
	Amazon UK depends heavily on review credibility, ratings and review integrity for purchase confidence.

	User-generated content
	Kaplan and Haenlein (2010); Shahbaznezhad, Dolan and Rashidirad (2021); Zhuang et al. (2023); Sang et al. (2024)
	UGC improves perceived authenticity when content appears credible, relevant and experience-based.
	Customer photos, unboxing videos and review content can make Amazon products more tangible to consumers.

	Customer engagement
	Brodie et al. (2011); Hollebeek, Glynn and Brodie (2014); Dessart, Veloutsou and Morgan-Thomas (2015)
	Engagement has cognitive, emotional and behavioural dimensions that can strengthen consumer-brand relationships.
	Engagement can occur before Amazon purchase through social media interactions and during purchase through reviews and ratings.

	Online trust and risk
	Pavlou (2003); Gefen, Karahanna and Straub (2003); Kim, Ferrin and Rao (2008)
	Trust reduces perceived risk and supports online transaction behaviour.
	Amazon UK benefits from platform trust, but product-level trust depends on seller quality, reviews and fulfilment signals.

	UK digital context
	Ofcom (2024); Kemp (2025)
	UK consumers operate in an environment of high internet and social media use.
	Amazon UK marketing must be understood as part of the broader UK digital consumption environment.

	Amazon platform context
	Amazon (2025); Amazon Ads (2025); Dash et al. (2024a, 2024b); Chen et al. (2024)
	Amazon combines marketplace retail, advertising, reviews, and seller competition and recommendation systems.
	Social media influence becomes commercially important when it links to Amazon product discovery, ranking and conversion mechanisms.



[bookmark: _Toc234365301][bookmark: _Toc235838768][bookmark: _Toc238691667]4.3 Theme One: Social Media Marketing Creates a Multi-Touch Consumer Journey
The first finding drawn from the literature is that social media marketing does not operate in isolation, but has an impact on consumer buying behaviour along a multi-touch journey. According to Lemon and Verhoef (2016), there are multiple phases and interactions in customer journeys, such as pre-purchase exploration, purchase assessment and post-purchase experience. Similarly, Stephen (2016) points out that digital and social media influence consumer behaviour, including how consumers access information, interact with brands and share experiences. For the Amazon UK, this would be a consumer seeing a product on TikTok, then browsing it on YouTube, posting comments on Instagram, and then purchasing it on Amazon UK.
Research within the domain of the social media marketing in e-commerce further indicates that social media platforms affect e-commerce loyalty, brand perception and purchase-related responses with repeated interaction. Yadav and Rahman (2018) also associate social media marketing activities with customers' loyalty in e-commerce. Schivinski and Dabrowski (2016) demonstrate that communication through social media impacts customer’s brand perception. Dabbous and Barakat (2020) also suggest that the excellence of the content on digital networking platforms can be leveraged to elevate brand recognition and purchase intention and Wibowo et al. (2020) link the activity of social network marketing with customer experience and behavioural outcomes.
The trend is also in line with more general research on digital transformation, suggesting that companies are increasingly moving towards involving digital technologies, customer data and platform capabilities in the design of marketing and customer experience (CE) (Verhoef et al., 2021). For Amazon UK, this implies that social media marketing should be looked at in conjunction with the retail media, marketplace search, review platforms and service quality in fulfilment.
This is significant because the traditional marketing funnel is too limiting to understand modern-day e-commerce buyer behaviour. The AIDA model is still relevant as it helps understand the stages a message can take a consumer through to take action (Strong, 1925). The digital consumer journey, however, is often not linear, as consumers back and forth between awareness, comparison, reading reviews, and searching platforms before making a purchase (Kotler, Kartajaya and Setiawan, 2021). So it is not enough to measure social media marketing just by the number of immediate sales it generates, it should be measured by the number of consumers who are made aware and have increased their information search, engagement and trust along the consumer journey.
For Amazon UK, the multi-touch journey means that social media influence may not directly complete the sale, but it can support product discovery and platform conversion. According to Amazon Ads (2025), creator-led and social ads can help make the leap from inspiration to shopping, bringing viewers to a real shopping result. This aligns with the academic studies that show that social media has impact on consumer behaviour beyond the mere exposure phase, such as engagement and information sharing (Appel et al., 2020; Dwivedi et al., 2021). Therefore, for UK marketplace sellers and affiliate marketers, social media is an important factor to look at for product discovery and evaluating the purchase.
The secondary evidence also shows that external signals and platform-based signals influence consumers' decision making. External signals are influencer posts, social media ads or peer comments. Signals on the platform are Amazon customer ratings, customer reviews, delivery expectations, and product ranking and seller reputation. This makes it important to consider both sets of signals together, as external social media can inspire interest while internal platform signals can determine whether interest becomes purchase. Dash et al. (2024b) show that sponsored search and ranking on the e-commerce marketplace Amazon can influence product visibility, suggesting that the influence of social media can be strengthened or weakened by the products that consumers encounter when visiting the marketplace.
[bookmark: _Toc234365302][bookmark: _Toc235838769][bookmark: _Toc238691668]4.4 Theme Two: Social Media Advertising Influences Awareness but Requires Relevance and Trust
The second finding is that social media advertising is the most effective when used at the awareness and consideration phases of the buying process. Shareef et al. (2018) demonstrate that persuasive components in social media advertising can affect the attitudes of consumers towards advertised products. Moreover, Voorveld et al. (2018) contend that the success of social media advertising varies as a function of the context in which social media is experienced because consumers behave in different ways in different social media contexts. In the e-commerce world, this translates to the effect of an advertisement being determined not just by the product, but the place and manner of advertising.
Social media advertising can complement Amazon UK by driving traffic from other platforms to product pages, marketplace searches or social media promotions. If the consumer is exposed to an ad that is relevant, they may learn about a product category or about a product that is available from Amazon UK. This is congruent with the AIDA model since the first step is attracting attention, followed by interest and desire (Strong, 1925). The literature also suggests that relevance is important as consumers can tune out or be turned off by poorly targeted or intrusive ads (Shareef et al., 2018). Hence, social media ads related to Amazon should be aligned with consumer needs, not used only to increase awareness.
However, sponsored visibility can cause conflicts on platform-based e-commerce. Dash et al. (2024b) suggest that sponsored products on Amazon marketplaces can be displayed above higher-ranked organic products, potentially raising doubts about the quality of search results and consumer welfare. This is relevant because social media ads can be used to direct traffic to Amazon, and sponsored marketplace products can impact what they see and buy. The challenge for Amazon UK is not only to generate traffic via social media, but also to facilitate the relevant and trustworthy purchase decision through advertising and sponsored placement.
The literature indicates that social media advertising is not likely to be the most effective marketing channel on its own to drive sales. When consumers are not familiar with products or there is perceived risk, consumers look for more evidence prior to purchase (Gefen, Karahanna and Straub, 2003). This implies that social media ads need to be connected to genuine product information, reviews and social proof. Amazon UK sellers should therefore not only use paid social advertising, but also use review management, product-page optimisation and consumer-friendly product information in tandem with advertising.
[bookmark: _Toc234365303][bookmark: _Toc235838770][bookmark: _Toc238691669]4.5 Theme Three: Influencer and Affiliate Marketing Shape Product Discovery and Perceived Credibility
The third finding is that influencer marketing plays a pivotal part in product discovery and perceived credibility. Lou and Yuan (2019) conclude that the value of the message and the credibility of the influencer do have an impact on consumer trust in branded social media content. In the Instagram and YouTube contexts, the researchers, Sokolova and Kefi (2020), demonstrate that trustworthiness and community-oriented behaviour can impact purchase intentions. Further studies also suggest that the influence of influencers on online shopping habits persists as people rely on creators as a source of information about the products as well as a validation of their lifestyle (Migkos et al., 2025).
This is supported by systematic and conceptual reviews, which demonstrate that influencer marketing is becoming a known strategic field of digital marketing. According to Vrontis et al. (2021), influencer marketing is a new research field with relevance to consumer behaviour, and Hudders, De Jans and De Veirman (2021) describe how the monetisation of social media influencers needs to be treated with caution when it comes to credibility, disclosure and persuasion. Additionally, in the context of fashion, Chetioui, Benlafqih and Lebdaoui (2020) demonstrate that influencers have the potential to influence consumers' purchase intention, strengthening the broader retail relevance of the influencer-led product discovery.
Amazon UK is a particularly important scenario for influencer marketing, as influencers frequently promote products via affiliate links, product lists, video reviews, and short product demonstrations. Social and creator content can be a catalyst to link consumer inspiration to shoppable experiences, a point echoed by Amazon Ads (2025). Academic research has confirmed this industry trend, as it indicates that products that appear on influencers can seem more relatable than traditional advertising messages (Kim and Kim, 2021; Ki et al., 2020). Hence, influencer marketing can be seen as a link between social media involvement and Amazon purchase behaviour.
However, the literature also provides evidence that influencer marketing is highly dependent on authenticity. If consumers feel that the content from influencers is solely commercial, then trust can be lost (Ki et al., 2020). De Veirman, Cauberghe and Hudders (2017) show that the characteristics of influencers can influence brand attitudes, and Belanche et al. (2021) show that credibility and fit are key to the effectiveness of influencers. The recommendations of influencers are convincing only if the product promoted fits into the content style and the expectations of the audience. Recommendations are more likely to be relevant to the influencer's content and credible to the audience itself, which is important for Amazon UK as it affects purchase consideration. A technology influencer testing a product is likely to appear more credible than an unrelated influencer promoting a product without genuine use.
There is also evidence that influencer marketing needs to be done in an ethical and transparent way. Campbell and Farrell (2020) suggest that there are several functional elements of influencer marketing, such as source credibility, audience relationship, and persuasive disclosure. Boerman (2020) demonstrates the impact of sponsorship disclosure on consumer perception of the content of influencers. For this reason, it is important for Amazon UK sellers and affiliate marketers to ensure that their sponsored or affiliate content is clear, credible, and in line with consumer protection expectations. This is especially important in the UK, where regulators are increasingly focusing on online endorsements, fake reviews and misleading commercial practices (Competition and Markets Authority, 2025).
Influencer marketing and consumer buying behaviour do not have a simple one-to-one relationship. The majority of studies measure purchase intention instead of actual purchase behaviour, which is a limitation for managerial decision-making (Sokolova and Kefi, 2020; Chetioui, Benlafqih and Lebdaoui, 2020). Purchase intention is useful as it shows the attitude of the consumers to purchase the product but it does not mean that they will actually purchase the product. In the Amazon UK context, consumers might be looking to purchase after viewing the influencer content, but if the product reviews are poor, the shipping fees are high or other products are more attractive on the platform, they may not complete the purchase.
[bookmark: _Toc234365304][bookmark: _Toc235838771][bookmark: _Toc238691670]4.6 Theme Four: Electronic Word-of-Mouth and Reviews Are Central to E-Commerce Confidence
The fourth finding is that electronic word-of-mouth is a very influential factor in online buying behaviour because it helps to reduce uncertainty. According to Hennig-Thurau et al. (2004), eWOM is defined as consumer-generated positive or negative statements that are made available via the internet. According to Cheung and Thadani (2012), eWOM influences consumer behaviour in three ways: information usefulness, source credibility and message quality. The findings of recent studies by Ngo et al. (2024) reveal that eWOM on social networking sites is still significant in influencing online purchase intention, as consumers are still using credibility and recommendations in an online environments.
The finding has considerable significance to Amazon UK since reviews and ratings play a key role in the Amazon shopping experience. Product reviews are often a way for consumers to assess the quality of the product, the trustworthiness of the seller, and the satisfaction they have after they purchase it. According to Filieri (2016), trustworthiness of online reviews relies on perceived reviewer credibility and information quality. Mudambi and Schuff (2010) also demonstrate that useful reviews can affect consumer information evaluation due to the fact that they help to reduce information asymmetry. So, eWOM can be regarded as a social media marketing mechanism and an e-commerce trust mechanism.
It has also been found that negative reviews can have a significant impact in the literature. Negative eWOM can diminish purchase confidence when it points out product flaws, inaccurate or misleading product descriptions, or delivery issues. This has the potential to have a positive effect on the marketplace when it enhances consumer decision quality and drives up product standards for the seller. But false or fake reviews cause a huge problem of trust. Review integrity is now a regulatory matter not just a marketing matter, as Amazon gave undertakings to the Competition and Markets Authority (CMA) (2025) to improve its tackling of fake reviews and catalogue abuse.
Amazon UK has two types of eWOM. At the external level, consumers can find suggestions or complaints on TikTok, Facebook, Reddit, Instagram or YouTube. This structure may influence consumer purchasing because buyers can encounter both social media conversations and Amazon-based review systems. Ismagilova et al. (2020) suggest that eWOM can affect purchase intention by shaping consumer attitudes and perceived product credibility, while Anastasiei, Dospinescu and Dospinescu (2024) also connect eWOM-related behaviour with brand trust.
This further aligns with the literature within the social commerce field, in which social interaction, community features, and peer generated information can have an impact on purchase decisions. Hajli (2015) shows social commerce constructs have an impact on consumers' buying intentions, and Erkan and Evans (2016) demonstrate that eWOM in social media has an impact on consumers' buy intentions through information adoption. The studies are relevant to Amazon UK because both discussions on social media and review systems on the platform can have an impact on consumers. 
The key takeaway is that eWOM is not a by-product of the sale on Amazon UK, but a resource that must be managed. Authentic reviews, professional responses to complaints and prevention of review manipulation can help build consumer confidence. This aligns with the trust-based e-commerce theory as it is believed that trust lowers uncertainty and facilitates online transaction behaviour (Pavlou, 2003; Gefen, Karahanna and Straub, 2003). Therefore, review management is not separate from social media marketing; it is an integral part of the consumer information landscape that can determine whether social influence becomes purchase behaviour.
[bookmark: _Toc234365305][bookmark: _Toc235838772][bookmark: _Toc238691671]4.7 Theme Five: User-Generated Content and Engagement Strengthen Authenticity
The fifth finding is that user-generated content can reinforce authenticity when consumers experience it as credible and authentic. Firms and consumers' relationship has shifted because of the emergence of social media, as indicated by Kaplan and Haenlein (2010) that it is a space where users can create and share content. Shahbaznezhad, Dolan and Rashidirad (2021) demonstrate that the format and platform type of social media content can influence engagement. In addition, user-generated content is found to be effective in helping users, but the quality of the content and credibility and relevance of the content are suggested as factors affecting the helpfulness of user-generated content (Zhuang et al., 2023).
This matters because in e-commerce, customers cannot test a product before they buy it, which is why UGC is important. Customer photos, unboxing videos, real-life use demonstrations, and review clips can make online products more tangible. This is applicable to Amazon UK as they often have customer images and review comments on their product pages, and videos of products in use on social media platforms. Sang et al. (2024) suggest that social media can positively affect consumers' intent to buy by boosting engagement and trust in the brand. For this reason, UGC can also be used to facilitate the purchasing process, as it brings the product closer to the actual user.
There also appears to be a link between exposure and engagement and behaviour, based on the evidence. Brodie et al. (2011) define customer engagement as a psychological state consisting of cognitive, emotional and behavioural aspects. This understanding is built by Hollebeek, Glynn and Brodie (2014) when they connect engagement with consumer-brand interactions. Dessart, Veloutsou and Morgan-Thomas (2015) also demonstrate the affective, cognitive and behavioural aspects of being engaged in an online brand community. The studies provide support to the conceptual framework of this dissertation as customer engagement can act as a mediator between social media marketing strategies and consumer buying behaviour.
In the Amazon UK context, engagement can occur before, during and after purchase. On Instagram, consumers are able to like or save product content before buying, or on TikTok. At the time of buying, they can check out reviews, read questions and view customer photos on Amazon. They can then publish a review or make social media posts regarding the product after buying it. This cycle is a quick reminder of why there is more to engagement than just a number of social media likes and comments. It is also a component of the larger consumer journey that can lead to additional eWOM and impact future consumers.
One significant issue is that engagement does not always equal trust or purchase. Consumer engagement can be entertaining, controversial or otherwise visually appealing and does not necessarily result in informed consumer decisions being made. This is why social media metrics should be interpreted carefully such as likes, views, and shares. The commercial significance of engagement for Amazon UK sellers is whether it leads to credible product evaluations, whether due to the interaction with reviews or purchase confidence, or just visibility. This is consistent with the dissertation's thesis of being engaged with quality rather than high-volume exposure.
[bookmark: _Toc234365306][bookmark: _Toc235838773][bookmark: _Toc238691672]4.8 Theme Six: Online Trust and Platform Signals Determine Whether Social Influence Converts into Buying Behaviour
The sixth finding is that online trust can determine whether social media influence is converted into actual purchase behaviour. The concept of trust in e-commerce described by McKnight and Chervany (2001) has a relationship with competence, benevolence and integrity. According to Gefen, Karahanna and Straub (2003) trust is at the heart of online shopping because it helps to ease uncertainty. Kim, Ferrin and Rao (2008) also confirm that trust and consumer perceived risk play a significant role in the consumer decision-making process in e-commerce.
The relationship marketing outcomes in social media environment are also related to trust. According to Ebrahim (2020), one of the possible mechanisms to influence brand equity and brand loyalty through social media marketing is trust. This reinforces the Amazon UK interpretation as purchase decisions could be influenced by not just visibility of the product, but also by consumers' confidence in the platform, the seller and the accuracy of the product information they receive at the final point of sale.
Trust is important for Amazon UK, as the company's online users often purchase from third parties as well as from Amazon itself. The consumer can perceive that Amazon is a trustworthy site, but can doubt the trustworthiness of a particular seller, product or set of reviews. This is significant as product-level risk does not always transfer to the platform. In an online environment, Pavlou (2003) suggests that trust and perceived risk have an impact on transaction intention, meaning consumers must have confidence in the platform, as well as confidence in the product.
Amazon UK offers a number of trust signals which can help to drive conversion such as star ratings, customer reviews, seller performance indicators, fulfilment options, return policies and delivery estimates. Amazon (2025) portrays Amazon as a large-scale global marketplace and Retail Company, implying that reputation of the platform is also a part of consumer trust. However, complexity arises from the fact that Amazon has so many sellers and products for consumers to consider. In addition to the social media influence, Amazon product performance has been linked with other platform signals, including price, product visibility and related-product features (Dash et al., 2024a; Chen et al., 2024).
The theme of trust also provides the rationale for the topic of consumer buying behaviour, as opposed to purchase intention. Social media content can drive intentions, but these intentions will only manifest as a purchase if the consumer trusts the product, the seller, and the platform when making a buying choice. This distinction is justified by the Theory of Planned Behaviour, which states that intention directly precedes behaviour, but does not necessarily lead to behaviour in the presence of barriers such as perceived control, uncertainty, and contextual barriers (Ajzen, 1991). Hence, the Amazon UK buyer journey needs to be seen as a journey where social media generates interest and platform trust and convenience drive conversion.
[bookmark: _Toc234365307][bookmark: _Toc235838774][bookmark: _Toc238691673]4.9 Discussion of Findings in Relation to the Research Questions
The first research question was related to the impact of social media marketing on consumers’ buying decisions. The secondary evidence suggests that social media marketing has a significant impact on the buying behaviour of consumers, as it affects their awareness, discovery of the product, trust, engagement and social proof. Social media advertising brings visibility, influencer content brings relatability, eWOM brings information from peers and UGC brings authenticity. These mechanisms are consistent with AIDA since they may move the consumer from attention to action (Strong, 1925). They are also in line with TPB as social media shapes attitudes and social norms towards products (Ajzen, 1991).
The second research question was what social media marketing strategies have the greatest impact on consumer purchasing decisions. The evidence suggests that eWOM and influencer marketing are particularly effective because they involve credibility-based information. Lou and Yuan (2019) reveal that influencer credibility influences trust in the branded content, and Cheung and Thadani (2012) reveal that eWOM influences consumer behaviour through message quality and source credibility. In Amazon UK, these two are of special relevance because customers are looking for reassurance before buying through product ratings, reviews and third-party recommendations.
The third research question was related to the effect of customer engagement on consumer buying behaviour. The literature indicates that engagement may act as a mediating variable connecting exposure and higher consumer involvement. Brodie et al. (2011) and Hollebeek, Glynn and Brodie (2014) illustrate that there are cognitive, emotional and behavioural dimensions of engagement. These can include watching product videos, clicking on affiliate links, comparing reviews, saving products, commenting on posts and writing reviews after purchase while engaging with Amazon UK. This strengthens the conceptual structure by providing an understanding of the social media marketing strategies' meaningfulness in individual behaviour.
The fourth research question concerned consumers’ perceptions of Amazon UK’s social media marketing activities. This dissertation is based on secondary research and not on information gathered from primary surveys of consumers, therefore, it does not report new consumer perceptions from respondents. The literature indicates that consumers are likely to find it useful, credible and convenient, but perceive it as intrusive, misleading or manipulated, and thus are likely to perceive the Amazon related marketing negatively. The results are supported by trust-based e-commerce research which indicates that consumers assess the e-commerce transactions based on perceived risk and confidence (Pavlou, 2003; Kim, Ferrin and Rao, 2008). It also aligns with the CMA's recent attention to fake reviews, highlighting the continued consumer protection concerns in UK digital markets regarding the credibility of reviews (Competition and Markets Authority, 2025).



[bookmark: _Toc234365308][bookmark: _Toc235838775][bookmark: _Toc238691674]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc234365309][bookmark: _Toc235838776][bookmark: _Toc238691675]5.1 Introduction
This chapter concludes the dissertation by summarising the main findings, answering the research questions, making recommendations, outlining limitations and suggesting future research. The dissertation explored the influence of social media marketing on retail and e-commerce consumer buying behaviour specifically focusing on the UK market and Amazon UK. Secondary research design was employed as there is sufficient existing academic and industry evidence to support the evaluation of this topic within the available time frame.
The chapter is based on literature review and methodology and findings chapter. Conclusions are based on academic research and reliable information sources, not on unsupported opinion. Based on the evidence, therefore, recommendations are made to Amazon UK, Amazon marketplace sellers, digital marketers, and to future researchers and policy makers.
[bookmark: _Toc234365310][bookmark: _Toc235838777][bookmark: _Toc238691676]5.2 Main Findings Summary 
The first key finding is that social media marketing shapes consumer buying behaviour through a multi-touch decision journey. Consumers do not usually buy a product immediately after seeing a single advertisement. Rather, they have a number of touchpoints, such as social media ads, influencer content, peer comments, online reviews, product videos and marketplace info. This result aligns with the customer journey literature which posits that the digital consumers engage in multiple pre-purchase and purchase touchpoints (Lemon and Verhoef, 2016; Stephen, 2016).
The second major conclusion is that social media advertising can be effective in awareness and traffic creation, but is not sufficient on its own. Whilst advertising can gain product exposure and stimulate interest, sometimes consumers need further reassurance before buying the product. This is consistent to Shareef et al. (2018) who have found that persuasive features in social media marketing affect attitude towards the product and Gefen, Karahanna and Straub (2003) who found that trust is still a critical requirement for online shopping. In Amazon UK, this will be the link between a paid social campaign to a genuine product page, robust reviews, and clear fulfilment information.
The third major conclusion is that the impact of influencer marketing and affiliate-related content on product discovery and product credibility can be strong. Content posted by influencers can be more relatable because consumers may see influencers as personal and experiential sources of information. Both Lou and Yuan (2019) and Sokolova and Kefi (2020) demonstrate that credibility, content value and influencer trust influence consumer responses, while Kim and Kim (2021) illustrate the effect of credibility, content value, and influencer trust on consumer responses. This matters for Amazon UK since influencers often send their viewers to Amazon products via affiliate links and lists/review-type posts.
The fourth key finding is that eWOM and online reviews are significant in building consumer confidence in e-commerce. Reviews and ratings help reduce consumer uncertainty, provide comparison and evaluate risk. This finding is supported by Cheung and Thadani (2012), Filieri (2016) and Ngo et al. (2024). The review system, however, should be believable, otherwise false reviews can undermine consumers' trust in the business. In the UK, the Competition and Markets Authority (2025) has shown that this is not only a marketing concern, but a consumer protection concern, with its 2025 undertakings with Amazon.
The fifth key insight is that user-generated content and customer engagement strengthen authenticity when they are perceived as credible. UGC gives the evidence that is more consumer-centred including photos and videos, product demonstrations, and personal experiences. Shahbaznezhad, Dolan and Rashidirad (2021) reveal that there should be a relation between content format and engagement, and Zhuang et al. (2023) maintain that UGC helpfulness relies on quality and credibility. UGC can assist consumers to make more confident product evaluations, particularly in Amazon UK, where it is backed up by reviews and unbiased product information.
[bookmark: _Toc234365311][bookmark: _Toc235838778][bookmark: _Toc238691677]5.3 Conclusions Based on the Questions of the Research 
Based on the Research Question 1, the dissertation concludes that social media marketing affects consumer buying behaviour by influencing awareness, attitudes, perceived credibility, engagement, and trust. But this influence is not directly because consumers need multiple sources of information before purchasing. The AIDA model describes the processes of creating attention and action on social media, and the TPB model describes the influence of attitudes and social norms on behaviour (Strong, 1925; Ajzen, 1991). In Amazon UK, the impact is tangible as social media shares drive traffic to product pages, product reviews and buying options.
In relation to the Research Question 2, the dissertation findings identify the most influential strategies as eWOM, online reviews and credible influencer marketing. While social media advertising may be essential for visibility, credibility-based approaches are more effective in diminishing consumer doubt. This is backed up by eWOM research that emphasizes information usefulness and source credibility as well as influencer marketing research that emphasizes trust and parasocial interaction (Cheung and Thadani, 2012; Lou and Yuan, 2019; Sokolova and Kefi, 2020).
The dissertation subsequently addresses Research Question 3, concluding that customer engagement may act as a mediating variable between the social media marketing and buying behaviour. Engagement is a key factor because those who engage with social media content are more likely to be 'engaged' with products and more likely to seek further information. Brodie et al. (2011) and Hollebeek, Glynn and Brodie (2014) demonstrate that engagement has a cognitive, emotional and behavioural component. In Amazon UK, this could include clicking on product links, viewing reviews, reading customer reviews, researching alternatives and offering post-purchase comments.
Based on Research Question 4, the dissertation concludes that perceived usefulness, credibility, transparency and trust are likely to shape consumer responses to Amazon UK-related social media marketing. Relevant ads may trigger positive consumer reactions; authentic influencer content and helpful reviews may also provoke positive consumer reactions. However, consumers may respond negatively to intrusive ads, confusing sponsorship, and/or review content that is suspicious. This conclusion is backed by the online trust theory (Pavlou, 2003) and the recent regulatory issue of fake reviews in the UK (Competition and Markets Authority, 2025).
[bookmark: _Toc238691678][bookmark: _Toc235838780]5.4 Research Contribution 
Contribution to knowledge: This study relates the literature about social media marketing to e-commerce behaviour in terms of platforms. It combines advertising, credibility of influencers, eWOM and UGC to demonstrate how these are working together in an Amazon UK type of marketplace (Appel et al., 2020; Dwivedi et al., 2021). It indicates that engagement and platform trust account for the distinction between social media influence and buying behaviour and interest or intent (Brodie et al., 2011; Ngo et al., 2024).
Policy implications: The study reveals that social media-based e-commerce policy should centre on transparency, review integrity and disclosure of sponsored content. Consumers may treat sponsored recommendations as personal recommendations when there is no obvious commercial relationship (Boerman, 2020; Hudders, De Jans and De Veirman, 2021); this is why disclosure of the relationship is important. Online marketplaces can also be undermined by the existence of fake or manipulated reviews, which reduce consumer trust in the marketplaces (Competition and Markets Authority, 2025).
Contribution to practice: The study provides a clear foundation for Amazon UK sellers, affiliate marketers and e-commerce practitioners for selecting social media strategies. Advertising is best suited for awareness, influencer and affiliate content raise awareness for discovery, eWOM diminishes uncertainty and UGC can make online products more tangible (Lou and Yuan, 2019; Zhuang et al., 2023). Companies should link their social media presence to legitimate reviews, transparency and trustworthy delivery/return indicators.
[bookmark: _Toc234365312][bookmark: _Toc235838779][bookmark: _Toc238691679]5.5 Practical Recommendations
Amazon UK and sellers on the marketplaces should connect social media marketing with product page credibility. Advertising on social media platforms should not only be a means of driving traffic to Amazon but also make the consumer discover the product pages with clear descriptions, authentic reviews, transparent pricing and reliable delivery information. It is in line with the findings of trust-based e-commerce studies which indicate that consumers require confidence before finalising online transactions (Gefen, Karahanna and Straub, 2003; Pavlou, 2003).
Secondly, Amazon UK sellers should focus on review authenticity and eWOM management. Reviews play a key role in online buyer confidence, and fake or manipulated reviews have a negative effect on trust. It is recommended that sellers encourage honest post-purchase feedback and respond to negative feedback in a constructive way, while avoiding unethical review practices. Growing awareness of fake reviews and catalogue abuse makes this recommendation especially relevant to Amazon-related marketplace practice.
Third, influencer and affiliate marketing should be selected and managed selectively and transparently. Sellers need to work with influencers who have an audience, knowledge and content style aligned with the product category they are selling. This suggestion is based on Lou and Yuan (2019), who found that credibility and message value both impact on trust, and Belanche et al. (2021), who argue the importance of influencer credibility and fit. It is important to ensure that any social media content created around Amazon products be transparent and clearly labelled to build consumer trust and mitigate any ethical concerns.
Fourth, marketers should use UGC to help create a more tangible online product. Product photos, customer videos, unboxing videos and videos of how the product is used can eliminate the uncertainty that consumers who cannot physically inspect the product may face. Zhuang et al. (2023) illustrate that content credibility and quality influence helpful UGC; and Shahbaznezhad, Dolan and Rashidirad (2021) show that content format impacts engagement. As a result, Amazon UK sellers should encourage high-quality customer content, not just brand-created content.
[bookmark: _Toc234365313]Fifth, engagement quality should be measured rather than engagement quantity alone. Likes, views and shares are good, but not synonymous with readiness to buy. Engagement should tie into meaningful actions like product page visits, reading of reviews, adding items to wish-list, basket activity, repeat purchasing. This recommendation is based on the engagement literature, which has defined engagement as cognitive, emotional and behavioural involvement, rather than mere exposure (Brodie et al., 2011; Hollebeek, Glynn and Brodie, 2014).
[bookmark: _Toc234365314][bookmark: _Toc235838781][bookmark: _Toc238691680]5.6 Research Limitations
The main constraint of the dissertation is that it uses secondary research rather than primary consumer research. This was suitable as it enabled the study to draw together a broad spectrum of academic and industry research within the timeframe. However, it does not offer any new survey data from Amazon UK consumers. The results are thus a synthesis of the published literature and public sources and do not reflect the perceptions of individual consumers.
Another constraint is that literature available is sometimes based on purchase intention instead of purchase behaviour. Purchase intention is a good measure but is not always followed by actual purchase. This condition is crucial because the research topic of the dissertation is related to consumer purchasing behaviour. This study has overcome this limitation by critically separating intention and behaviour, and by examining platform factors that impact on the conversion rates including reviews, price, delivery and trust.
A third constraint is that there is relatively little academic research on the Amazon UK market. A large amount of evidence is derived from e-commerce or social media marketing or international platform research. These studies may be relevant but may not fully represent the behaviour of Amazon UK consumers. This constraint also serves as an argument for the study's contribution as it draws attention to the importance of developing more platform specific studies.
The fourth limitation is the reliance on secondary research and the quality of available sources. Some current industry information is useful, but it may reflect commercial motives. The dissertation reduced the risk by prioritising academic sources and using industry sources mainly as contextual evidence. The approach is in accordance with the literature review methodology which recommends using literature in a transparent and critical manner (Snyder, 2019; Xiao and Watson, 2019).
[bookmark: _Toc234365315][bookmark: _Toc235838782][bookmark: _Toc238691681]5.7 Future Work Recommendations 
This dissertation outlines several key relationships between the variables which should be tested with primary data from Amazon UK consumers in future research. The impacts of social media advertising, influencer marketing, eWOM and UGC on consumer buying behaviour could be measured using a quantitative survey. A larger sample would enable the statistical testing of the mediator variable of customer engagement and increase generalisability.
Additional studies should also compare the various product categories on Amazon UK. The influence of social media might be more significant for fashion, beauty, electronics and home products, rather than for routine or low-involvement purchases. The category level research would enable sellers to know which of the strategies is best on each product category. This would also be a solution to the challenge of treating UK Amazon shoppers as a single entity.
A useful direction would be to compare Amazon UK with other social commerce and e-commerce sites, like eBay, TikTok Shop or retailer-owned websites. This study would determine the effectiveness of the review system and delivery reputation on Amazon in comparison to other platforms and whether the marketplace of Amazon encourages or discourages the use of social media marketing. Comparative research would also facilitate the understanding of the influence of platform design on social media marketing-based purchasing processes.
In conclusion, future studies should explore ethical and regulatory concerns related to social media e-commerce. Consumer trust is impacted by influencer disclosure, transparency in affiliate marketing, fake reviews, algorithmic recommendation and sponsored placements. The recent work by the Competition and Markets Authority (2025) on fake reviews highlights these growing concerns in the UK market (Competition and Markets Authority, 2025). This could then be further explored in future research on the effect of transparency and regulation on consumer trust and purchasing decisions.
[bookmark: _Toc234365316][bookmark: _Toc235838783][bookmark: _Toc238691682]5.8 Final Conclusion
This dissertation concludes that the strategies used in social media marketing significantly affect consumer buying behaviour in e-commerce, especially when social media content is credible, engaging and supported by trusted platform signals. In the Amazon UK context, consumers could find products via social media, but they have reviews and ratings, trusted sellers, price, expectations of delivery and platform convenience that influence their buying behaviour. Social media marketing thus has to be seen as a component of the broader process of digital buying, not as an independent marketing campaign.
The findings also indicate that the reduction of uncertainty and the effect of social proof are especially significant, explaining the importance of eWOM, online reviews, credibility of the influencer and UGC. Social media ads are still relevant, but they have to be relevant and trustworthy. Customer engagement is a mediator between exposure and further information search and purchase-related behaviour. The dissertation hence has an academic value and a practical value as it combines theory of social media marketing with the e-commerce platform-based context of Amazon UK.
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